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MRS. JONES WILL DEMAND 


FASTER AND CLEANER WASHINGS 


—she will get them with Apex. 


For over 30 years Apex has been 
an outstanding leader in the 
development of household appli- 
ances. Many features now com- 
monly used and accepted by the 
industry were originated, perfected 


and first introduced by Apex. 


APEX... first to introduce the Safety Non- 
Breakable rubber Appliance Plug. 

APEX ... first to introduce a “Calibrated Device’”’ 
to assure proper wringing pressure—the Pres- 
sure Selector. 


APEX . .. first to introduce the “Spiral Type” 
washer agitator—the Double Dasher. 


APEX ... first to introduce the Dome-Shaped 
Fluted Tub. 


a 








APEX ... first to introduce a complete line of 
white washers. 
* * * 

Such leadership is not stumbled upon. It is won by the un- 
tiring work of Apex engineers, by the skill of master stylists 
and by the expert craftsmanship of Apex workers. It will 
be maintained in Apex postwar washers. Write today for 
your copy of the Apex Postwar Profits Plan and learn how 
you can enjoy the selling advantages of Apex leadership. 




















APEX ROTAREX CORPORATION 
“Gan Ouer 30 Years a Household Tame!" 
CLEVELAND 10, OHIO 
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SQUARE DEAL, and a fair deal, for small business 
is the War Production Board’s aim as the country 
adjusts to the needs of a one-front war and resumes 

large-scale civilian production, J. A. Krug, WPB Chairman, 

told the Senate Small Business Committee June 18. 

In the official release, of which the above is the opening 
paragraph, the small business referred to is small manufac- 
turing business. 

An equal solicitude for small manufacturing business is 
expressed in the statements issuing from the Office of Price 
Administration. A recent speech by Chester Bowles, Admin- 
istrator OPA, makes the following statement: “We have 
taken a major step in lifting the load of red tape from small 
business. Small reconverting firms whose 1941 civilian vol- 
ume did not exceed $200,000, and who do not anticipate more 
than that volume of sales within the next twelve months, will 
not have to apply for individual adjustments but will compute 
their own ceiling prices on a streamlined form. Each will 
apply the reconversion price increase standard to his own 
situation. If the firm’s own 1936-39 profit margin on sales 
was less than one-half the industry’s profit margin, he may 
use one-half the industry’s average margin in computing his 
ceiling prices. This figure will be furnished by OPA. Having 
computed his ceiling price he will then report it, together 
with his calculations, to the OPA District Office and is free 
to proceed to sell his product. His computation will, of course, 
be subject to audit.” 


HESE official utterances are reassuring to the small 

manufacturer. But, the question rises, what about small 
business in retailing? The electrical appliance dealer is small 
business, is operated on moderate margins, and the profit per- 
centage has always been small. Therefore, the announced 
policy of OPA on retail prices would force on him a reduction 
of such margins as have been granted in the past, and 
threatens him with almost certain loss. In the speech referred 
to, Mr. Bowles, after discussing price adjustment provisions, 
states: 

“These prices, built to yield good profits, will give the green 
light to the manufacturer. They will facilitate full produc- 
tion. At the same time we think they will not require, in 
most cases, any substantial increase at retail over the prices 
which were in effect when industry reconverted to war. 

“We have a good deal of confidence on this point. Most of 
the increases at the manufacturing level can be absorbed by 
distributors without hardship. Our studies show that distribu- 
tors are enjoying increased sales, reduced expenses in rela- 
tion to sales, higher realized margins and greater profits than 
ever before. Thus wholesalers and retailers are in position 
to help the stabilization program by absorbing moderate cost 
increases.” 


()PA and the Dealer’s Money 
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Now the basis on which cost increases are to be allowed to 
manufacturers is increased labor costs. Such increases are 
obviously necessary. Therefore, what the OPA policy boils 
down to is that increased labor costs, due to higher wages for 
labor, are at the expense of the appliance wholesaler and 
retailer. They are attempting to reduce forcibly the cost of 
distribution. The manufacturer may obtain relief on his price 
situation if he is operating without profit, but in no statement 
that I have seen is any indication that the distributors, whole- 
sale ‘and retail, may obtain such relief when they suffer loss. 


NE assumption on which the OPA is proceeding is that 

distribution costs are too high anyway. Well, are they? 
The Federal Trade Commission in a report to Congress shows 
that out of the consumer’s dollar for electrical household 
appliances for 1939, the wholesaler’s distribution expense was 
12.68 cents. His profit, or balance above expense, was 1.09 
cents. The retailer’s distribution expense was 30.51 cents, 
and his profit, or balance above expense, was 1.11 cents. 

It is difficult to see how the official mind can regard these 
figures as excessive. No appliance retailer can be classed as a 
wasteful or extravagant unit in bringing appliances to the 
home, who takes as his net profit a small fraction over one 
cent out of every dollar for the goods he sells. But, says 
OPA, the volume of business anticipated is so large that he 
can make a profit on reduced margins because his operating 
cost per dollar of sale will be reduced. This is a pure assump- 
tion without reference to the past experience of this business. 

OPA insists of course that they are not considering the 
period of reconversion when goods admittedly will be scarce, 
but are looking grandly forward to the full production period 
achievable one or two years hence. But it is the immediate 
future for which they are now fixing prices. When full pro- 
duction is achieved, we are assured that price controls will be 
lifted, and the forces of free competition will set the level of 
prices. So that, in effect, OPA is telling the appliance retailer 
that his margins will be restricted during the time that his 
supply of goods will be small. 

The OPA judgment on the ability of the appliance retailer 
to function on a restricted compensation is therefore to be 
backed by the dealer’s money. If OPA’s judgment in this 
matter is bad, and we firmly believe that it is, the officials 
may possibly express their regret, but the dealer will have 
lost his money. 
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The Radio Dealer’s 
Declaration of Independence! 
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It's the famous Zenith franchise—a “declaration of independence” that gives 


In CONGRESS. Jolvasth 
The easel nce Beelera. -States of Nevevier 
aes capes dner qntittoenentignl 


ww” 


you complete freedom to choose the top name in every appliance field. 
lt is a franchise made possible by Zenith’s sound, thirty-year policy of . 





Zenith concentrates its engineering genius upon 
the development of outstanding improvements 
in Radionics! And this concentration has re- 
sulted in world leadership for Zenith .. . in 
ever-increasing public demand for Zenith Radios 
... in faster profits for Zenith dealers. 

Yes, when you sign the Zenith franchise, you 
sign the most valuable franchise in the radio 
industry. It entails positively no forced com- 
binations of refrigerators, washing machines, 
ranges or other appliances. 


So... why not get in touch with your Zenith 








Keep Your Lye on 
ne RADIO 


“FM TELEVISION - RADAR SHORT WAVE 


Distributor today? Find out whether he can 
qualify you for the “declaration of independ- 
ence” that enables you to feature the finest 
possible “Advanced Engineering” line of Zenith 
Radionic Radios .. . along with your choice of 
the finest products and best sellers in every 
appliance field. 


Keep Your Eye on Zenith 
. and keep in touch with your Zenith 
Distributor. He is being kept informed on 
f° up-to-the-minute factory developments. 
ZENITH RADIO CORPORATION, CHICAGO 339, ILL. 
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RADIONIC PRODUCTS EXCLUSIVELY— 
WORLD'S LEADING MANUFACTURER 


RADIO-PHONOGRAPHS - HEARING AIDS 
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Yom colt im itelilel(-Meiil-M a Colileiaa 
Roaster Range as advertised 
in the magazines? 


NOW IS THE TIME TO DECIDE! 


There is every indication that Monarch’s patented 
built-in roaster will be America’s No. 1 electric 
range feature after the war. Scenes like the above 
in every appliance department in the nation will 
be common. Now is the time to decide whether 
you are going to have this No. 1 Range in your 
store — or whether you'll always have to say, 
“‘No, madam, I’m sorry... .”’ A letter will bring 
you full franchise particulars. 


MALLEABLE IRON 


RANGE CO, 
3875 Lake Street 
BEAVER DAM, WISCONSIN 





es 
IF IT’S A wes te 


ROASTER RANGE 


IT’S A 


PATENTED 
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seg a good clock is one of the first things 


millions will do soon as they get the chance. 


AND WHEN Sessions gets into production on 
its new line of Self-Starting Electric Clocks, they're 
going to get this chance. 

THEY'LL GRAB it, quick... because this new 
Sessions line, including everything from popular- 


priced alarm and household clocks to elegantly- 


> Second thing I'll do after we dock? 


. «+ get me a SESSIONS Electric Clock! 


ia 


styled Westminster chime models, will have every- 
thing they crave in eye- and pocketbook-appeal 
.. . because it will be widely featured in national 
advertising and merchandising designed to make 
the public sit up and howl for Sessions Clocks. 
IN THE MEAN WHILE, patience — for just a little 
longer. As a Sessions dealer, your day is coming! 


The Sessions Clock Company, Forestville, Conn. 


essions (locks 


"The Heuse of Westminster Chimes” 


| a 
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ae : the period 
=: =} of “easy selling” is 









the time to 








every 

| EGA radio 
you sell 
| Will sell 


It will be easy to sell 
radios for a while after 

the war. But the dealer who 
looks ahead will make certain . . . even 
during the spending spree . . . that every radio 
he sells creates a SATISFIED CUSTOMER—a friend who 
will keep on buying at his store when he “needs the business”. 


another 
for you 


ECA Radios have been designed to build for you an equity of 
customers who are satisfied and loyal. Advanced engineering . . . 
electronic and acoustic innovations . . . amazingly lifelike tone . . . 
craftsmanship cabinets . . . superb, trouble-free performance—these and 
other features will give your customers greater value, yet 
cost them nothing extra. Satisfied customers are only one of 
MANY advantages which can be yours with the ECA Radio 
Dealer Franchise. Write for FULL details —TODAY. 









“THE AMAZING ELECTRON” ... 
Our program of pre-selling consumers is 
bringing in reservations for postwar ECA Radios 
every day. As another step in this plan, we 


: electronie teatv _7oMt are Gebieting to the public on latereating 
= Latest ECA prfus / booklet, ‘The Amazing Electron’. A copy is 
a Exclusive yours for the asking. 
feature an overt purse 
priced te 
* jealer 
a Prot advertising SEND THIS COUPON FOR DETAIL 


ELECTRONIC CORP. OF AMERICA 
45 West 18th St., New York 11, N. Y. 











Gentlemen: Please send full details on the ECA 
Radio Franchise, without obligation. 


ELECTRONIC CORP. OF AMERICA [ian 


Address_ 








45 WEST 18th STREET - NEW YORK 11, N.Y 
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_o- a cautious character, is Mrs. J. 


Last time she bought Junior some pants, 
he had the seams ripped before the label was off. 


So she looks, she feels, she questions, she hesitates. 
She’s waiting for a “‘go-ahead-and-buy” signal. 

And she gets that signal when she sees the 

Good Housekeeping Guaranty Seal. 


That’s when the lights change for Mrs. Jones. 

For she knows that merchandise that wears this 
seal has been put through the ropes by her 
Homemakers’ Bureau of Standards. 

So she buys with a comforting sense of assurance. 


To give women this faith in the Good Housekeeping 
Seal we have worked long and hard. 


We have spent millions of dollars on 
laboratories and trained, experienced personnel. 


This women know. They know, too, that we give this 
seal to no one—the product that has it, earns it. 


This seal is your customer’s 
**green light’’ to go ahead and b 








Mus Yones waits 
for the lights to change 




















Good Housekeeping 


The Homemakers’ Bureau of Standards 








om 
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Be the ONLY Sparton 
Dealer in Your Town 











6 And last—but not least—your selling effort will 
HERE’S WHAT THE S.C. M. P. be backed up with seasonal promotional helps 


CAN DO FOR YOU and a powerful campaign of national advertising. 











Think what a relief it would be, if you wiped 
away the headaches! 
] If you qualify as a Sparton Radio dealer, you 
will be given an exclusive franchise for your - Think what it would mean to you in sales 


community. and profits, if you were able to offer top- 
quality nationally-accepted radios in direct 


io shipments will be made to you direct PED 
ROE setts shignen ee. 7 competition with the biggest retail outlets! 


from the factory, at dealer-delivered prices. 


Are you interested in the S.C.M.P.? 
3 You will be sure of a dependable source of 


supply. Then — here’s what to do about it! 


4 You will be able to offer customers a full line 
of fine radios — consoles, table models and com- 


binations — some with FM (Frequency Modu- 


Additional dealer appointments are now being 


made. But — only a few territories are open. 








lation) —at lower-than-usual prices. So — act fast! 


§ You will be relieved of the necessity of offering Ask if the Sparton franchise is still available in 


special discounts or costly trade-in allowances. your community. 


* ADDRESS: Ed. Bonia, Sales Manager, Radio and Appliance Division 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


SPARTON 


RADIO'S RICHEST VOICE SINCE 1926 
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People are looking to Belmont for note orthy Belmont will offer the magic of television on 


contributions to peacetime electronics. And large screen receivers: There will be Belmont 


their confidence will be fully justified. Belmont radios inspiring in performance and beauty- 


akills that have been heightened by their suc- Music lovers will be able to enjoy new worlds 
cessful application to wartime electronics ill of tone delight with Belmont FM receivers and 
yield new benefits for millions of buyers: And Belmont Radio and Phonograph combinations. 
Belmont § national advertising is telling the Keep your eye on Belmont! Belmont Radio 


public about these coming benefits now: » Corp.,99 49 W. Dickens Ave., Chicago 39, Ill. 


co 


Belmont Radio = 


\ 
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Even before V-E Day, Sunroc Refrigeration Company 
had almost completed its distributor sales-structure 
for nation-wide distribution ... and was turning out 
Sunroc Water Coolers in impressive numbers, for 
essential civilian use. 





Production-wise, no plant-changeover was neces- 
sary ... there was no lag of reconversion. Side by side 
with production lines for the Government, Sunroc 
Water Coolers of identical quality are being built, in 
ever increasing numbers, for an impatient .home- 
front market. 


This market is more than a war-starved market. It 
is a market which had received comparatively little 





cultivation before the war. The demand for Sunroc 
Water Coolers, based on a universally recognized 
—_— 


“need, offers unlimited possibilities for properly 
qualified dealers. 


If you would be one of these, the time remaining for 
action is short. A few—a very few—choice Sunroc 
franchises are yet to be allocated. Prompt action, now, 
may bring you a profitable tie-up with the organiza- 
tion which, through intensive specialization, has de- 
veloped the finest water coolers in America. 


Mail the coupon today, and we will refer it promptly 
to our regional distributor. He will give you full 
information about Sunroc, and inform you as to 
territory available. Sunroc Refrigeration Company, 


Glen Riddle, Pa. 







SUNRO 
Wraleo (oclers 


GLEN RIDDLE, PA. 
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RECOGNIZED FOR QUALITY 


When merchandise is available once more, the public will 
look for quality 
‘“‘Farnsworth’’—more than ever—is what people will 
int to buy! For they know that the name “Farnsworth” 
tands for top-quality radios in distinctive cabinets—superb 
tonal reproduction—proven record changers. They know, 
too, of Farnsworth’s long leadership in the field of modern 
electronic television 
They know because we’ve been reminding them... 


in colorful, full-page advertisements in the country’s 


leading magazines . . . consistent informative messages 
designed to give Farnsworth new esteem in the public eye. 

During the war, Farnsworth has created new facilities, 
gained new skills, achieved new techniques . . . which 
will win for Farnsworth an even greater standing in the 
post-war world. 

Why don’t you plan now to sell people what they want 
to buy — Farnsworth! The Farnsworth Selected Dealer 
Franchise has many profit-winning advantages. Ask your 
Farnsworth distributor or write today. 


FARNSWORTH 2x . Rede - Fhonegeaphe 


Farnsworth Television & Radio Corporation, Ft. Wayne 1, Ind. © Farnsworth Radio and Television Transmitters and Receivers, 
Aircraft Radio Equipment, Farnsworth Television Tubes, the Farnsworth Phonograph-Radio, the Capehart, the Capehart-Panamuse 
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FILTER QUEEN 
America’s BAGLESS Cleaner 


It will pay you to investigate FILTER QUEEN . . . now on sale for preferred 
delivery under the terms of the Advance Sale Contract. No LONG WAITS 
FOR DELIVERY AFTER THE GREEN LIGHT FLASHES! All necessary jigs, 
dies and tools are on hand, ready to start production. 


FILTER QUEEN has every feature Mrs. America wants in her vacuum 
cleaner of tomorrow: no dirty bag to empty . . . easy dirt disposal . . . 
efficient cleaning . . . no heavy weight to push around .. . a new quiet- 
ness in operation! 

Entirely new in design, FILTER QUEEN is not just another vacuum 
cleaner dressed up for show, not just a post-war dream on paper. 
Thousands of FILTER QUEEN vacuum cleaners sold in 1941 have given 
housewives over 3 YEARS of trouble-free service. 


For full information concerning the FILTER QUEEN, the FILTER QUEEN 
Franchise and Advance Sale Plan, just mail in the coupon, TODAY! 


. HEALTH- MOR, INC. 203 N. Wabash Ave., Chicago 1, Ill. 








: FILTER QUEEN Positive Moth Control Exclusive 
FILTER QUEEN 
Cap for moth crystal chamber. Features 


Attachments for every home cleaning job are standard equipment, 
pesea@ ee @ewmeeceeenr es 


Lugs for hose connection. ® No dirty, germ-laden bag to 
empty. 
Moth crystal chamber. 























@ Sealed, sanitary dust collector I ent c 1660 ae ay 
Exhaust path of concentrated gos need be emptied only once a Chicago 1, Illinois 
and powdered crystals. month. I Please send me FREE information on the FILTER QUEEN, the FILTER 

r QUEEN Franchise and the Advance Sale Plan 
, ® Non-clog, filt Be’ 
Grooves for locking Demother into . eS ae 5 for 
sustained, powerful suction. N (Ple rint) 

position on FILTER QUEEN i ome (Please pri 

© Patented, air-sealed, Lock-Tite Pi 
Spring gate which opens when De- connections on all attachments. Street address 
mother is locked into position, allow- , © Soundproofed, oversized Black | City State 
ing crystals to flow into grinder. & Decker motor for quietrunning. [ 
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HOUSEHOLD APPLIANCES 
USE POST PAGES TO ESTABLISH 
AND MAINTAIN BRAND PREFERENCE 


THE SATURDAY EVENING 
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(Colossus comes to market 












HARD, cold—and not unwelcome—fact 
that business men are rapidly coming to 
appreciate is that one of their best post-war 
prospects is the American farmer. 































Figures are sometimes dull. But here are 
figures that inspire . .. for they are figures 
that can mean the continuance of prosperity 
in America after the war. 











in 1944 is estimated at 27.9 
billion dollars, an all-time record for any 
occupational group. Farmers’ savings are over 
10% billions, and to that sum add the value 
of farmers’ War Bonds, life insurance, and 
liquid securities. In the post-war period far- 
mers will unleash these billions to satisfy 
their pent-up needs . . . buying heavily the 
things which are not now available. 


Farm income 


Can any advertiser ignore the farmer—or his 
favorite magazine—in post-war plans? 


Because paper is a tool of war, space is mighty 
tight in the Gent today. Despite this condi- 
tion, C. G. has provided—all through the war 
years—more editorial matter for its readers, 
more advertising space for its advertisers, 
than any other farm magazine. 





However, Country Gentleman’s first obliga- 
tion is to its readers—to deliver to them the 
quality and variety of information upon which 
they have come to depend. Such service has 
made Country Gentleman the No. 1 magazine 
in winning the confidence of America’s top 
half farm families. 


a" ountry 
entleman 


What business can ignore 1 wh AReSRURAL DALES ADVERT 
the farmer's strength? 








Par | a. 
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READY eoeGl 3-Step “Package” from 





To Help You Make Postwar Sales NOW: 


ir in fr 
ome 
excitine X“RAY preview 


DREVIE 4 “a AY C ddmizval. sou 
ay x 


C ddimizal. 





Admiral 


DUAL-TEMP 


REFRIGERATOR 


Step off in the race for postwar sales 


Here’s the second step in ADMIRAL’s 
with ADMIRAL’s big, new, 4-piece 


program to help you make postwar 


window display. Invite people into 
your store now for an excitii.g X-RAY 
presentation of ADMIRAL postwar 
merchandise. Display is in full color 

.. 48 in. high. “On and off” shadow 
box illuminates “Slide-A-Way” Radio 


sales now: a 28-page, full color book 
with “X-RAY” views that tell the in- 
side story of ADMIRAL radio- 
phonographs, record changers, re- 
frigerators, electric ranges and home 
freezers. Builds real consumer ac- 


Phonograph and ‘‘Dual-Temp”’ 


ceptance for ADMIRAL products. 
Freezing Locker. 
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3 The third step: ADMIRAL’s new, 16- 

page, 4-color booklet, “It’s a Promise 
from Admiral.” Gives the story of 
ADMIRAL products and highlights ex- 
clusive ADMIRAL selling features. For 
use as a mailout or give-away and to 
supplement your X-RAY presentation 
of ADMIRAL merchandise. Special 
counter display card invites customers to 
ask fora copy. For full information con- 
cerning ADMIRAL ’s 3-step “package,” 
see your nearby ADMIRAL Distributor. 


World’s Lorgest Manufacturer of Radio-Phonographs with Automatic Record Ch 9 cturers of Radios « 








‘ 

TUNE IN . * 

Every Sunday—Admiral t e 
“World News Today” ~ y 
CBS, 2:30 P.M. EWT. 








Refrigerators * Home Freezers «+ Electric Ranges 
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LEAR RADIO cates peasurein announcing . ) 


E. B. LATHAM & COMPANY 








r 
as exclusive distributor for Lear Home Radios and Lear Television F 
in the New York metropolitan area. & 
In accepting the distributorship for Lear Home Radios, J 
Mr. L. E. Latham, President, writes: 
a ad Sar Se 2 
ESTABLISHED 1696 J 
E.B. LatHam & COMPANY 
NEW YORK, N. Y. 

= 
is 
70 
Be 
We are pleased to announce to the trade that after several nat 
months' investigation and discussion with a number of radio try 
manufacturers, we have concluded a wholesale distributing Sy 
agreement with Lear, Inc., for the distribution of their new ) 
line of home radio equipment for the New York metropolitan the 
area. This territory will embrace all of Greater New York, to 
Westchester County and the Long Island Counties of Nassau roo 
and Suffolk. : 
We are most favorably impressed by the company's long and abo 
favorable background of experience in the manufacture of con 
high-grade aircraft radio and electronic equipment, and their ™ ast 
ability to adapt this valuable manufacturing experience to ® tisix 
the production of home radio, television and wire recording. Syh 
We are equally impressed with the high calibre of the manage— this 
ment, personnel and manufacturing facilities of this fine Si 
company whose aim it is to produce a quality product, second tows 
to none in the industry, at a price range that will be in Elec 
keeping with prices of legitimate competition. ona 
e) 
As soon as conditions permit, .and the War Production Board Y Yj 7p, fixte 
sees fit to release certain essential critical components for Wyfffffhhs tons 

the production of home radio equipment, Lear will be ready to “A wan 
convert its facilities and be among the first in the fi ‘ {| Ki 

to announce their line. We in turn will present Jé ilies 
to franchise dealers in the territory we will sg : E, a Bs 
i or 
iW i 
i BE 
: ui 
7% —"" 
Mr. L. E. Latham, President, E. B, Latham & Company. 

Offices and Warehouse, 250 4th Ave., New York, N. Y. ! AKER 
LEC) 
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Publie Endorses 
Fluoreseent Light 


Wide Use in Homes 
Indicated by Survey 





“In what rooms do you think fluorescent lighting 
is suitable?” 


The answer: Kitchen — 73.1%, Bathroom — 
70.4%, Hallways—52.6%, Dining room—52.1%, 
Bedroom—44.8%, Living room—44.7%. 


This was one question asked recently in a 
nation-wide survey conducted by one of the coun- 
try’s leading market research organizations for 
Sylvania’s Sales Research Department. Results of 
the survey showed clearly that the public is ready 
to accept fluorescent lighting for almost every 
room in the home. 


Home owners have been changing their ideas 
about domestic lighting ever since the industrial- 
commercial world accepted the fluorescent lamp 
as the ideal light source. Through national adver- 
tising and the distribution of educational material, 
Sylvania has been taking decided steps in bringing 
this change about. 


So that now the “average person” is receptive 
towards fluorescent lighting in his own house. 
Electrical retailers have here an opportunity to 
enter a vast new market for fluorescent lamps and 
fixtures, as soon as conditions permit the installa- 
tions planned by millions of home owners. 


KITCHEN...... 73.1% 
BATHROOM .. . 70.4% 
DINING ROOM..52.1% 
HALLWAYS .. . 526% 
BEDROOM .. .. 44.8% 
LIVING ROOM . . 44.7% 
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HIGHER RATINGS SCORED 
BY 20W AND 40W LAMPS 


Chart Shows Increased Operating 
Efficiency In Popular-Sized Fluorescents 




















LUMEN OUTPUT OF SYLVANIA FLUORESCENT LAMPS 
Approx. % of initial 
Total Lumen Output 70° 
LAMP COLOR (after burning for 100 hrs.) ee 
Previous New st ‘ Cycling %LPW 

2500 3 Hr. 84 
20W-T12 White 860 880 4000 6 Hr. 76 
f 6000 12 Hr. 70 
2500 3 Hr. 84 
40W-T12 White 2100 2160 4000 6 Hr. 76 
- 6000 12 Hr. 70 





























The latest of Sylvania Electric’s fluorescent lamp lumen output and efficiency data — for 


two of their most popular sizes — is contained in the chart shown above. 





This tabulation indicates a more accurate measure (based on indications from field 



































performance) of the high performance that 


these widely used T-12 lamps can achieve. 


POSITION INDICATORS 



































Retailers will note that the 20 and 40 
I 4) G 
| /y\ Hy / watt sizes are two of the lamps now fitted 
unos >_— 1 ie with position indicators. Molded into the new 
7 | = il SLT ae plastic base featured by Sylvania fluores- 
ae. cents, the indicators are placed on the 
ae shoulder of the cap at right angles to the pins. 
2 | When the lamp is correctly inserted into the 
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fixture, one of these indicators points down. 
The touch of a finger is the only check re- 
quired for positioning. 




















SYLVAN IAS ELECTRIC 


AKERS OF FLUORESCENT LAMPS, FIXTURES, ACCESSORIES; ELECTRIC, LIGHT BULBS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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fable of the 
hunter and 
the Big Cat 





There once was a man who had been told that a 
big cat was creating havoc down at his barn. So, he 
started after it armed with a bag and a catnip mouse. 
Only to learn that there are cats and cats...and that 


one of them is a Lion. 


In every field, there is One that stands out—the 
Leader. Among coffee makers it’s . .. well, you fill in 
the answer. It’s the one coffee maker your customers 


ask for by name. 


Reasons: consistent, persistent advertising ever since 


1927 for one thing. More important: your customers 


PAGE i8 





me SF TLE X co. 


TRADEMARK REGISTERED U. S. PAT. OFF. 


HARTFORD 1, CONNECTICUT - ST. JOHNS, P. Q@., CANADA 
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have come to look to Silex for the new advances in 


coffee maker design. 


Expect soon still further improvements out of the 
great Silex laboratories ... not only in coffee makers, 
but in the Silex Steam Iron and other new items 
to bear the Silex name. Whatever. the Silex brand 


appears on is, and will be, “king of its kind.” 


Moral: In planning your housewares operation, in 
your advertising, in your displays, 
feature brands that are “tops.” And in 


coffee makers, the top brand is Silex. \ 
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PLAN NOW FOR PROFITS— 
From tomorrow’s big market 
for G-E electronic tubes! 


T’S time NOW to look ahead— 

plan ahead—to when electronic 
tubes will again be available in vol- 
ume to increase the figures on the 
profit side of your ledger. 

People then, as always, will buy 
what they know—and respect. They 
have known and bought G-E Mazda 
lamps for decades, until this name 
has become a symbol for light. Now 
they see G-E electronic tubes in 
full-page General Electric radio 
advertisements that run in 19 lead- 
ing national magazines reaching 


30,000,000 readers every month. 
In addition, G-E tubes each week 
reach the attention of listeners in 
7,000,000 radio homes. Under the 
very eyes of radio dealers and ser- 
vice men a big, profitable market 
tomorrow—when G-E tubes can be 
supplied to all who want them—is 
being built. Retailers who look con- 
fidently ahead to prosperous times, 
are making G-E tubes a “must” for 
their post-war stocks. Think back 
over the years to how G-E Mazda 
lamps have swelled the cash receipts 


=} 


| 
on 


Pied 


of thousands of stores! Then think 
forward to the new, identical oppor- 
tunity offered to radio dealers and 
service men by G-E electronic tubes! 
Soon this opportunity will be yours. 
Prepare to take early advantage of 
what it offers you in the way of 
assured income and fullest parti- 
cipation in the benefits of G-E 
leadership. Write for the name of 
your nearest G-E tube distributor. 
Address Electronics Department, 
General Electric, Schenectady5, N.Y. 
Hear the G-Eradio programs: 'TheW orld 
Today” news, Monday through Friday, 
6:45 p. m., EWT, CBS. “The G-E All-Girl 
Orchestra,” Sunday 10 p. m., EWT, NBC. 


“The G-E House Party,” Monday through 
Friday, 4 p. m., EWT, CBS. 


GENERAL & ELECTRIC 
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say dealers all over America 





REPORTS POUR IN HAILING BIG ““PAVE- 
THE-WAY” FLORENCE AD CAMPAIGN 


BALTIMORE REPORTS: “Congratulations on one of the 
most foresighted programs in the industry.” 


NEW YORK REPORTS: “Very fine work ... Florence 
should be Number One again.” 


KANSAS CITY REPORTS: “The Florence advertising 
campaign will help me get off to a fast start on postwar 
business.” 


DALLAS REPORTS: “It’s a real helping hand for the 
future of us dealers. Thanks for a grand job.” 


JACKSONVILLE REPORTS: “These Florence ads will 
make the Florence name remembered and that means 
more postwar sales for me.” 


DAYTON REPORTS: “This campaign is another example 
of the forward-looking Florence policies. Count me in.” 
























OM everywhere the story is the same. Dealers all over 

the country are recognizing the big Florence advertis- 
ing campaign for what it is—a large-scale drive on the 
part of Florence to build now and ahead-of-time the de- ; 
mand for Florence Ranges and Heaters that will mean 
money in your pocket when full production is resumed. 
So no wonder dealers are saying “Thanks a million, s 
Florence. It’s a swell job you’re doing for us.” 


ae) ta i= 


FLORENCE STOVE COMPANY .. . General Offices 
and Plant: Gardner, Mass. Western Offices and Plant: 
Kankakee, Ill. Southern Plant: Lewisburg, Tenn. 
Sales Offices: One Park Avenue, New York; 1459 
Merchandise Mart, Chicago; 53 Alabama Street, 
So. W., Atlanta; 301 No. Market Street, Dallas. 





Electric Ranges 
OZ Ranges ° OFT Heaters 
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—IN EVERYTHING IT TAKES FOR YOUR SUCCESS 





im vAme 


For 27 years the fine products of Bendix Aviation 
Corporation have created a name known to millions 
of homes in America . . . the greatest name in aircraft 
radio . . . famous among millions of civilians and 


servicemen. 


sanine POWER 


Bendix is big in resources—a vast organization of 
widely diversified interests . . . superbly equipped in 
every way to weather any economic changes the future 
may bring. When you build with Bendix you build for 


keeps . 


As a leading producer of wartime radio, Bendix has 
the facilities, the experience and the will to build 
precision products on a volume basis. You can expect 
the best from Bendix at the right prices in the right 
quantities, 


HAW DISINE 
ManowHOW 


LOOMING LARGER EVERY DAY AS... 


Bendix is now embarked on one of the largest adver- 


tising and promotion programs in the industry. The 
Bendix merchandising program is aggressive yet 
FR sound, providing a franchise that will be increasingly 


profitable and valuable. 
4 Bendix will build a complete line—outstanding in 


la 4 quality, appearance and performance. You'll do best 
with Bendix because Bendix is best with all that it 
: takes to help you get your full share of the postwar 


market. Write for full information on The Franchise 





With a Future. 


BUILD BEST WITH BENDIX... FOR Bendix Radio Division * Baltimore 4, Maryland 


PRESTIGE... PROFITS... PERFORMANCE 


° (BENDIX RADIO) 
PRODUCT OF cael AVIATION CORPORATION iy ee 
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“= STEWART WARNER 


$25.000.000 .@ 


Which radio sets will sell readily 








in the postwar period? 


Those bearing the Stewart-Warner name 


will; because $25,000,000 has been spent 


in advance to popularize this trade-mark, 


and 21 years of 
peace and wartime 
radio experience 
go into the 
making of these 


famous sets. 
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Look Ahead—Get Ahead—Keep Ahead with Kalamazoo 


Kalamazoo—for the first time— 
offers franchise dealers in certain 
markets an opportunity to share 
in Kalamazoo prosperity. Kala- 
mazoo makes headline news—with 
a new full line tied up in one com- 





plete merchandising package. For 
45 years, Kalamazoo has sold only 


by mail and through its factory- 


owned stores. Now, through mass 
distribution and mass production 
in highly modernized factories, the 
new Kalamazoo line offers out- 
standing values with great volume 
and profit possibilities. Grow with 
Kalamazoo—a sound company ina 
sound industry! For complete in- 
formation, write to Sales Manager. 


KALAMAZOO STOVE & FURNACE COMPANY 
455 Rochester Avenue, Kalamazoo 6, Michigan 
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@ A Great Name to Sell @ Outstanding Selling Features 
@ A Complete Line @ National and Local Advertising 
@ Exclusive Territory @ Sales Promotion Support 


@ Business Counsel @ Established Repair Business 


Le a Ww Aone 


STOVES AND FURNACES 


rn eee: 
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HIRLPODL | so" ung, 


INBLUE AND WHITE... 


The Promise of Happier Wash- 
days... theme song of the house- 
wife who looks forward to the 
purchase and use of 1900's 


WHIRLPOOL line of complete 
home laundry equipment. 


Dealers know 1900's big volume 
_low cost...makes for sales 


as smooth as a song. 


MIMETEEN 
HUNDRED 
ORPORATION 


ST.JOSEPH.MICH. | 
USA 


NIXETEERN HUNDRED 
“O ipo “atse 


T. JOSEPH MICHIGAN U.S 
ANUFACTURERS 


WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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MILLION ADVERTISING IMPRESSIONS 
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Full color, full page advertisements appear 
regularly in fifteen national magazines to 
presell your market on Universal’s new 
beauty and established quality. 


* + * 

This national advertising is building the value of the Universal 
franchise right in your community. It is one of many important 
features in a far-reaching “Help the Dealer” program which 
has already brought you the widely acclaimed “U” Plan for 
“V“ Day and Moderneering Store Planning service. For the 
‘dynamic story of the new Universal, ask your nearest 
distributor for a presentation of the ‘Forward March 
to Market.”’ 








LANDERS, FRARY & CLARK + NEW BRITAIN, COWNWN, 
Universal Electrical Appliances distributed in Canada exclusively by Northern Electric Company, Utd 
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T WAS NO ACCIDENT that Stokol achieved 
a top place in the stoker field. Stokol 
founded their business on giving the Ameri- 
can public the best stoker money can buy. The 
next step was to build a sales organization 
which would afford dealers and salesmen an 
opportunity to make a fair profit. Then, 
Stokol supported these dealers with aggres- 
sive advertising to help them sell the product. 
More than 140,000 satisfied owners testify to 
the success of this policy. 


Now, Stokol is making an even stronger bid 


The STOKOL Policy 


for the huge potential stoker market. With the 
widest line—the greatest variety of models 
and range of sizes; with stokers designed for 
all solid fuels, from lignite of the northwest to 
anthracite of the east, Stokol is in a position 
to supply every stoker requirement. Backed 
by an even more aggressive advertising 
program—both national and local—and an 
enviable reputation in the industry, Stokol 
offers dealers a sound opportunity for greater 
profits. Write today for details. Stokol 
Stoker Company, Inc., Indianapolis 7, Indiana. 


STOKOL STOKER CO., INC. 
1145 E. 22ND ST., INDIANAPOLIS 7, IND. 


for me as a dealer. 


NAME 


Gentlemen: Send details of Stokol profit possibilities 
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Tear Out This Coupon and Mail Today 









ADDRESS _ 
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Majestic dealers are walking on air these days-- 


O WONDER Majestic dealers are so enthusi- 
astic about their profit-prospects! They have 


the franchise of the entire radio industry, a fran- 


» chise that gives them all the advantages of — 


A NAME- Mijestic Radio— proved by indepen- 
dent research to be familiar to 88.2% of the public 

yes, to practically 9 persons out of every 10! 
A PLAN-— Controlled Distribution—that makes 
It possible for Majestic dealers to take their 
proper profit on every Majestic sale they make. 
MANAGEMENT that’s young, forward-looking, 


last-moving, and aggressive . . . with the retailing 


background essential to sympathetic understand- 


ing of dealers’ problems. 


Write today for complete information about 
Majestic! See why Majestic dealers are so enthu- 


PRODUCTS — Majestic Radios and Radio-Phono- siastic about their profit-prospects that they’re 


graphs—that will incorporate the most desirable | “walking on air.” Majestic Radio & Television 
and practicable of wartime advances. Products Corporation, St. Charles, Illinois. 

styled and engineered to combine quick { 

turnover and maximum profit-per-sale. XS ae 

SALES NOW! Majestic Records are = \ . 

now building valuable store traffic for S pee 

Majestic dealers . . . are now building i) AS oe 


up the Majestic name with those who 
will soon be customers for Majestic 
Radios and Radio-Phonographs! 


Majestic MEans business... and lots of it ! 


ELECTRICAL MERCHANDISING—JULY, 


1945 






AiR 
v4 rHe 
wo 
wARC 


RADIO 


RECORDS - TELEVISION - ELECTRONICS 


mo 
mont 





PAGE 29 














ELECTRIC WATER 
HEATERS 


Cnstiuction 
season Al 
Price 
*« 


The White Electric Water Heater is a Product of Utmost Quality — 
Merchandised Exclusively Through Recognized Distributors and Public 
Utilities + Your Inquiry Will Be Appreciated 


White, PRODUCT: 1S 


} = 
oe Wer OF} wo MEDDLEVUELEL! 
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As this publication goes to press, 
work on our new plant addition in 
Philadelphia is nearing completion. 














WERE | 
BUILOING 


PROCTOR’S big plant-expansion program means more 
and more war production...until Uncle Sam says, ‘‘that’s 


enough! ”’ 
» » » 


THEN ...Proctor’s increased capacity will mean more 
exclusive Never-Lift Irons, more Dual-Automatic Toast- 
ers, more Proctor Waffle Irons...more of 

all the greatly improved appliances 

in Proctor’s postwar line. 








It’s new...it’s exclusive... it’s 


PROCTOR 


NEWSHIAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, Division of PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PENNA. 
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“DORMEYER™ 


Electric Food Mixers 


are Dependable 


You KNOW you have it in a Dormeyer 
Electric Food Mixer. That rare quality . . . 


dependability. For twenty-four years we've 
been producing electric food mixers that cut 
mealtime preparation in half. Quick, efficient, 
cooking . . . backed up by proven per- 


formance. 


Quality plus service . . . that’s Dormeyer. 
It’s a name customers have learned to rely on 
because many original Dormeyer Electric 
Food Mixers are still in use today .. . 
they’ve been on the job every day, year after 
year. 


Dormeyer Electric Food Mixers are now 
available in limited quantities. 


4300 N. KILPATRICK AVE. 


CHICAGO 41, ILLINOIS 
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The TEMPLE Picture 


Temple, because of its two vast, modern plants—one 
making chassis, the other devoted to cabinetry —will 
produce, and deliver the finest Radios ever to bear 
the Temple name. 


Temple Radios will be priced at most favorable 
dealer and consumer levels to meet all or any com- 
petitive price ranges on all types of models—mer- 
chandise that invites ready sale, fast turnover, and 
worthwhile retail profit. 


By making its own cabinets in its own cabinet plant, 
Temple will set a new, high standard in artistry of 
design and craftsmanship. 


Temple sales policies are far-seeing in profit, price 
and territory protection—assuring Temple Dealers 
profitable volume at established prices and legiti- 
mate margins. 


Temple forward planning not only assures you imme- 
diate profits, but also continuous profits through the 
years ahead—with sound, far-sighted selling, mer- 
chandising and advertising support that will back 
you, the Dealer, in your selling efforts. Temple is in 
business to stay! 


whole story of “Why it will pay YOU to team 
D you on request. Send for your copy today. 


MPLETONE RADIO MANUFA 


NEW LONDON, ¢ 


“Where FM will also mean 
a: 


CTURING CORP 


ONN. 
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STEADY JOBS 


and EQUIPMENT BUYING 





USTAINED employment is not an attainable 

goal unless we can moderate the erratic fluctu- 

ations which have characterized the markets 
for producers’ equipment in past periods. 

In the 35th editorial of this series, “Sustained 
Construction Activity”, it was pointed out that there 
is no specific that can cure our economy of its 
“boom-or-bust” proclivities. Rejecting the notion 
that the construction industry could be so managed 
as to stabilize business as a whole, that editorial 
stressed the important contribution it could make 
to that end, and suggested several practical expe- 
dients through which construction activity might be 
regularized. 

Producers’ equipment represents an area of pro- 
duction quite as broad and diverse as construction, 
though smaller in aggregate value. The classification 
embraces all types of durable equipment bought and 
used for profit—locomotives, motor trucks, electric 
generators, conveyors, machine tools, farm imple- 
ments, and so on down to surgical instruments and 
dentists’ drills. 

Although the output of such equipment averages 
over a long period only 5 or 6 per cent of the nation’s 
total output, it resembles construction in its extra- 
ordinary ups and downs. While its component items 
differ widely in the amplitude and violence of their 
fluctuations, the class as a whole is one of the most 
unstable sectors of the economy, making therefore a 
quite disproportionate contribution to the cyclical 
swings of total production and employment. From 
1929 to 1932, for example, the decline in the output 
of producers’ equipment (at constant prices) was 
65-70 per cent, in contrast to a decline of 25-30 
per cent in the national output exclusive of such 
equipment and construction. 

A more recent example of the volatility of demand 
in this field may be found in the movement of a 
monthly index of orders for industrial equipment, 
which rose from 92 in the spring of 1936 to 160 in the 
spring of 1937, falling thence to 65 in the summer 
of 1938 and rising again to 142 in the fall of 1939. 
Such fantastic oscillations present an obvious and 
inescapable challenge to all concerned with eco- 
nomic stabilization. 

Not only are these fluctuations bad for the econ- 
omy; they represent demonstrably bad buying policy 
on the part of the purchasers of equipment. Peaks 
in demand come characteristically just before a busi- 
ness depression (1919, 1929, and 1937, for example) 


when machinery costs the most to buy and install 
and when it has the lowest expectancy of continuous 
use. At exactly the wrong moment everyone wants 
to buy. In the depression itself, on the other hand, 
with costs down, and with nowhere for the economy 
to go but up, equipment is a drug on the market. 
No one wants it when it is cheap and has the greatest 
prospect for steady emplofment. Here is a behavior 
pattern so profoundly irrational there must be hope 
for its correction. 

There is an inveterate tendency for business man- 
agement to forecast the future simply by projecting 
the trends of immediate past. Although it is axiq- 
matic that the chance for an extended period of fur- 
ther prosperity is inversely related to the duration 
of the prosperity already experienced, this truism is 
generally ignored. The longer the boom has run, the 
more certain is business management that it will 
continue indefinitely. Convinced at last by “actual 
experience” that prosperity is here to stay, execu- 
tives give the green light to commitments for expan- 
sion and modernization previously deferred in a 
skeptical attitude of “wait and see”. The result, so 
often repeated in our economic history, is an ex- 
plosive burst of demand for equipment coincident 
with, and contributing to, the final spasm of a 
boom. Witness the phenomenal rise in industrial 
equipment orders during 1928 and the spring of 
1929. 

The same prophetic illusion works in reverse dur- 
ing a depression. Recent experience is projected into 
the future. Although the mathematical probability 
of an imminent and prolonged period of prosperity 
increases directly with the duration of a depression, 
it finds little reflection in business decisions. Timidity 
and caution are the order of the day. | 

Compounding the errors caused by faulty per- 
spective, are a number of influences which make 
it extremely difficult for individual enterprises to 
follow a policy geared to sensible long-term con- 
siderations. In a boom, particularly in its climactic 
phase, most producers find their order books crowd- 
ed beyond the potential of their current capacities 
and are faced with the alternatives of expanding 
or losing trade to competitors. In depression the 
situation is reversed, and producers with unused 
facilities find it difficult to justify increases in their 
capital charges. 

An even more controlling factor in many cases is 
the availability of funds. This is especially important 
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for small concerns. Typically such firms enjoy but 
limited credit, and with no ready access to the 
securities markets, their capital expenditures depend 
primarily on earnings. When they are making 
money, they can afford to buy equipment; when 
they are losing, they largely disappear from the 
equipment market. Even great enterprises, though 
less dependent on earnings as a source of capital 
financing, are profoundly influenced by the volume 
of internal funds available for the purpose, a volume 
as a rule far greater in prosperity than in depression. 
Moreover, it is usually easier in good times to obtain 
outside funds through the sale of stock or by bor- 
rowing, since in bad times bankers, underwriters, 
and investors are susceptible to the same timidity 
and caution that afflict business management gen- 
erally. 

We are dealing here with a combination of psy- 
chological, physical, and financial forces which con- 
spire to aggravate the instability of demand for 
capital equipment. What can be done to reduce this 
instability and thus to bring equipment purchasing 
into a more sensible and constructive pattern? 

There is no panacea, no royal road to the solution. 
The problem has been with us since the beginning 
of the industrial economy. It is complex and difficult. 
It is not, however, wholly intractable. We may rea- 
sonably hope that industry will, through intelligent 
effort, make substantial progress toward a satisfac- 
tory solution: The industrial equipment field is one 
in which government, except for war periods, has 
exerted little direct control. The best insurance 
against the institution of government measures is to 
so conduct activities in the equipment field that no 
justification for government interposition can be 
made. 

te * * 


1. The first and most important step is for industry 
itself to reconsider its heretofore haphazard and oppor- 
tunistic policy in the purchase of equipment, substi- 
tuting so far as possible a regularized, long-range 
programming of expenditure that will resist both the 
excited long-buying of booms and the equally disturb- 
ing underbuying of depressions. Such long-range pro- 
gramming is particularly appropriate and advantageous 
for large enterprises in established industries such as 
railroads, electric power, steel, automobiles, and the 
like, but it makes sense much more generally. 

Once executives come to realize that a reasonably 
stable equipment program contributes not only to the 
welfare of the economy but also to the lowering of 
their long-run equipment costs, the opportunity to com- 
bine a public service with private advantage should 
induce them to recast their policies accordingly. 

There is an even more compelling reason for pur- 
chasers of industrial equipment to do everything pos- 
sible to regularize their demands. Some concerns 
unquestionably will find themselves in a postwar posi- 
tion where speedy delivery of needed equipment, even 
though it involves the payment of premium prices, will 
seem to be justified. But there is no system of accounting 
that can show it to be a profitable transaction to pro- 
mote an equipment industry boom that runs a brief 


course only to collapse when the backlog of deferred 
maintenance and development has been satisfied. That, 
historically, has been the trigger which trips the door 
to the depression phase of the business cycle. No imme- 
diate advantage can compensate for the contagious 
paralysis that infects all business enterprise when 
major layoffs occur in any major segment. No pre- 
cautionary measures, self-imposed by business, can be 
régarded as unduly severe if they can prevent this 
devastating blight. 

2. Financial agencies can and should play a respon- 
sible role in regularizing equipment demand. Funds 
for the purchase of producers’ equipment should be 
offered boldly and at low interest during depression 
periods, and should progressively tighten as a boom 
market bids up the price of purchase and installation. 
Banks and financial houses have excellent facilities for 
gathering and interpreting market and general eco- 
nomic information. It is good business for them, and 
for the national economy, to exercise their accepted 
discretions in a manner that will help to promote 
economic stability. 

3. There now is almost universal recognition of the 
need for a thorough-going revision of our corporate tax 
structure to the end that effective incentives may be 
offered for private capital investment. The possibility 
of including provisions which would offer special tax 
concessions to equipment investments made in depres- 
sion periods is worthy of intensive exploration, 


* ® * 


The fundamental problem here is educational. If 
all business enterprises in a position to do so were 
to regularize their equipment expenditures, it would 
have a tremendously beneficial effect. True, it would 
accomplish no miracles. For many concerns it is not 
feasible to schedule equipment buying over a long 
period. Even those who do schedule it are likely in 
practice to attain only a relative stability. It must be 
acknowledged, moreover, that few programs could 
withstand indefinitely a very deep and prolonged 
depression such as we had in the thirties. Never- 
theless the adoption of stabilization policies where 
feasible would make a signal contribution both to 
the restraint of booms and to the mitigation of de- 
pressions. Here is something industry can do for 
itself. 

It is easy to disparage such remedies for economic 
instability as are here proposed on the ground that 
they are partial only. However, joined with others 
also partial, they can achieve in combination a solid 
progress toward the goal of sustained high level em- 
ployment—progress that is unattainable through eco- 
nomic cure-alls. The road suggested is a slow road, 
and difficult, but it leads upward. 
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_AND WA 


Y FRIEND Johnny Davis was 
| getting a CDD, which is 


Army short for Certificate of 
Disability Discharge. His disability 
was arthritis in both knees, contracted 
in jungle fighting, and one knee that 
popped out of joint at odd moments. 
The latter was a carry-over from civil- 
ian life and was more embarrassing 
than it was painful. 

“Well, asked him, 
“what are you going to do with your 
new freedom ?” 

“First off,” he said, “I’m going to 
have breakfast in bed for two weeks in 
a row, 


Johnny,” I 


Then I’m going fishing for a 
couple of weeks at a place I know up 
in the moutains. After that, I'll look 
up my old boss and check on whether 
my harness is where I dropped it three 
I'd like to take more time 


But I’ve lost three vears of my 


years ago 

off 

life so far as earnings are concerned, 

and I have a lot of catching up to do.” 
Looks Up Old Concern 


old outfit 
concern, one of the most successful in 

Johnny had 
some 


Johnny’s was a roofing 
its area prior to the war 
the 


seven vears at 


been with six or 
the time he received 
greetings. During the last two years 
of his employment he had served as 
chief estimator, 


concern 


trouble shooter. and 


star closer—a sort of commercial first 
sergeant, at it were 

A mont! o after Johnny returned 
to civilian life, I received a letter from 
him and learned from it that his post- 
Army vacation had not worked out 
quite as he had planned it 

He developed a severe case of “in- 
activity shock” after only three days at 
home and all but blew his top as the 
result of having nothing to do except 
lay around and take it easy. 

He dropped in on his boss the fourth 
day at home—and found him not the 
boss he had known in former years. 

And, on the fifth day at home, he 
looked up a competitive roofing con- 
cern, found it and the opportunity it 
offered more to his liking, and cast his 
selling lot with it in comparatively 
short order 

The significant part of his letter is 
quoted here: 
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"What am | going to sell? . . . Thus far | haven't definitely made up my mind, but 


| can tell you this: 


It will not be a flashy fast-selling line. 


| could make a stew- 


pot full of money with a hot line, | know—but it would be only for a while.” 


“It was a blow between the eyes to 
see how my old outfit had gone to seed 
during the three years I was away. 
Most of the big accounts I had devel- 
oped before the war had been lost. 
Chere were only two salesmen left of 
the 15 we had before the war. Our 
best advertised and fastest selling line 
had been lost to a competitor. But 
what racked me back was the change 
that had taken place in the boss him- 
self. All the old bright-eyed zip and 
drive were gone. In their place was 
a dull, dead pessimism that was as 
uninspiring as a wet blanket on a cold 
night. All he could talk about was the 
money he had lost during the last three 
years—as if the war hadn’t cost me 
something too. 

“He wanted me back all right (or 
so I gathered between moans), but I 
decided to look around before checking 
in. So, the next day, I threw my hat 
in the door at Acme Roofing, having 
noticed from window decals that they 
had the line the boss had lost. Harry 
Martin, the owner, was as full of ideas 
and plans as the Pacific is ships. He 
showed me through the shop and intro- 
duced me at a sales meeting he was 
holding that morning. He took me 
downtown to meet the jobber’s repre- 
sentative and see samples of the new 


stuff they are going to have as soon as 
they get a green light from Washing- 
ton. He took me around to call on 
some of his bigger accounts, one of 
which turned out to be the mortgage 
company that was my pride and joy in 
the old days. In fact, he spent prac- 
tically the entire day laying his cards 
on the table—and it turned out to be a 
winning hand, for I made a deal with 
him late that afternoon. After three 
weeks with the outfit, I think it is 
going to be a deal both of us will be 
increasingly happy about.” 

In short, the competitor did a selling 
job on a returned soldier who needed 
a selling job, and is the gainer by one 
of the best roofing men on the West 
Coast. 


Soldiers as Salesmen 


Thousands of service men are being 
discharged now. Hundreds of thou- 
sands of others will hit for Separation 
Centers and home when VJ Day ar- 
rives. Of this huge manpower flood, 
a very large portion will want either to 
return to selling, or to “get into” sell- 
ing. They know how much money has 
been cached away in War Bonds and 
savings accounts during the war years. 
They know how much pent-up demand 
there is for all the things that have not 


JULY, 


been made since the war began. And 
wisely, they want to throw a post-war 


saddle on this state of economic affairs 9 


and ride it for all it is worth. 

As a retailer of home comfort equip- 
ment, you will want many of these re- 
turned soldiers for your sales force 
And it will pay you to know how to 
talk with them when they come in to 


see you—to have advance information j 
on the sort of selling job they wil J 


want. 
As may be supposed, the desire 


make money—lots of it—is the mos 


fervent desire of the average returnee 
just as it is the end objective of every- 
one who sells. But in the returned 
soldier, this desire has been whetted to) 
razor-edge keenness by as many as four] 
or five years of earnings which art 
dignified when described as limited 
If the returnee was a private during) 
his term of service, his pay was $50.0 
per month, out of which had to come 
the cost of laundry, insurance, toilet 
articles, amusement and a surprisingly 
long list of other needs. If he we 
either a master sergeant or first sef 
geant (those lofty non-commissione 
grades achieved by about one out 0 
every 150 soldiers), his base pay was 
$138.00 per month. Therefore, eve 
though his room and board were su? 
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DISING 


A thumbnail sket 
wants in a se 


“What racked me back was the change ¢ 


All the old bright-eyed zip and drive were gone. 


dead pessimism that was as uninspiring 


lied by the Army and something sent 

yme to his dependents each month, 

» one will or can argue that he was 

ninting money during the years he 
jas away. 

Granted that a big dollar sign will 
in his mind when he walks in to 
you, how about moderate earnings 
1 long-pull opportunity versus quick, 

ue-sky earnings and blind-alley op- 

tunity? What are his feelings on 
is score? 


Wants Solid Line 


Joe Levermore supplies a_ typical 
wer. Joe came down the CDD line 
week—I quote him as well as I 
remember his words: 

“What am I going to sell ?—(which 
the question I put to him). Thus 
, I haven’t definitely made up my 

ind as to either what field or what 

But I can tell you this: It will 
be a flashy, fast selling line. I 
make a stew-pot full of money 

a hot line, I know. But it would 
only for a while—for a couple of 
s, maybe. By that time margins 
Id be driven down to practically 
ing. The market would be pretty 
shot. Competition would be 
than a native’s hide. And I’d 

out on the street, looking for the 
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ch of the returned 


hat had taken place in the boss himself. 
In their place was a dull, 


as a wet blanket on a cold night. . . 


line I should have started with in the 
beginning. 

“My present leaning is toward some- 
thing in the building field. A product 
that goes into the home. One that sells 
for quite a few bucks per throw and 
pays off proportionately. One that not 
every Joe can sell successfully—one 
that you really have to bite into to 
make any money from. A product that 
isn’t at the mercy of every economic 
wind that blows—that offers a sales 
curve with flatter peaks and flatter 
valleys than the average. 

“Like a lot of other fellows I know, 
I’ve had my belly full of adventure— 
all that I care for. It’s the quiet, 
peaceful life for me from here on out. 
And that goes for my job, too. I want 
hard work and lots of it. I want a field 
and a product which will do for me 
what I expect to do for them—a field 
and product which will be a sound and 
solid foundation for all the work I 
plan to pile on top of them. I want to do 
a good enough job of selling—and stick 
to it long enough—that mine is the 
name people will think of when they 
think of my product. I want to be the 
guy they come to and say, ‘Joe, I need 
a whoosis for my home. Go ahead and 
install it and send me the bill.’ Let 
other guys have the flashy fast-start- 


1945 


lling job-- What to watch 


soldier: What he 
out for in him 


By T/5 ROBERT M. MARBERRY 


Fort Bliss, Texas 


Illustrated by SGT. SYDNEY LAND! 


“Most returnees will bring home with them is instant, red-eyed rebellion against 


anything that smacks of a direct, no-argument order. 
your hands, tell a veteran that he has got to do something—or else . . 


ers—it’s the surefinisher that gets my 
money. 

“For another thing, I intend to be 
choosey about the line I handle in the 
field I decide upon. It will have to be 
a sound product from the ground up— 
one that gets in there and pitches for 
a full nine innings and makes the 
owner bore his friends to death with 
tales of how good it is. It will have 
to be a product with a good reputation 
and made by an outfit that has plenty 
on the sales and advertising ball. | 
don’t especially care what it costs, 
so long as it is as good or better than 
any other product in that field. 

“What I am trying to say is that I 
am deadpan serious about making a 
long-term go of my selling job. If 
the outfit I line up with is equally 
serious and equally forward-looking, 
we'll hit it off together like two quar- 
ters in the same pocket.” 


Like Sound Construction 


Joe is a husky six-footer with a smile 
that is like turning on a light. He has 
two fingers missing from his right 
hand (a breech block got them), but 
I’d be willing to bet my only pair of 
suntans that fits me that his right hand 
will officiate at more contract signings 
in future years than an island native 


If you want a scrap on 


has relatives—which is a number bor- 
dering on the astronomical. 

One thing touched upon by Joe 
Levermore that invariably crops up in 
talks with other soldiers is an in- 
creased reverence for sound design and 
quality construction. The reason for 
this is obvious. Their lives more than 
once have depended upon the quality of 
the weapons and equipment they have 
used in combat—the accuracy and de- 
pendable functioning of their rifles and 
guns, the strength and durability of 
their trucks and tanks and other vehi- 
cles, the agility and speed of their 
planes. 

Sound design and quality construc- 
tion have not been things they have 
read about in advertising—intangibles 
they have taken for granted in the 
manner of civilians. Instead, they have 
been qualities the soldier has examined 
with microscopic care and has de- 
pended upon to the extent of his life 
being the forfeit if they proved in- 
ferior. 

“Beautiful!” you say of your pro- 
duct? “Fine,” the returned soldier will 
say, “but let’s remove the cover and 
unscrew the gingerbread and see how 
it’s made inside. Furthermore, let’s 
put it through its paces—let’s really 

(Continued on page 102) 
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Packaged Mortgage 








L. DOUGLAS MEREDITH 


Vice-president and chairman of the finance 
committee, National Lite Insurance Co. 


FT NHE Complete Home Program, 
or “Packaged House”, in which 
electrical appliances — ranges, 

refrigerators, home laundry equipment, 

dishwashers, home freezers, 
other essential operating equipment is 
an integral part of the 

realty mortgage, received vigorous im 

petus recently with the announcement 

by the National Life Insurance Co. oi 

Mortpelier, Vermont, that such financ- 

ing of home equipment, under a plan to 

be known as the “Packaged Mortgage,” 
would standard practice 
far-flung national 


etc.—or 


considered 


become 
throughout its 
organization. 


First With FHA Mortgages 


The company, despite its conserva- 
tive background and century-old tradi- 
tions, enjoys a well-earned reputation 
for daring innovations in the home 
investment field. The first 
life insurance company in the country 
FHA-insured mortgages, at 
when most big home mortgage 
investors were predicting that FHA 
insurance would destroy the nation’s 
mortgage structure, National Life now 
holds $136 million, in Title II and Title 
VI loans, amounting to over 75 percent 
of all its mortgage assets. That this 
policy of shaping its investment policies 
to current borrowing needs and lending 
opportunities has borne dividends is 
indicated in the record of its FHA loan 
history: of a total of 33,444 loans pur- 
chased, aggregating $194 millions, the 
company has completed foreclosures ¢ 


mortgag« 


to write 


a time 
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National Life ‘Insurance Co. of Vermont 
blazes a new path in home mortgage 
financing—blanket inclusion of all major 
electrical appliancés under the realty 
mortgage —an analysis of the back- 
ground thinking of a large lending insti- 
tution in its approach to the Complete 


Home Program 


By LAURENCE WRAY 


only 57 loans, or .14 percent of those 
purchased. 

National Life’s latest move, to con- 
sider electrical appliances and other 
operating equipment as part of the se- 
curity for future real estate loans in the 
home field, makes it the first big mort- 
gage investor to recognize the fast 
growing acceptance the “packaged 


mortgage” idea is enjoying throughout 
the country. Only last month, for in- 
stance, the Consolidated Edison Sys- 
tem of New York, largest utility com- 
pany in the country, announced its 
“Completed Home Program” which 
embraces the same _ fundamentals 
(ELEectTRICAL MERCHANDISING, June, 
1945). Once again, therefore, this 


ESTIMATED MORTGAGE DEBT BY LENDERS 
AS OF DECEMBER 31, 1943 


(excluding corporate realty bonded 


Life Insurance companies* 


Savings and Loan Associations ** 


Commercial Banks*** 
Mutual Savings Banks* 
Home Owners Loan Corp. 


Federal -Land Bank & L.B. Commissioners 


Sub-total 


Individuals and other ienders**** 


Farm Realty Debt 
Urban Realty Debt 


debt) 


$ 6,748,000,000 
4,630,000,000 
4,520,000,000 
4,435,000,000 
1,338,000,000 
2,100,000,000 
$23,771 ,000,000 
10,429,000,000 
$34, 200,000,000 
5,900,000,000 
28, 300,000,000 
$34, 200,000,000 


As reported by annual survey of FHLBB 
Estimate based upon FHLBB statistics 
Based upon data reported by FDIC for insured commercial banks 
representing 98% of all commercial banks 
**** This estimate is not highly accurate. It is based upon (a) relationships 
reported in Long-Term Debts in the U. S.; and (b) holdings by this 
group of 1-4 family residential mortgages, as reported by FHLBB. 
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ELBERT S. BRIGHAM 


President, National Lite Insurance Co. 
Montpelier, Vt. 


modest life insurance company, nestled 
in the green hills of ‘Vermont, has 
shown the way in its field. Within the 
near future it would not be unreason- 
able to anticipate that other large lend- 
ing institutions in the life insurance 
field will follow suit. 


Some Background Thinking 


In order to obtain at first hand both 
the details of the new plan and some 
of the background thinking which went 
into it, the writer visited Montpelier 
and interviewed L. Douglas Meredith, 
vice-president of the National Life In- 
surance Co. and chairman of its finance 
committee. Together with E. S. Brig- 
ham, president, Mr. Meredith has 
spark-plugged the modern mortgage 
practices for which National Life is be- 
coming famous. A former professor of 
economics who took his Ph. D. at Yale, 
Mr. Meredith is a one-time Commis- 








| 


a 


sioner of Banking and Insurance for | 


Vermont. He is typical of the coun- 
try’s younger executives who believe in 
a realistic approach to problems in the 
investment field—problems which too 
often have been bound up in the lega- 
listic red-tape of the past. 

“There is nothing strange or unusual 
in our thinking about this ‘packaged 


mortgage plan,’” he said crisply. “We | 


are in the business of selling money in 
the same way other folks are in the 


business of selling commodities. To- | 


day there is a highly competitive condi- 
tion existing in the mortgage market. 
Money is cheap; interest rates have 
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reached new lows and, like our compet- 
itors, we are constantly seeking new 
investment outlets—new methods of 
putting our money to work. 

“We were one of the first insurance 
companies to go into the FHA-insured 
loan market; it provided a wider area 
of activity which the government’s 
risk-sharing offered private capital. 
We were also one of the first insurance 
companies to make loans available 
under the provisions of the G. I. Bill 
of Rights. 


Appliance Financing 


“Our new policy of offering to in- 
clude standard, quality home operating 
equipment in the realty mortgage loan 
is merely an extension of this policy. 
We believe it to be sound mortgage 
lending. The borrower is dealing with 
only one lender, rather than three or 
four as he is when he finances home 
equipment purchases through separate 
instalment contracts. Furthermore, we 
feel that the inclusion of the operating 
equipment under the realty mortgage 
actually makes the borrower a better 
credit risk. When he finances equip- 
ment under short-term instalment 
plans, the borrower’s heaviest schedule 
of payments fall in the first two or 
three years of the mortgage. In other 
words, he is taking on additional in- 
stalment paper at a time when he can 
least afford to and thus is in a weaker 
condition from a credit standpoint. 
Under the ‘packaged mortgage’ his 
monthly payments are uniform 
throughout the life of the loan. 

“Look at it another way: if we un- 
derwrite 2,000 mortgages for small 
homes in the $5,000 loan class, we have 
a total business of $10,000,000. But by 
loaning $500 additional on operating 
equipment under each mortgage, we 
have written an additional $1,000,000 
worth of business in those 2,000 mort- 
gages at no additional cost. That ap- 
peals to us as good business and good 
sense,” 


Four Primary Advantages 


Summing up, Mr. Meredith outlined 
the following four primary advantages 
of the new plan from the standpoint 
of the borrower : 


- Costly instalment financing will be elimi- 
nated. 


nr 


- Payments for equipment need no longer 
be concentrated in two or three years, 
but may be spread over the life of the 
mortgage. 


w 


- Total financial load per month will be re- 
duced in the early years. 


oo 


. Rate of interest paid for financing equip- 
ment will be exactly the same as that paid 
for financing the rest of the house as 
compared with high rates on instalment 
financing. 
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Home office of the National Life Insurance Co. at Montpelier, 

Vermont. This 95-year-old company has assets of approxi- 

mately $300,000,000 and has over $170,000,000 invested 

in first mortgages on American homes and farms. The company 

was one of the first to underwrite FHA-insured mortgages and 
grant loans under the G. I. Bill of Rights. 


To make the comparison clearer, 
from the borrower’s point of view, Mr. 
Meredith sketched out the following 
table which illustrates the saving under 
the “packaged mortgage” plan with the 
traditional method of financing house- 
hold operating equipment in conjunc- 
tion with the mortgage. 


LOAN OF $5,000 AT 41/4, PERCENT 
—TERM 20 YEARS 


Principal and interest per month... $31.65 
Estimated taxes (@ $210 per year) 

DEED 0. «0k catgicingsedls +s 17.50 
Estimated insurance premium per 

RE RES ee 2.50 
Total monthly payment........... 51.65 
Loan of $600 on equipment pur- 

chased on iristalment plan per 

month for 18 months........... 37.00 
Total monthly payments........... 88.65 
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LOAN OF $5,600 AT 4!/, PERCENT 
—TERM 20 YEARS 


Principal and interest per month... $35.45 
Estimated taxes (@ $210 per year) 
ee Ie eT 17.50 
Estimated insurance premium per 
ee eee et Mee 2.50 
Total monthly payment......... 55.45 
Difference (extra payment for first 
iG meathe? ....2.<.sana ... bee 33.20 
Under the “packaged mortgage,” 


therefore, there is a reduction of pay- 
ment of approximately 134 percent 
during the first 18 months of the life 
of the mortgage, figuring the equip- 
ment bought and financed separately 
and included in the realty mortgage. 


The Fixture Problem 


One of the surprising aspects of Na- 
tional Life’s plunge into the business 


of “packaged mortgages” is the some- 
what disarming aplomb with which its 
legal department views the fixture 
problem. This is a subject which has 
caused a number of headaches in other 
circles interested in the possibilities of 
selling and financing the complete 
home, equipped with modern con- 
veniences. Individual, semi-portable 
appliances or pieces of operating equip- 
ment were traditionally regarded as 
personal property which might be 
moved from place to place at the whim 
of the owner or occupant. As such, 
they were generally financed under a 
chattel mortgage—a separate transac- 
tion from the realty mortgage. To 
qualify for inclusion under the realty 
mortgage, certain states demanded 
varying degrees of affixation to the 
mortgaged property. A list of such 
states and their policy in regard to 
what would be looked upon as fixtures 
has been published by Architectural 
Forum and reprinted by EvectricaL 
MERCHANDISING, (May, 1944) which 
showed that ranges were considered 
eligible for FHA insurance under the 
realty mortgage in 42 states; refriger- 
ators in 41 states; dishwashers in 40, 
garbage disposal units in 34 and auto- 
matic cycle washers in 18. In addition, 
there was evidence to show that many 
states were setting about to liberalize 
their local fixture laws to permit the 
inclusion of more types of equipment. 

The attitude of FHA toward the 
problem of insuring mortgages which 
include operating equipment has been 
a model of consistency. Briefly, the 
FHA does not attempt to restrict the 
development of housing by taking an 
arbitrary attitude as to what equipment 
may or may not be included as part of 
the real estate upon which its valuation 
is based. They continue to leave this 
determination to the intention of the 
contracting parties to the mortgage, 
so long as it is consistent with local 
law and fixtures custom. This modern 
approach to the problem—making the 
intent of the contracting parties pri- 
marily controlling—bids fair to sweep 
into the discard all the legalistic con- 
strictions which surrounded fixture law. 





“Lock-in Device” Projected 


National Life, in its first approach to 
the difficulties lying in the path of its 
projected “packaged mortgage,” first 
came up with the idea of embodying 
some inexpensive “lock-in” device 
which would satisfy fixture-conscious 
communities which demanded the more 
substantial form of fixture of the appli- 
ance to the premises. Carrying the 
step even further, National thought it 
would be necessary to go so far as to 
attach a plate to the appliance which 
would frankly state that the device was 
installed as a real estate fixture, sub- 
ject to the rights of the mortgagee. 
In its first announcements, National 

(Continued on pa.e 92) 
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No Allied 


Willman's, Inc., White Plains, N. Y., made their 
new building a combination appliance exchange 
trading center and service headquarters, while 


new models 


marking time for resumption of aggressive 


are available 


By LANSDELL ANDERSON 
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Carpenter, partner in the firm and 


the man who planned this store layout, has 


the electrical business 37 years, 


often working with builders. 





HE profit on radio and electrical 

appliance sales currently pays 

the rent for Willman’s, Inc., 
White Plains, N. Y. The general ap- 
pearance of the store today actually 
bears some resemblance to the typical 
radio and appliances centers of prewar 
years. In these days of merchandise 
scarcities, this is a neat trick. 

At the same time, Willman’s, Inc., 
nearly $40,000 annually on 
radio and appliance repairs. A skeleton 
service department composed of two 
experienced men, assisted by a high 
school boy who works part time, turn in 
this total, according to Paul Willman, 
president of the firm. 


grosses 


Wartime Appliance Sales 


Willman doesn’t clear any carload 
lots by any stretch of the imagination. 
But he does sell, rather surprisingly, 
more than enough to let the profit 
cover the rental, in an A-1 location, of 
a modern building now set into a post- 
war sales floor layout which is the talk 
of the trade in this area. This has been 





James Bowman, a high school student and parttime assist- 
ant in the radio service department, makes repairs on sets 
after Willman sets out the work for him. 
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accomplished without a word of | paid 
advertising and without flirting with a 
single non-allied line of merchandise. 

Willman’s system boils down to'con- 
signment by customers who set the 
sales price for the product. He then 
taps the collection, when it is sold, for 
10 percent. In other words, he simply 
turned Willman’s, Inc.; into a clearing 
house for his customers for the dura- 
tion and spread the news by word-of- 
mouth. It appears to have traveled 
fast, judging by the quantity of mer- 
chandise brought into the store. He 
draws the line strictly on radios and 
appliances, accepting no other products. 

Some items, when offered at a par- 





appliances. 


Without resorting to any non-allied lines, Paul Willman 
swings @ successful wartime sales program on radios and 


The profit fully offsets store rental. 






JULY, 





L his store is 


ticularly low price, he buys outright 
and takes his own chances on selling 
them at a profit. On some others, cus- 
tomers at times indicate they will be 
satisfied if they receive a set price but 
he is at liberty to charge more if he 
cares to do so. If certain he will be 
clear with OPA on any such particular 
item, he generally accepts the custom- 
er’s proposition. Many of the articles 
brought to the store require repairs or 
replacement parts before being offered 
for sale. In this event the customer 
pays cash for such service. Major 
appliances often are left in the seller's 
home to reduce trucking. 

Willman’s system at times leads to 














About half of the many small radios and appliances 
brought to the store are repaired by Willman at the 
counter while he chats with the waiting customer. 
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some trading on prices but he makes 
it short and snappy or steps out of it 
altogether. One conversation we heard 
ran like this: 

“According to this tag, Mrs. Jones 
wants $50 for this washer. It’s worth 
all of that. Nevertheless, maybe she'll 
settle for $45. If I have a firm order 
at $45 from you, Mrs. Smith, I'll call 
her and make the offer. Or you can 
talk to Mrs. Jones yourself. There’s 
the phone. Her number is 3654.” 

Currently, Willman has 148 bona-fide 
orders for new Bendix washers. Each 
order is backed with a sizeable cash 
leposit on the line. He feels he could 
do a corresponding job on nearly all 
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elling Applian 


types of appliances if the manufactur- 
ers were able to give dealers the green 


light with firnr quotas and definite 
dates. 
Wartime Service 
Paul Willman’s forte is service— 


complete repairs of both radios and ap- 
pliances—and it has paid off well dur- 
ing the war. Willman believes he 
could have made the grade solely on 
service, without sales. 

He naturally battles the same tough 
conditions—the tight situation on radio 
tubes and the scarcity of some appli- 
ance parts, for instance—which make 
life miserable for many other inde- 





A few of the 132 repaired items waiting for customer pick-up, counted on a recent 
visit to the store. The combined gross. for the two service departments, radio and 
appliance, Willman reports, is close to $40,000 annually. 
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The staggered arrangement of these wall case units breaks the long expanse 

of the sidewall and sets each-section off individually. 

feature a different table appliance, with the lower half carrying gurplus 
floor stocks. , 


In post-war, each will 


One feature of store layout is a long, low platform for window display of 
fairly large appliances without interfering with full view of entire floor 
from sidewalk. 


pendent dealers. He alters radio cir- 
cuits, substitutes tubes, improvises on 
appliance parts, stretches his labor and, 
in general gears his work to a stream- 
lined system. Aside from himself, his 
radio service department consists of 
one young lad who puts in several 
hours at the repair bench every aifter- 
noon after high school. He has been 
able to employ but one full time repair- 
man regularly on appliances. 

Breaking into the game in 1935 with 
a Scarsdale firm, in ’40 he moved ‘to 
White Plains where he opened a 25 x 
40-foot shop, primarily pushing the 
service end of the business. When he 
blossomed forth in his present modern 
store last December, he tried out the 
idea of completing all possible repairs 
at the wrapping counter while custom- 
ers waited for them. It proved suc- 
cessful and he intends to keep repairs 
out front in the store until new mer- 
chandise takes over the sales floor. 

Apparently his customers like his 
service policy. On a visit to the store 
we casually listened in while he waited 
on twenty-odd customers. None coim- 
plained about workmanship and none 
griped about cost. At the same time 
we counted 132 completed repair tickets 
on various items ranging from clocks 
to a refrigerator and from portable 


television chassis, all 
stacked on shelving, in back of the par- 
tition, marked “Customer will pick up” 
or spread out on the office floor. 
Here’s the Willman sizes up 
wartime radio and appliance service: 
“The war has changed people’s con- 
service and their attitude 
towards the repairman. Today they'll 
listen to a reasonable explanation. I 


radios to a 


way 
ception of 


therefore can drop a radio repair at a 
moment’s notice and hustle out on a 
call to fix a Disposal or a washer, for 
instance, which I think rates a priority 
over any radio set. Appliances of that 
type we simply have to keep going. 
The radio customer accepts our expla- 
nation for the delay on his set without 
a murmur. Anyway, most of these 
people around here have three or four 
radios so it’s no hardship for them to 
wait until we can get to it. Meanwhile, 
we have that Disposal or washer back 
in service so that customer is satisfied, 
too. 

“By the same token, people today 
will stand for far more work being 
done in the home than was the case in 
prewar. Aside from small stuff cus- 
tomers easily can transport and which 
we insist they bring to the store, we 
actually do two-thirds of all jobs on 

(Continued on page 108) 
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A hillside view of Meadow Hills, last “smokeless community" to be built by 
Stuart Fonde before the war, and where studies and research have continued 
on a group of houses in wartime with a view to information as a postwar 


electrical aid. 


LL-electric homes, with electric 
A heating, are past the experimen- 
tal stage in the Tennessee Val- 
ley, particularly in Knoxville, Tenn., 
and vicinity 
There are now approximately 1,000 
electrically heated homes in the Valley, 
most of them scattered throughout 
Tennessee and the northern parts of 
Alabama and Mississippi. Estimates 
are that 10,000 will be built after the 
war. 


Appliances Included 


The all-electric homes in which 
Stuart Fonde, a private Knoxville con- 
tractor, pioneered, in many instances 
have not only electric heat but have 
the electric appliances too. Mr. Fonde 
before the had 
certain of his best 


war even provided 
all-electric homes 
with dishwasher, garbage disposal unit, 
and washin 

The last 


before the 


g machines 
such community he built 
war is Meadow Hills. He 
t a large tract on a gently sloping 
hillside at the southern outskirts of 
Knoxville. He laid out home sites and 
built streets. He put up a billboard 
which announced: “Meadow Hills. 
Low Cost All Electric Homes. Houses 
and Lots From $3100 and Up.” 
Fifty-two electrically heated homes 
of different designs and sizes were 
built in Meadow Hills. The homes 
were offered for a down payment of 


bough 


Each of the 52 homes in that subdivision is electrically heated. 


approximately $300 and about 73c. a 
day thereafter, or about $21 a month. 

Mr. Fonde kept records on heating 
costs. He knew, of course, that costs 
would vary with the electricity used in 
an all-electric home. He told Meadow 
Hill prospects: 

“If you use 400 or more kilowatts of 
electric current for cooking, hot wa- 
ter, and other household uses, your 
heat bill will be about $36 per year. 
All heat costs are based on your do- 
mestic demand being 400 kw.” 

His specifications for an electrically 
heated home in Meadow Hills includ- 
ed: concrete slab floor construction, 
termite proof; oak floors; linoleum on 
kitchen and bath floors; dry wall, 
crack-resistant construction; asphalt 
roof with 10-year guarantee; four-inch 
rock wool insulation in sidewalls and 
ceilings or cotton batting and foil back 
wallboard; all windows and doors 
weatherstripped; inside trim of butter- 
nut, cherry, chestnut, or white pine, 
stained; kitchen cabinets and all closets 
as shown on plans; linoleum worktop 
on kitchen base cabinets; steel medi- 
cine cabinet with mirror door; window 
and door screens of galvanized wire. 
That was.for a $3000 home with lot. 
If changed to a six-room house, addi- 
tional cost would be $560. He offered 
appliances at extra cost, such as elec- 
tric garbage disposal unit and electric 
dishwasher, $325. 


Stuart Fonde, Knoxville contractor- 


builder, pioneered a development of 


all-electric 


homes,, including 


electric 


kitchens and electric house heating, and 


sees 10,000 of these homes being built 


after the war... 


. Herewith is data on 


operating costs of individual homes. 


Recording instruments were installed 
on a group of houses in Meadow Hills. 
That was done by the Knoxville Elec- 
tric Power and Water Board, in co- 
operation with Buford H. Martin, elec- 
trical engineer of the Division of 
Electrical Development, Tennessee 
Valley Authority. The idea was to 
learn the daily load curve on all-elec- 
tric houses. In the group were four 
four-room and two five-room houses, 
each with the Fonde-built character- 
istic of being extremely well insulated. 


Connected Load 


The room heaters were the flush 
type and totaled 70kw. for the six 
houses studied. In each house there 
was a range, water heater, and re- 
frigerator, in addition to lighting and 
miscellaneous appliances. The total 
connected load of the group was esti- 
mated to the 162 kw., an average of 
27 kw. per house. 


JULY, 


The average total annual current 
used for all purposes over a two-year 
period was 67,347 kw-hr., or 11,224 
kw-hr. per house. The estimated por- 
tion of current used by the heating in- 
stallations was 42,279 kw-hr., or 7,046 
kw-hr. per house. That was 63 per cent 
of the total. 

That group of six houses with a 
total connected load of 162 kw. is being 
satisfactorily served by one 50-kva 
transformer. Each of the 52 houses in 
the subdivision is served through a 
50-ampere, 240-volt, 3-wire self-con- 
tained meter and a 100-ampere service 
switch. There are eight transformers 
in the distribution system serving these 
52 houses. 

Demand readings were obtained on 
a test group of six houses in Febru- 
ary, 1942. The maximum 30-minut« 
demand recorded during this test was 
49.5 kw. which occurred between 8 and 
8:30 a.m. The outside temperature 1 
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By WARNER OGDEN 


HousE HEATING 





(= 


a 





Average per house 
Average per room 
Average per cubic foot 


| ANALYSIS OF ELECTRIC HEATING DATA COLLECTED FROM 
30 RESIDENCES OF VARIOUS SIZES 


Averages per house in size groups: 





_ Connected Load KW Annual KWH Annual Revenue 
Cu. Ft. Total Heating Total Heating Telel Heating 
6,240 28.79 13.98 14,848 9,314 $126.80 $48.50 
7,500 31.00 16.50 16,910 10,186 134.84 52.14 

11,780 37.60 23.00 22,399 15,551 174.78 89.58 

11,922 50.50 32.90 23,751 17,763 184.39 105.07 

8,930 34.28 19.48 18.278 12,052 147.07 65.98 

1,685 3.67 2,274 12.40 
2.18 watts 1.35 .0074 




















a | 


hat time was 36 degrees F. The 
aximum hourly demand was 37.5 kw. 
between 6 and 7 a.m., when the out- 
pide temperature was 28 degrees F. 

During a previous check made in 
anuary, a maximum 30-minute de- 
and of 57.5 kw. was recorded. The 
butdoor temperature at that time of 
hat peak was 10 degrees F. 

Mr. Martin obtained similar data by 
everal individual houses at Chatta- 
Ooga, in cooperation with the Electric 
Power Board. 


Peak Demand Recorded 


A six-room house having a total load 
f 37.5 kw., with 23 in heating, estab- 
shed a 30-minute demand of 17.7 kw. 
m Jan. 13, 1944. The peak hourly de- 
and was 17.5 kw. That peak occurred 
ttween 7 and 7:30 a.m. with an out- 
oor temperature of 31 degrees F. 
(Continued on page 80) 
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This picture was taken as an electrical heating unit installation 
was made in one of the homes of the Fonde-built Highland Hills 


subdivision in Knoxville. 











Full wall thickness of rockwool went into the Fonde-built all- 
electrical homes. The complete insulation, properly installed, is 
one of the reasons for the success of those electrically heated 


homes. 
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This is one of the electrically heated homes in the Highland 
Hills development. As each home was completed, Fonde placed 
a sign outside: “An Electrically Heated Home By Fonde." 





Fonde offered an electric dishwasher and garbage disposal 
unit for an estimated cost of $375, built-in electric washing 
machine would be provided for an estimated $175, and an elec- 
tric stove was figured at $100. 
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TYPE RADIO SETS FOUND IN HOME 
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TYPE RADIO FAMILIES INTEND TO BUY 
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OLLOWING the successful sur- results is presented on these pages. San : 
vey conducted in Pittsburgh by the A total of 8,459 housewives were in- ducte 
local Scripps-Howard newspaper, the terviewed in the 13 cities and the num- each 
Pittsburgh Press, in cooperation with ber of families represented in each city — 
an outside research company and the is as follows: Birmingham, 777; Cin- were: 
local power company, Scripps-Howard  cinnati, 1,000; Cleveland, 1,004; Co- distri 
newspapers in 12 other cities have con- lumbus, 602; Denver, 409; El Paso, —by 
ducted similar surveys on present ap- 413; Evansville, 350; Houston, 500; and f 
pliance and radio owership and post- Indianapolis, 550; Knoxville, 500; ¢ and | 
war buying needs. A sample of the Memphis, 507; Pittsburgh, 1.001 and sot « 
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PERCENT OF FAMILIES INTENDING TO BUY ELECTRIC SEWING MACHINES 
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Scripps Howard's 13-City Appliance Survey 
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PERCENT OF FAMILIES INTENDING TO BUY A VACUUM CLEANER 
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Need Department Stores 


Sell Appliances At A. Loss r 


ES, the department store is going 
YY rack into the electrical business 

—but some of them are going 
back with quite a number of reserva- 
tions and hesitations. There is no secret 
about the fact that before the war the 
electrical department of such stores the 
country over ran fairly deeply in the 
red. There may have been a few ex- 
ceptions to this, but for the most part. 
the electrical department was expected 
to show up at the end of the year with 
a loss which might run from 5 to 15 
percent. The average in 1939 for all 
department stores and specialty stores 
doing a business of more than $500,000 
annually reporting to the Controllers’ 
Congress of the National Retail Dry 
Goods Association was an 8.2 percent 
loss. Turnover in electrical depart- 
ment managers was high. The man- 
agement knew all about the expected 
loss, but they kept hoping to find a man 
who could lick it. Just by way of com- 
parison, during the same year electri- 
cal specialty stores recorded an average 
profit of 2.5 percent. 


High Overhead 


Uf course, there are explanations and 
rationalizations. The department store 
has a very high overhead necessitated 
by the fact that it must cater to the 
fashion trade and must render services 
which appeal to the feminine portion 
of the population. Fancy rest rooms, 
extra prompt delivery sérvice, “the- 
customer-is-always-right” slogans and 
generous credit terms used to be the 
recognized business policies of the 
large general store. All of them rep- 
resent costs which might justifiably be 
carried by a ladies ready-to-wear and 
dry goods department, but which in 
store bookkeeping are allocated to all 
departments. Also the department 
store’s whole philosophy is to be pre- 
pared to carry some lines at a loss in 
order to win the regular trade of the 
customer, making up the difference in a 
handsome profit on other items. 

The future for the department store 
in the postwar electrical field looks 
both bright and dark—Bright, because 
of the unquestioned public demand for 
appliances and the entire bgom outlook 
for the electrical market. Dark, be- 
cause it is probable that margins may 
shrink in order to make it possible for 
electrical wares to compete with other 
desirable products, while cost of pro- 
duction are almost sure to rise. The 
store’s labor and other distribution 
costs will in all likelihood either remain 
stable or increase during this post-war 
period. 

More than one: department store 
Manager has made his plans for an 
expanded electrical department with 
his fingers crossed. All right to ride 
the wave of the boom, providing it 
Proves to be a wave and not a trough, 
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Tying up related electrical products would provide 


both suggestion 


but if margins grow too slim, if labor 
costs and other merchandising ex- 
penses go too high, if the expected in- 
crease in the number of stores selling 
electrical equipment makes competition 
too nearly cut throat, why then it may 
be well to remember that the store is, 
after all, a dry goods emporium, and to 
drop the whole affair. 


Products Divided Up 


One well known western utility man 
has ideas as to why the department 
store in the past found electrical appli- 
ances too often a liability, and what he 
thinks can be done about it. The major 
fault, he contends, is that the depart- 
ment store makes a mistake by dividing 
up its electrical departments under 
different heads. Lamps and all that 
goes with them are always sold sepa- 
rate from other electrical items. Usu- 
ally they have some connection with 
the crockery department and are dis- 
played along with giftwares. This 
takes one cream item away from~the 
electrical department’s balance sheet. 
Moreover, they are sold usually along 
with other giftwares, as items of beauty 
matter than as a utility item rendering 
service in the home. The whole back- 
ground campaign of “Better Light, 
Better Sight” is too frequently over- 
looked entirely, because lamps are only 
one item on the sales list of a depart- 
ment geared to the key of giftware 
sales. 

Then in most stores, small appliances 
are sold along with kitchenwares in a 
general household department sand- 
wiched in between aluminum kettles 
and gadgets for getting the cream off 
the top of milk bottles. Here goes an- 
other portion of the business which 
usually means prompt pay, or cash 
sales, with very few comebacks for re- 
pairs. Add to this the fact that electri- 
cal clocks are usually downstairs on 
the first floor as part of the jewelry de- 
partment or in a section of their own, 
and you have left to be called the elec- 
trical department only the larger appli- 
ances, most of which call for special 
selling by trained salesmen, sometimes 
for field work, a great proportion of 
which carry time payment contracts 
and practically all of which demand 
continuing free service over a given 
period. It is perhaps surprising that 
so many stores manage to make even 
as good a showing as they have in the 
past. 

There are other factors to be consid- 
ered also, besides the mere fact that 
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and follow-up merchandising 


bookkeeping credits profits made from 
certain items of electrical equipment 
to one department, while charging ex- 
penses against another. For the spe- 
cialty electrical dealer makes much of 
the fact that he renders a complete 
electrical service. He makes one sale 
lead up to another. By selling an elec- 
trical waffle iron, he lays the founda- 
tion for the later sale of an electrical 
range. He tops the sale of a range 
with a heater for the kitchen and writes 
them all on the same time payment 
contract. He leads the lighting demon- 
strator from the power company to his 
electrically minded customer and man- 
ages to sell an entire new set of lamps 
and adaptors. Because electrical con- 
venience is a unified idea to him, he 
gradually fills in the vacant spaces in 
the customer’s home, until from a radio 
and a toaster, the entire house is elec- 
trically complete. (That is, he does all 
this if he is a good specialty dealer). 


Little Follow-Up 


The department store prides itself 
upon building customers by its sales 
policies and generous credit terms, but 
it does not as a rule cherish this elec- 
trical part of the picture. The customer 
who purchases a coffee maker or a lamp 
may spend her money for a fur coat or 
a rug, but she may never buy an elec- 
tric range at all—and when she gets 
an electric refrigerator, she may pur- 
chase it from the small dealer in her 
own neighborhood. Some of the de- 
partment stores even separate their 
laundry departments from ranges and 
refrigerators, with separate salesmen, 
each developing its own following of 
customers. This means that much of 
the personal relationship which grows 
up between a good salesman and his 
customer is lost. Many a small dealer 
derives fully half his leads from satis- 
fied customers who have bought one 
appliance after another from him. If 
the customer must deal with a new set 
of salesmen at each purchase, much of 
this advantage is lost. , 

Department store advertising poli- 
cies seldom permit more than an occa- 
sional promotion of electrical wares—a 
policy which is also a drawback when 
compared with the constant plugging 
away at public attention which is pos- 
sible to the completely electrical store. 
Moreover, the predominantly non-elec- 
trical department which still carries 
some electrical wares may appear in the 
ads with a 99¢ toaster as a “come-on” 
item in one column, while the major 


appliance department is trying to sell 
an expensive electric refrigerator in 
another, arguing that electrical pur- 
chases should be made always on the 
basis of quality. The customer is apt 
to become confused. There are notable 
exceptions to this rule, as will be 
recognized by any who happen to live 
in communities where certain well 
known department stores do give full 
and consistent advertising space to 
their electrical departments. 


Service Policies 


There are other points at which de- 
partment store policy sags. Frequently 
in the past big stores which were not 
equipped with specialized service de- 
partments farmed out this work. In 
some instances the results were satis- 
factory so far as quality of work done 
was concerned. But when the war 
period came and the store no longer 
sold appliances, it lost complete contact 
with its customers from an electrical 
standpoint. In some instances, the 
service organization was. obliged to 
discontinue, leaving owners of appli- 
ances to find their own way of keeping 
their equipment in order. They are 
apt to remember that they were aban- 
doned and may in the future be more 
likely to deal with the firm which took 
care of its equipment even through the 
war period. Moreover, the service 
man who is alert to his job has always 
been a good source of leads for further 
sales. Not only does he report in 
when an appliance is ready for replace- 
ment, but he has an opportunity to note 
what other equipment is needed. If 
servicing is done by an outside organ- 
ization much of this advantage is lost, 

So far all this has been considered 
from the standpoint of the department 
store—but the electrical industry has 
an interest in the matter as well. They 
want the entire electrical story pre- 
sented to the customer. The utility 
and manufacturer go to great lengths 
to tell the story of better light in the 
home—it is a loss to them when lamps 
are sold merely as an item in interior 
decoration. The industry as a whole 
benefits when appliances are sold 
through an organization which con- 
tinues to build on the foundation of 
goodwill established by one sale. 

This utility man would like to see 
some department store try the experi- 
ment of organizing its electrical de- 
partment as a unit, including lamps, 
clocks, small appliances and large, 
under one management. He would 
have the department supervise its own 
service and maintain its own deliveries. 
He believes the bugaboo of a steady 
deficit from the electrical department 
would be licked, that the public would 
receive better service and that both 
store and the electrical industry would 
be benefited. 
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Servicing 





1 Remove guard with a 5/16 in. or ¥% in. hexagon socket 
wrench. Some fans have 5/16 in. nuts; others 4% in. 
hexagon ruts. 





Removing blade from a Senior type a.c. fan. Note: 
The blade is screwed onto the rotor. The hub of the 
blade hes a left hand thread. Place a small steel rod or 
screwdriver through the ventilating holes of the stator 


housing 





3 Engage the rotor with the rod or screwdriver to hold it 
steady and then turn blades to the right or in the 
direction the fan normally operates. 





4 Blade comes off rotor core. Note: On some fans that 

have been in service for a number of years, the blade 
has tightened to such an extent that a definite sea! is 
made. This seal can be broken by tapping the hub of 
the blede with a fiber block or rawhide hammer. 


Fans are the first of all electric appliances. 


There are models dating back to 1890 which are 
still running. Fans given proper care are almost 
immortal. 

But humans—being what they are—fans have 
their repair troubles. General symptom is usually, 


5 Removing front cover. Use the same wrench % in. or 
5/16 in. for taking off the nuts which hold the front 


cover. 





Removing cap from hollow steel shaft. This cap to- 
gether with thrust washers holds rotor in correct posi- 
tion in respect to the stator core. 





Remove rotor—slipping it from hollow steel shaft. In 

this operation check the rotor core to determine 
whether or not the fan has been oiled. The condition of 
the rotor core determines definitely if fan has been prop- 
erly lubricated. All fans should be lubricated with a 
grade SAE-20 motor oil. Also examine the shaft to deter- 
mine whether it is worn. The soft cast-iron core of the 
rotor and the hardened hollow steel shaft form the bearing 
surfaces. 
The hollow steel shaft is tapered, being about .002 in. 
larger at rear end than at the front, and the core of the 
rotor is reamed accordingly to fit the shaft. No straight 
reamer should ever be used in reaming rotor cores on fans 
of this design. 


HRSON.- 


as in the case of other appliances, “It won’t run.” 

So in these service pictures posed with an Emer- 
son-Electric fan the steps for a complete overhaul 
are illustrated. Before starting a tear down, the 
expert suggests, apply current to determine, if 
possible, where the trouble lies. 





Removing link screw with ordinary screwdriver. This is 
shown to give you idea of sequence. 





Removing gear case. In this operation the gears are 

inspected to determine wear, if any. All old grease 
is removed and repacked with a medium weight grease 
similar to “Superla No. 57." When replacing gear case 
the surfaces of the gear case and stator housing should be 
thoroughly cleaned. A thin coating of shellac should 
then be placed around edges of gear case and gear case 
fastened by the three screws. This forms a seal and pre- 
vents grease leakage. 





Worm shaft is removed. The function of this part is 
as follows: Worm shaft extends through hollow stee! 
shaft with a flat on the fan side which fits into a socket in 
hub of the fan blade. The worm meshes with gears in 
gear case. This part also should be inspected for wear. 
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The bushing plate is removediifo enable the inspector 
to get to lead connection between switch cord and 
stator. 


Removing bottom coverplate which is fastened to 


4 Testing stator leads for opens: Use 2 line leads from 
base by two small screws. 


a 110-volt circuit with two light bulbs in series. 220- 
volt leads can also be used. Ais 





Removing assembled switch base with choke or speed 


1 Pulling out leads. There are generally about 3 in. to 
regulating coil. This is fastened by two small screws. 


Removing field studs or through bolts. An ordinary 
4 in. of leads packed between the stator housing and 


plier is all that is required. 
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stator which make it convenient to replace switch cords. 


Care should be taken when replacing leads as they should 
not come in contact between rotor and stator laminations. 





13 Removing tape from connections. Remember, on a 
fan connections are always soldered. 


16 Removing stator from housing. Use a piece of |'/2 Oy 
in. pipe approximately 6 in. long. The pipe is placed 

over the shaft against the rear of the housing, then by a 

gentle tapping method the stator slips out of the housing. 


stators, 


(Continued on page 52) 





Testing coil with same leads as those used in testing 
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Previous Service Articles 


HIS is one of a series of “how to” service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941); ranges (August, 1943); 
Maytag washers (April and September, |942); Knapp-Monarch 
toasters (November, 1942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, |943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); tefrigerators, Type CA tober, !943); Blackstone 
ironers (May, |943); wringers (September, 1943); Universal irons (May, 
1943); washers (July, 1943); percolators (October, |943); toasters 


(November, |943); cleaners (April, 1944); ranges (August, 1944); 
waffle irons (December, |944); Lovell wringers (June, | 943); Hotpoint 
ranges (June, 1943); Apex washers and ironers (July, 1943); Easy 
washers and ironers (August, !943); Chromalox electric range units 
(September, 1943); Thor washers (September, 1943); Norge refrigera- 
tors (November, 1943}; Bendix washers (November, |943); Gibson 
refrigerators (December, 1943); Telechron clocks (February, !944); 
Dexter washers (March and April, 1944); ABC washers (April, 1944); 
1900 washers (May, |944); Crosley refrigerators (June, 1944); Auto- 
matic Laundry Queen washers (July, |944); Frigidaire refrigerators; 
Frigidaire ranges (September, | 944); Horton ironers, washers (Octo- 
ber, 1944); Electromaster ranges (November, 1944); Kelvinator re- 
frigerators (February, 1945); Wilcox-Gay record changers (March, 
1945); Hamilton Beach Mixers (April, 1945): Mixmaster (June, 1945). 
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Better try stringing 4 
her along, Ferkins- § 


she’s got that tired expression 
that says Itchin’ for a Kitchen! 
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Perkins: Yes, this string is the emblem Perkins: Tuck your knees under this Crosley Perkins: Here’s your food preparation center—and 
of the truly modern way to plan a Cabinet Sink — takes the weight the arm-arc test shows that practically everything 
kitchen. Let me explain — off your feet, see? Handy compartment you need is within reach, without your taking a 

Prospect: What I want, Mister, is a drawer for utensils—or you can have it step. How’s that for cutting down the mileage? 
kitchen with less mileage. on the other side if you prefer. Prospect: That makes sense. But I suppose the fam- 


ily has to move out while they’re tearing up my 
old kitchen. 


-GROSLEY 
unscrambles modern 
kitchen planning 













HE CROSLEY PLANNED KITCHEN m. 
does away with the fuss, bother, 
and added expense of the “custom-built” gr. 
kitchen. It provides warm beauty and 
planned convenience for practically any | ho 
size or shape of kitchen space. Bost: 


No finicky measurements needed — 





Perkins: No bother—no mess. Measure your kitchen with a piece of string. Instal- 
lation is easy—quick—a matter of hours, not days: And you can install your 
Crosley kitchen one step at a time—or all at once—as you prefer. 


Prospect: How wonderfully simple! I have several friends who will be interested 
in this—I’m sure you won't mind if I send them to see you. Good-by, now. 


RAD 
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Knee-recessed sink—user can work while 
seated. Convenient storage for cleaning 
materials and utensils used at the sink. 
The last word in organized handiness— 


for step-saving efficiency. 


—and simplifies the 


measure kitchen with a piece of string. 

No elaborate sketches — simply dia- 
gram the desired arrangement. 

No construction work. A hanger strip 
holds the wall cabinets. No filler 
strips or furring down from ceiling. 

No mess or confusion. Installation is 


CROSLEY 


THE CROSLEY CORPORATION, CINCINNATI 25, OHIO 

RADIOS : RADIO-PHONOGRAPHS : FM : TELEVISION : SHORT WAVE : ELECTRONICS : RADAR : REFRIGERATORS : 
HOME FREEZERS : LAUNDRY EQUIPMENT : RANGES : KITCHEN SINKS AND CABINETS : 

THE CROSLEY CAR : HOME OF WLW. “THE NATION'S STATION” 
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work surfaces and cabinet interiors. 








Planned work centers to fit any kitchen space! No 
cutting or fitting — no filler strips — no “furring 
down”. Sliding doors of translucent glass. Lighted 








One of the busiest spots in the kitchen — with 
every needed food or utensil near at hand, for 
food preparation. Shelvador* Refrigerator 
brings twice as much food to the front within 
easy reach. Special safety storage racks for 


cup’, spices and other necessities. 


merchandising 


easily and quickly handled without spe- 
cial skill. 
Only a dozen standard units to stock. 
Readily salable accessories are optional. 
Flexible selling—Shelvador* Refrig- 
erator, or one sink, or cabinet, or one 
work center, or a complete kitchen. 
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“Dishing up” calls for serving dishes, © 
utensils; here, too, are cooking accessor- 
ies right at hand. Crosley cabinets are 
finished to clean “like a china dish”. 


No experience needed to demonstrate 
and sell Crosley Cabinet-sinks, Kitchen 
Cabinets and Planned Kitchens. 

Effective selling materials, consistent 
advertising and promotional support. 

Good profits result from fast turn- 
over, quick sales, as well as low stock 
investment. 

Complete information is on the way 


to Crosley retailers. *Reg. U.S. Pat. Off 
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FIND THE MAN WHO'LL REALLY nee i" 
BE SITTIN’ PRETTY! EMERSON-ELECTRIC FANS 


CONTINUED FROM PAGE 49 















“...We'll get a new 
GAS ‘ange, won't 


“..and darling, it will 
be an ALZECTAIC range, 


won't it?” 











20 Taking out screws which hold base stud to base of 
fan. There are two screws and one clamping screw. —_ 
Only a screwdriver is required. 
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“and we won't even 


look at anything but an 
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2 Removing stator housing from socket. In this opera- Blue 
tion the inspector checks base stud for wear as well Brow 


as checking socket in base of fan. Buff 
Buri 
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Clar 


Clev 
Colu 
Colu 
Dall. 








é Dave 

22 On fans of this design there is only one oil cup. This Dayt 
is in the rear of stator housing. A light or medium Dent 
weight oil (SAE-20) is satisfactory. Do not use vegetable Ra 
oils or the so-called fine oils for lubricating fans of this all 
design. Ten to fifteen drops of oil about four times a + 
is suffici El P. 

year is sufficient. 























Don't lose sales because of fuelish 
LINE UP WITH THE “FUEL-PROOF” LINE* 


ESTATE 


WVeanola— 
RANGES & HEATERS 


RANGES FOR CITY GAS, LP-GAS, ELECTRICITY 
SPACE HEATERS FOR COAL, WOOD, OIL 





“ti’s all the same 
to me... they'll all 
be a sale for me!” 





Erie, 



















Nearly 2 out of 3 of your best prospects are reading 
Estate Heatrola Range advertising in Woman's Home 
Companion, American Weekly, House Beautiful, House 
& Garden, Better Homes & Gardens, Household, Farm 








Journal, Successful Farming. It pre-sells them on the * : 
Estate Heatrola Range with the famous Bar-B-Kewer eeNTS soe ar "aii yo royy arn "Hs 
and other years-ahead features. » properly lubricated. In doing this or in ting rotor 
oe 4 s : core to shaft use a fine emery cloth, cut into strips about 
*Estate Heatrola is the ONE line of cooking and heating appliances Y%, in. wide. S. 
for ALL fuels ...all sold under one famous, nationally-advertised trade q 
name. (Woht the name of your Estate Heatrola distributor? Write us.) PAGE 52 JULY, 1945—ELECTRICAL MERCHANDISING 
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THE ESTATE STOVE COMPANY, HAMILTON, OHIO © House founded 1842 























0086 Lour Partner | 


es The sweet music of “Reconversion” is about to begin—so run your finger 
lown the list below and choose your partner! Here are Premier’s 79 distrib- 
Btors — the best in the land—waiting to join hands with you to bring the 
' Premier Cleaner and the public together in your store. 
nearest you and get in touch with him now to plan your future with Premier. 


And remember. . . “A future with Premier is a future with Profits!” 


Find the distributor 











* THE PREMIER DISTRIBUTORS ~« 


Akron, O., Sacks Electrical Supply Co. 
Albany, Ga., Ferrell-Wight Co., Inc. 
Albany, N. Y. Albany Garage 
& Appliance Distributors, Inc. 
Allentown, Pa. ............ 
Luckenbach & Johnson, Inc. 
Atlanta, Ga., Brown Dieeibuiy Co. 
Amarillo, Texas 
Southwestern Appliance Co. 
Austin, Texas, Calcasieu Lumber Co. 
Baltimore, Md., Jos. M. Zamoiski Co. 
Bangor, Me. Maine Industries Co. 
Birmingham, Ala. 


Steel City Supply Co., Inc. 


Bluefield, W. Va., Bluefield Supply Co. 
Brooklyn, N.Y. E. A. Wildermuth 
Buffalo, N. Y., W. Bergman Co., Inc. 
Burlington, Vt., Vermont Appliance Co. 
Cambridge, Mass. The Eastern Co. 
Casper, Wyo. . Casper Supply Co. 
Chadron, Neb. Casper Supply Go. 
Charlotte, N. C. . A. K. Sutton, Inc. 
Chattamooga, Term. .............ccc.ccieeeseeeeee 
. Harry W. Cameron, Inc. 
Cheyenne, Wyo., Casper Supply Co. 
Chicago, Ill. H. U. Mann Co. 
Cincinnati, O., Ohio Appliances, Inc. 
Clarksburg, W. Va. 
..... Wan Zandt Supply Co. 
Cleveland, O. Midland Electric Co. 
Columbia, S. C., Carolina Sales Corp. 
Columbus, O. .. Ohio Appliances, Inc. 
Dallas, Tex. 

Radio City Distributing Co. 
Davenport, Ia., Schneiderhahn’s, Inc. 
Dayton, O. .... Ohio Appliances, Inc. 
Denver, Colo. .... 

Radio & Appliance Distributing Co. 
Des Moines, Ia., Schneiderhahn’s, Inc. 
Detroit, Mich., Philco Distributors, Inc. 
El Paso, Tex. ............ W. G. Walz Co. 
Erie, Pemma. .........0.000000-- Young Bros. 
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Fargo, No. Dak. 
Fort Lauderdale, Fla. 

McDonald Electric Co., Inc. 

Gettysburg, Penna. 
M. A. Hartley & Co. 
Grand Rapids Mich. 
Cc Radio Equipment Co., Inc. 
Great Falls, Mont. 
Great Falls Paper Co. 
Greenville, N. C., Carolina Sales Corp. 
Harrisburg, Pa. 

Penn Appliance Distributors 
Hartford, Conn., Wood-Alexander&Co. 
Honolulu, Hawaii ; 

snsallthe Williams Equipment Co., Led. 
Houston, Tex., Straus-Bodenheimer Co. 
Huntington, W. Va., Van Zandt Sup. Co. 
Indianapolis,Ind.,Radio Equip.Co.,Inc. 
Jackson, Miss. . Cabell Electric Co. 
Jacksonville, i 

Southern Hardware & Bicycle Co. 
Kansas City, Mo. .... Jenkins Music Co. 
TRI, BI, os ipesnssciavcsciéedcexses 

eee re Harry W. Cameron, Inc. 
Laramie, Wyo. ...... Casper Supply Co. 
Little Rock, Ark. McGregor’s Inc. 
Long Beach, Cal.,Gough Industries, Inc. 
Los Angeles, Cal. 

Gough Industries, Inc. 
Louisville, Ky. .» Peaslee-Gaulbert Corp. 
Lubbock, Tex. : 

Southwestern Appliance Corp. 
Memphis, Tenn. McGregor’s, Inc. 
Miami, Fla., McDonald Elec. Co., Inc. 
Milwaukee, Wis. ......... 

Roth Appliance Distributors, Inc. 
Minneapolis, Minn., The Roycraft Co. 
Monroe, La., United Electric Service 
Montgomery, Ala. . 

<4 BASLE — City Supply Co., Inc. 
Nashville, y YR st 
Ladivecbakters Harry Ww. Cameron, Inc. 


The Larson Co. 


Newark, N. J. 

Newburgh, N. Y. 
Shapiro Sporting Goods Co. 

New Orleans, La. .... Walther Bros. Co. 

New York City, N. Y. 

Gross Distributors, Inc. 


.. L. R. Beavis & Co. 


Norfolk, Va. ....... 
._ Commonwealth Sales Corp. 
Oklaboma City, Okla. 
bcis Hales-Mullaly Co. 
Ouaba, Nebr. . Sidles Company 
Orlando, Filz., Robertson Supply Co. 
Philadelphia, Pa, 
. Elliott-Lewis Electrical Co., Inc. 
Phoenix, Ariz. . . W. G. Walz Co. 
Pitisburgh, Pa., Electric Products, Inc. 


Portland, Maine, Maine Industries Co. 


Portland, Ore. 
Providence, R. I. 


. Sunset Electric Co. 
The Eastern Co. 


Rapid City, S. D., Casper Supply Co. 


Richmond, Va. 
. Commonwealth Sales Corp. 
Rochester, N. Y. 
ODonnell-Dunigan Co. 
Saginaw, Mich., Northern Supply Co. 
St. Louis, Mo. .... Interstate Supply Co. 
Salt Lake City, Utab 
Flint Distributing Co. 
San Antonie, ONE i... cecctdpnalic 
General Hotel Supply Company 
Southern Equipment Company 
San Francisco, Cal., H. R. Basford Co. 
San Diego, Cal., Gough Industries, Inc. 
Santa Barbara, Cal. 
. Gough Industries, Inc. 
Sevannab, Ge. 


Seattle, Wash. 
Sheridan, Wyo. 


. Tuten & Long 
Scotts Bluff, Neb., Casper Supply Co. 
.. Sunset Electric Co. 

Casper Supply Co. 
Sioux Falls, S. D., E. J. Gustafson Co. 
So. Bend, Ind., Radio Equipment Co. 


Spokane, Wash. .... Sunset Electric Co. 
Staunton, Va., M. A. Hartley & Co. 
Syracuse, N. Y., E. M. O'Donnell Co. 
Tampa, Fla. Electric Supply Co. 
Thief River Falls, Minn.,The Larson Co, 
Toledo, O., Philco Distributors, Inc. 
Tulsa, Okla. . Hales-Mullaly Co. 
Washington, D. C. 
Columbia Wholesalers, Inc. 
West Palm Beach, Fla. .... 
..... McDonald Electric Co., Inc. 
W bite Plains, N. Y. 
_..... Behrer-Nason Co., ‘Inc. 
Wichita, Kan. ...... The Steve Wise Co. 
Wilkes-Barre, Pa. oa R. B. Wall Co. 
Wilmington, Del. 
sdekhaiona _ Garrett-Miller Co, Inc. 
Worcester, Mass. ..... The Eastern Co, 
Worland, Wyo 


. Casper Supply Co. 
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ELECTRIC VACUUM CLEANER CO., INC. » CLEVELAND 10, OHIO 
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This scene in a San Antonio USO center shows 
how boys from all over the country are being 
taught to make records to send home. 


the war 
believes. 


this will create business Mr. Roper 





After 





By TOM F. BLACKBURN 


F you could ever get the owners of 
that super colossal, epic film called 
‘Ben Hur’ 


would see 


to run it off for you, you 
H urry L Roper prancing 
round in something that looked like 
long and 
For he grew up in make-be- 
lieve-land, Hollywood, and earned pin 


underwear brandishing a 


sword 


money acting tor the movies. 

\ southerner, he came to Texas in 
1921 him into the elec 
trical business was that his dad bought 
a little electric light plant in Tenaha, 


and what got 


Texas. Don’t look for it on the map 
but it’s located where two railroads 
cross. This he ran for 14 years and 


darned if the place 


wasn’t struck by 
lightning and Harry got a burned arm 
n the excitement. Thereafter he took 
1 course in electricity in ten easy les 


sons to teach him how to avoid such 
predicaments 

The Southern Equipment Co. heard 
of Harry in 1923 and since appliances 
were the small end of the business he 
cut his eye teeth on them. 

Today he heads up the Alamo Dis 
tributing Co.—“remember the Alamo” 

and is an old Crosley distributor 
back 

We might add that one of the rea- 
sons for this was the fact that in 1930 
he became district manager for Crosley, 
and later on budded out on his own 


irom away 


Plugged Recordings 


When he heard about recording your 
own records in 1939, it looked like a 
pretty good thing to him, and he called 
on his dealers with the idea of their 


making records for their customers. 








Make-Your-Own-Record | 
BUSINESS 


Harry Roper of Alamo Distributing Co., San An- 
tonio, has been a persistent plugger for personal 
recording and sees a good post-war future for it 


Those southerners around San Antonio 
were not too interested, so Harry 
started calling on schools, particularly 
music schools. He quickly demon- 
strated that anybody who played, sang 
or talked wanted a chance to hear how 


they were doing. A recorder gave 





From a start running a little power company, Harry L. Roper has become 
head of a distributing company in San Antonio. 
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them the opportunity and the first 
thing he knew he was able to go back 
to the dealers and tell them to get off 
their fat posterior extremities, that 
they were missing business. With proof 
in his hand and a hat full of orders he 
found them all pricking up their ears. 

“There is a need today for dealers 
to appreciate rent-payers and repeat 
merchandise,” he says. ‘Something 
that is used up and forces the cus- 
tomer to come around and buy more.” 

Mr. Roper started his missionary 
work by teaching store salesman how 
to make their records. He pointed out 
that when a man makes a record of 
himself talking and listens, he is sold. 
You demonstrate your outfit by making 
records of people and handing them 
the record. The first thing you know 
they are itching to have something 
to play it on and they become prospects. 

“Tell them to take it over to their 
neighbors if they don’t own a radio- 
record player themselves,” Harry 
Roper says. 

Over a period of time women and 
children have proved to be the greatest 
customers for records. Mr. Roper has 
found that a man accompanied by a 
woman is backward in speaking into 


JULY, 


the microphone. Women are largely 
shocked by their own voices. On the 
other hand, women will labor with 
children teaching them how to speak 
better. Singers and speakers will work 
hard to improve their diction and tone. 


Music Students a Natural 


Mr. Roper feels that students of 
music are the naturals for recording 
machines. Next come teachers and 
those teaching others. Last of all 
come children as parents like to keep 
records of their children as they did 
kodak pictures. 

During the merchandising drouth 
Harry Roper has carried on by selling 
any specialty he can get. He has been 
distributing a coal oil water heater, and 
a butcher block for the kitchen. Both 
have helped to keep the home fires 
burning. 

After the war, he thinks that fac- 
tories should send men to help the dis- 
tributor with his local problems. Ban- 
quets, beefsteak dinners, whisky selling 
are out, he feels. The postwar market 
is going to be a serious one but—if you 
choose the right merchandise you can 
expect the lightning to strike twice in 
the same place. 
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Keeping RECORDS 





—| Healthy and Whole 





Cracked Ones Bring in 





No Cash; and There are 


Ways of Sidestepping 


Common Calamities 














The best position for any record is on edge. It is subject 
to the fewest stresses and strains this way and is least likely 
to be broken. 




















Here's the expert way of flattening out a warped record. 
Lay it on a piece of plate which is about the flattest 
thing a layman can get hold of. Pile a dictionary or any 
heavy book on top of it, and in a short while the record 
is O.K. again. 























gely 
1 the 
with Never, never have a demonstration booth without a shelf Quirk of human nature is the fact that people will put 
peak in it. Otherwise people will pile records on chairs and played records back in albums where they are safest. 


at stools which are meant to be sat on, Single records are much more frequently messed up. 


tone. 
































narket - 

“if you Never stack up records this way. The composition that Another "No! No!" is against placing records if too warm The vogue of children's records has made it risky to place 

ou cal goes into them is subject to “cold flow" and when edges a place, such as on a radiator. Many a box containing children's albums where the youngsters can get their 

vice in overhang, without support, they frequently will become records has been placed on a radiator much to the owner's hands on them. A mama with her offspring can create 
werzed and unplayable on record changers. regret. Too intense cold also makes them brittle. real havoc in a record department. 
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MAGUIRE RADIO AND ELECTRONICS MANUFACTURING PLANTS 
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HOME RADI 


LOOK AT WHAT’S BACK-OF THE MAGUIRE FRANCHISE! 


Uncle Sam repeatedly entrusts many of the most important wartime manufac- 
turing assignments to Maguire. The Army and Navy “E” Award with two stars 
is eloquent testimony to the manner in which Maguire completes these tasks. 
Maguire electronics business continues to increase each year. 


Maguire Industries has grown from one small factory to the imposing group of 
manufacturing plants pictured on the opposite page. These buildings house 
batteries of the most modern machines; new time saving, electronically-controlled 
production lines, plus especially designed laboratory and testing equipments. 


A radio line of top quality is assured because Maguire spared nothing in order 
to procure the finest in research, design. engineering and manufacturing staffs; 
because Maguire’s manufacturing theory demands the use of the best component 
parts plus constant and rigid inspection ... before, during and after manufacture. 





The Maguire franchise assures a profitable operation for dealers and distribu- 
tors. Maguire knows this can be accomplished only by producing a line of radios 
which will have immediate consumer acceptance because they are properly 
designed for eye-appeal and priced to fit all pocketbooks. 


For the best in post-war radio, backed by aggressive advertising, planned 
promotion, dealer displays, masterful merchandising . . . look to Maguire! 
For complete details about the Maguire Franchise write Maguire Industries, Inc., 
Sales Department, Greenwich, Connecticut. 





* av TOMATIC 
A NEW NOTE IN, HOME RADIO chaibekas 
la | 
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On every fighting front . . . on land, at sea, in the air . . . Delco Radio prod- 
: ucts aid in the coordination of military operations. Their assignments 
include communication, detecting and ranging, directional-finding and all 
the other varied phases of radio and radar activity. It’s a full-time job, 
continuing and continuous, to which Delco Radio products bring 
an effective combination of engineering vision — manufacturing preci- 
sion. Delco Radio Division, General Motors Corporation, Kokomo, Indiana. 


DIVISION OF : Keep Buying War Bonds 
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Taking the "Blue-Sky" out of an 


APPLIANCE 
PRIORITY LIST 


“MERCHANDISING Reserva- 
A tion Plan,” which takes the 

blue-sky out of dealer priority 
plans to deliver appliances to customers 
when they are available has been put 
into effect at Collins Electric Co., 
Springfield, Mass., according to Sam 
Boyd, sales manager, and resulted in 
orders with cash deposits for 59 ap- 
pliances within eight hours of the ap- 
pearance of the first announcement ad. 
Within two weeks orders were on the 
books for 350 appliances—an estimated 
retail volume of over $20,000. 

Like many other retailers, Collins 
Electric felt that the usual type of plan 
to register prospects for early delivery 
of appliances as they became avail- 
able, might only result in confusion 
and resentment when that time came. 
There was nothing to prevent a pros- 
pect from walking up and down both 
sides of the street and signing up for 
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Collins Electric, Springfield, Mass. get cold 
cash on the line within eight hours of announc- 
ing their Merchandise Reservation Plan 


a refrigerator or a washer at a dozen 


stores. Nor could the individual store 


place any great reliance on the names 


so willingly recorded on its books. 
And so Sam Boyd came up with the 


“Merchandising Reservation Plan,” 


purely as an experiment, to see how 
many prospects would really back up 
their need and desire for new elec- 
trical equipment with cold cash. He 
got quite a surprise. On major appli- 
ances, prospects kicked in with $10 to 
assure delivery; on small appliances 
the ante was $3. In a two-week pe- 
riod from May 15 to May 30 orders 
were taken for the following appli- 
ances : 


Appliance No. 
Vacuum cleaners (floor)............. 13 
Vacuum cleaners (hand)............. 3 
Rotesqraroms .c.. .. |. ia ausa-oe-8.5-% 52 
Washing machines (agitator)........ 32 
Washing machine (automatic)....... 9 
lroning Machines .............:...- 4 


PeaORSNOE Ls oooh ol ekee thks ose 80 
SEIS 6 oi OCI rep 3 
eS See. a See 14 
Toasters (automatic) ............... 22 
ME CNOUR 5 555. 00 cicdnderda 14 
Electric ranges ................ 045: 9 


Home freezers . 
5, Pree eee teams | 


ne 1608 oie st OS 2 
Radios (combination) .............. 9 
Radios (table model) .............. 46 
Radios (portable) Peg eee ¥ | 
Radios (home recorder) _........... 6 
Electric sinks Pate 3 
MD iON rs ca eae abv cues oc ae cea 350 


The original ad announcing the plan 
made it clear that the prospect’s res- 
ervation for an appliance now was in 
no way binding; it merely assured 
quick delivery after the customer had 
examined the merchandise and chosen 
the model best suited to their require- 
ments. Full refund of deposits was 

(Continued on page 60) 














ABOVE 


Giftwares, pictures, lampshades, 
china and pottery are some of the 
lines which Collins Electric have 
taken on during the appliance 
drought. Others include bicycles, 
bath scales, etc. Repair depart- 
ment in rear covers 4,000 square 
feet of floor space and has been 
mainstay of business during the 
war years, however. 


LEFT 


Despite lack of merchandise, Col- 
lins Electric Co. has maintained 
an unusual degree of pre-war elec- 
trical appliance store appearance. 
Sam Boyd, sales manager, is at 
extreme left. 
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Yes, just two samples of wire, but what a difference! The 
barbed fence wire is ragged with rust that grows progressively 
worse. The other wire is a heating coil made of Chromel, the 
first nickel-chromium resistor alloy. This wire will “rust,” 
too, but in a way totally different from iron. Chromel’s rust is 
thin, very dense, and clings tenaciously to the wire. Thus it 
serves as a protective coating against further oxidation. It 
contributes to Chromel’s durability. A Chromel unit wears 
out only after it has given outstandingly long service. .. . 
For these reasons, it pays you to ask for Chromel elements in 
the heating devices you soon will be selling. Meanwhile, 


Catalog-M would be useful to your service department. 


HOSKINS 
eee 


WIRE 





*Used as the Heating Element in Millions of Devices: 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 
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COUPLE PIECES OF WIRE 








| Appliance Priority Lists 


oe CONTINUED FROM PAGE 59 eee. 





Each morning, before regular store opening, 
Sam Boyd conducts an informal “sales meet- 
ing” with Collins Electric staff. Subject 
under discussion here is a recent booklet 
“Kelvinator in the Home of Your Dreams,” 
which has been distributed to 2,600 specially 
selected prospects who intend to build or 
remodel in the future. 


promised at any time. Articles requir- 
ing a $10 deposit were listed as fol- 
lows: washers, food freezer cabinets, 
dishwashers, ironers, radio sets and 
home recorders, ranges, refrigerators, 
roasters, room coolers, cabinet sinks, 
cleaners and mixers. Those requiring 


|. only a $3 deposit included irons, heat- 


| ing pads, clocks, tea kettles, fans, 


toasters, percolators, steam irons, and 
electric blankets. In addition, the ad 


| listed a number of “hard to get” items 


which were available at the store then 
and there: space heaters, table broilers, 


| hotplates, bottle warmers, sunlamp and 


heat lamps, electric water coolers, 
fluorescent desk lamps, ventilating fans, 
electric butter churns, lighting fixtures 
and a number of non-electrical items. 


Follow-up Planned 


“We plan to run more newspaper 
advertising,” Mr. Boyd said, “along 
with direct mail as a follow-up. Then 
we shall contact the folks who place 
reservation orders with us, via the 
mails, encouraging them to make reg- 
ular payments so as to have a minimum 
of one-third of the purchase price paid 
in by the time the merchandise is avail- 
able—and we aren’t promising delivery 
day after tomorrow either. 

“Then we shall see that each cus 
tomer receives suitable circular. matte 
at frequent intervals until we can fill 
his order. In this manner we hope to 
keep the desire at buying pitch, regard 
less of cut-backs in employment, etc. 

“We feel the over-all picture, as re- 
vealed by this activity, will be most in- 
teresting. It will provide us with a 
definite guide as to the percentage oi 
our total volume each appliance will 
provide. This in turn will enable us 
to keep our commitments pretty much 
in line with the potential demand. 

“And last, but certainly not least 
we will not be deluded into mistaking 
‘blue sky’ for actual business.” 
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Training thousands of new retail salesmen 
quickly, thoroughly... speedily making them 
capable salesmen for BENDIX dealers... 


Looking into the postwar future, 
Bendix announces one of the most 
thorough and modern training 
programs in the industry! 


A COMPLETE COURSE in 
Bendix Automatic Home Laun- 
dry selling to enable key retail 
salesmen to be trained quickly by 
visual methods—so that they may 
return to their distributor and 
dealer territories, and train others 
by the same tested methods. 


EVERY PHASE of Bendix sell- 
ing will be covered by the latest 
methods, developed and proved 
by the Army, in its mass training 
programs: throughdemonstration, 
illustrated chart presentations, 
dramatized sales skits, sound slide 
films, chalk talks and actual stu- 
dent practice. 


YOU PROFIT through the ac- 
quisition of new, yet thoroughly 
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QUICK FACTS ABOUT 
THE BENDIX PROGRAM 


... Thousands of men will be trained to sell 
Bendix throughout the country. Distributor’s 
Bendix sales managers. Distributor's Bendix 
wholesale men. Dealers. Dealer's Salesmen. 
Utility Salespeople. Department store sales 
people. 





...The Bendix Sales Program will provide 
every proved selling device: Visual training 
charts. Slide films. Training booklets. Demon- 
stration charts. Presentation books. Regular 
bulletin service. 


trained sales personnel. Men who 
have had little or no sales experi- 
ence can readily sell the famous 
Bendix Automatic Home Laun- 
dry after passing this complete 
training course. 


NOT ONLY SALES TECH- 
NIQUE, but the story behind Ben- 
dix, the market for ‘“‘washers,”’ the 
chemistry of washing, manufac- 
ture, home service, advertising 
and merchandising, are covered in 
the Bendix sales program. It is 
complete in every respect — tested, 
streamlined, PERFECTED TO 
TRAIN A MAXIMUM OF PEO- 
PLE IN A MINIMUM OF TIME 
—with complete Army principles 
and thoroughness, a 





..» Training Distributor's exclusive Bendix spe- 
cialists at the factory. Dealers, utility and de- 
partment store personnel in the field. Continu- 
ous “refresher” courses, in the field. 





...The Bendix Sales Training Program will 
start soon, (Distributors will notify you). 


... To make the people who sell the Bendix 
Automatic Home Laundry the best equipped 
and hardest selling army of salesmen, in the 
entire home appliance field. 








Full details will be 
available soon... through 
your distributor. 









Bendix Home Appliances, Inc., South Bend, Indiana. 
Picneers and Perfectors of the Automatic “Washer.” 
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FOR OUR NINE “E” AWARDS... 


THANKS A MILLION 


TO OUR SUPPLIERS 


_ A GREAT satisfaction to receive nine ““E” 
awards. But only a fraction of that satis- 
faction belongs to us. The greater share be- 
longs to you... our suppliers. Without your 
cooperation, your fairness and your fine prod- 
ucts we couldn’t have made the grade. 


THANKS A MILLION 


True, we met production schedules and quotas 
and shipping dates. But only because you 


met yours and got the stuff on our floors 
when it was needed. 


THANKS A MILLION 


One day we will frame our nine “E” awards 
and place them where all can see. Those 
peaceful days will, for us, be days for remem- 
bering too. We will always be reminded of 


you who helped us do our share in helping 
to win Victory. 


STEWART-WARNER CORPORATION 


CHICAGO 14, ILLINOIS 





Abana Products Company 


Acme Screw & Mfg. Company 

A. C. Spark Plug Company 

Adoms Plating Company 

Adel Precision Products Corporation 
Advance Aluminum Casting Company 


THANKS A MILLION 


American Lava Company 


Abort Geor Company American Leather Belting Company 
Abrasive Company American Metalcraft Company 
Abrasive Machine Tool Company American Metal Hose Company 
Acklin Stamping Compony American Phenolic Corporation 
Acme Sedeniael Gomeany Americon Steel & Wire Company 


Amplex Division Chrysler Corporation 
Amsco Wire Products Company 


THANKS A MILLION 


Aerovox Corporation Anchor Coupling Mfg. Company 
Airway Electric Appliance Corporation Anchor Packing Company 
Aladdin Radio Industries, Inc The Anderson Company 

Allegheny Ludlum Stee! Corporation Anderson & White alt Company 
Alliance Hose & Rubber Company Apex Smelting Company 

Allied Control Company, Inc Armstrong Cork Company 

Allied Screw Products Company Atol & Son Tool & Die Works 
Alto Mfg. Company Atlantic india Rubber Works, Inc. 
Aluminum Company of America Auto Radiator Mfg. Co. 
Aluminum Finishing Corporation Badger Meter Company 
Aluminum Goods Mfg. Company Borber-Coleman Company 
American Brass Company L. J. Barwood Company 
American Can Compan Bastian Blessing Company 
American Chain & Cable Company Baver & Black 

American Coil Spring Company E. A. Baumbach 2 we 
Americon Decalcomania Company Belden Mfg. C 

American Electric Cable Company Bethlehem Steel awe 


Bliss & Laughlin, Inc. Central Steel & Wire Company 

E. W. Bliss Compan W. M. Chace Company 

Boots Aircraft Nut Corporation H. Channon Company 

Bopp Steel Company Charles Products Company 

Bound Brook Oil-Less Bearing Co. Chase Brass & C r Company 
Braeburn Alloy Stee! Corporation Chicago Die Mold Company 

H. M. Brewster Chicago Extruded Metals Company 

R. Brewster Compan Chicago Hardware Foundry Company 
Bridgeport Brass & Cosieer Company Chicago Latrobe Twist Drill Works 
Briggs & Stratton Corporation Chicago Lock Company 

Bristol Brass a well Chicago Metals Company 

Brown & Sharpe Com; Chicago Miniature Lamp Works 
Brunner Compressor a Chicago Molded Products Corporation 
Bullard Screw Y Products Company Chicago Rawhide Mfg. Company 
Bundy Tubing Company Chicago Rivet & Machine Company 
Burnside Steel Foundry Com; Chicago Sanitary Rag Company 
Burroughs wnt — —y Chicago Steel Service Company 





Chicago Thrift Company 


B-Ww peed Ae —y Chicago Transformer, Corporation 

Chicago Tube & Iron Company 
THANKS A MILLION Chippewa Paper Products Company 

Chrome-Rite Company 

Cannon Electric Development Company Cinch Mfg. Corporation 

Carnegie-illinois Steel Company ay Milling Machine Company 

The Carpenter Stee! Corporation City Engineering Company, Inc. 

A. M. Castle & Company Clarage Fan Company 

Centralab C ny Collins Radio Company 

Central Scientific Company Commerce Pattern Seouaby & Mach. Co. 
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Cc cial Chemical C 








Pp y 
Commercial Filter Corporation 
Commonwealth Edison Company 
Container Corporation 

Continental D d Fibre C y 
Continental Nipple Mfg. Company 
Continental Screw Company 

Cook Paint & Varnish Company 
Cornel!-Dubilier Electric Corporation 
Cornell Forge Company 

Crane Compa 

Crucible Steel al Comment of America 
Cutler Hammer, Inc. 
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Danly Machine Spec. Company ° 
Davenport Machine Company 
Davison Chemical Company 
Dearborn Glass Company 
DeFoe Finishing Company 
Detroit Gasket & Mfg. Company 
The DeVilbiss Company 
Die & Tool Company 
Diversey Foundry Company 
Doall Midwest Company 
Dole Valve Company 
Dow Chemical Company 
Driscoll and Company 
Driver Harris Company 
Duer Tube Bending Compan 
E. |. DuPont de Nemours & Company 
Duro-Chrome of Chicago, Inc. 
Eaton Mfg. Company 
Eisemann Corporation 
Elastic Stop Nut Corporation 
Electric Hose & Rubber Company 
Electric Supply Corporation 
Emmerson Electric Company 
Engis Equipment Company 
Erie Resistor Corporation 
Essex Wire Corporation 
E. L. Essley Machinery Company 
Ettco Tool Company, Inc. 
Van W. Evans 
Fanstee!l Metallurgical Corporation 
Farrell-Argast Electric Company 
John E. Fast & Company 
Federal Machinery Soles Co. 
Fenwal, Inc. 
Ferrocart Corporation of America 
Firestone Industrial Products Company 
gee Mfg. Compan 

he Formica Insulation Company 
Fest Dearborn ie Company 
Fort Howard Stee! & Wire 
R. S. Foster Lumber Company 
Foxboro Company 
Fractional Motors Company 
Franke Gear Works 
Fulton-Sylphon Company 
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Garlock Packing Company 

Gates Rubber Company 

Gavitt Mfg. Company 

Cc. H. Gemmill Compony 

General Ceramics & Steatite Corp. 
General Controls 

Genera! Electric Company 
General Instrument Corporation 








General Laminated Products, Inc. of til. 


General Steel Warehouse Co., Inc. 

Gephart Mfg. Company 

Geuder, Paeschke & Frey Company 

Wm. D. Gibson Co. 

Gisholt Machine Company 

ax Tool & Molded Products Co. 
. F. Goodrich Company 

C F. Grommes & Sons, Inc. 

Grasselli Chemical Division 

Graybar Electric Company 

Grayton & Knight Company 

Great Lakes Varnish Works, Inc. 

Greenlee Foundry Company 

Groov — Pin Corporation 

Guardian Electric Mfg. Company 

E. |. Guthman & Company, Inc. 

Hamilton Associated Industries 

Hammarlund Mfg. Company 

Hammond Instrument C ny 

Hanson VanWinkle Munning Company 

Hardinge Brothers, Inc. 

Samuel Harris & Company 
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Harshaw Chemical Company 
hart‘ord Steel Ball Company 
Hawkins Electric Company 
Heald Machine Company 
The Hendey Machine | 
pultneed amy wl Inc. 

W. J. Holl Company 
Hooker Glass & Paint Mfg. C 


Midwest Molding & Mfg. Company 
Milk Bottle Crate C ny 
Milwaukee Sine tenes 
Minneapolis-Honey well on inter Co. 
Modern Die & Drop Forge Company 
Moore Boxes 

National Acme Company 





nad 7 


Horton Mfg. Company 
Howard Country Cam Company 
Huml Bros. 

Hyland _—e Supply C 


r | Fabricated Products 
Notional a Shoft Company 


Notional Lock _— 
| Medical me Company 








Ideal Engineering C ny 
ae crew & Bolt ay 
& Supply Co. 
indianapolis Screw Products Company 
Electric Ventilating Company 
H inois Coil Spring Company 
Illinois Too! Works 
he Imperial Brass Mfg. Company 
Industrial Spring Company 
Ingersoll Rand, Inc. 
Inland Stee! Container Company 
International Business Machine Co. 





International Conveyor & Washer Corp. 


International Hgrvester Company 
International Rdbistonce Company 
Isolantite, Inc. 

D. O. James Mfg. Company 
William F. Jobbins, Inc. 
Johns-Manville 

Chester Johnson Electric Company 
E. F. Johnson C ny 

Johnson Solvents Company 
Howard B. Jones Company 

Jones & Lamson Company 

Jones & Laughlin Steel Corporation 
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Kearney & Trecker Company 

Kelley -Koett Manufacturing Co. 

Ken-Rad Tube & Lamp Corp. 

Keystone Steel & Wire Company 

Kingsbury Machine & Tool Company 

posi + ry <oupery 
r ge 

Lekevids oR iomnle Ce Casting Company 

Lamicoid Fabricators, Inc. 

Lamson & Sessions Company 

Landis Machine Company 

Lanzit Corrugated Box Company 

Lapham Hicke os ae 

LaSalle Steel Compan 

Latrobe Electric Steel Company 

Lauson Compan 

Lavelle Rubber Company 

R. Lavin & Sons, Inc. 

Leash Relay Company, Inc, 

Lectrohm, Inc. 

Harry Lee & Sons 

Leeds & Northrup 

Leland Electric Company 

Lenz Electric Mfg. Company 

Lilly Varnish Company 

Link Belt Company 

Littelfuse, Inc. 

Logan Plating Company 

Macco’ Products Company 

MacKenzie Walton Company 

Norman Malcolm & Son 

P. R. Mallory & Company, Inc. 

F. N. Manross & Son 

Mfg. Screw Products 

Cc. W. Marsh Company 

J. P. Marsh Corporation 

Master Machine Tool & Die Works 

Matchless Metal Polish Company 

Maxwell Brothers 

Geo. J. Mayer Company 

Maywood Mould & Machine Co. 

McCord Radiator & M 

McGean Chemical Jen ay 

Mechanical Plating Company 

Mei M 
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Merco Company 
Merz Engineering Company 
Metal Products Mfg. Company 
Micamold Radio Corporation 
Micarta Fabricators, Inc. 

Micro Switch Division 

Midwest Spring Mfg. Company 
Midwestern Tool Company 
Michigan Tag Company 
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National Screw & Mfg. Company 
National Sewing Mac ‘ine Company 
Nelsen Stee! & Wire Company 
Neptune Meter Company 

New Britain Machine Company 
New Departure Division G. M. Corp. 
New Jersey _ Sales Company 
Norton Compa: 

Novelty Foute & tron Works, Inc. 
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Oak Mfg. Sonpens 
Ohio Nut & Bolt Company 
Ohmite Mfg. Com 
Okee Die & Tool Company 
Samvel Olson Mfg. Co. 
Otis Elevator Company 
Paasche Airbrush Company 
Parisian Novelty Company 
Parker Sopagee Company 
Parker Kalon Corporation 
Peerless Mould & Machine Company 
Penn Rivet Company 
Peoples Gas Light 4 Coke Company 
Cheles- td opper Products Co. 

Pheoll M ompany 

Philips st oon ny 

Phoenix Tool & lg ompany 

The Pinkerton Box Company 

Pinnell Lumber Company 
Pioneer Gen-E-Motor Corp 
Pittsburgh Plate Glass Company 
Poray, Inc. 
Frederick Post Company 
Process Engineering Corporation 
Prehler Electrical Insulation Co. 
Quaker Chemical Products 
Radiotechnic Laboratory 
Rapinwax Paper Co. 

Raytheon Mfg. Company 
R-B-M Mfg. Company 

RCA Mfg. Com aw 
A. G. Redmond Company 

Reliance Steel Division 

ton Rand C 

Republic Steel Corporation 

Revere Copper & Brass Company 
Reynolds Metal C 
James H. Rhodes yn 

The Richardson Company 

Rickert & Shafer Company 

R. M. Ring Company 

Risher Fire Brick Company 

C. A. Roberts Company 

Rockbestos Products Corp. 

Rome Cable Corporation 
Roots—Connersville Blower Corp. 
Rockford Screw Products Company 
Rolled Thread Die Company 

Royal Typewriter Company, In 
Russell, 
Russell Electric Company 
Jos. T. Ryerson & Sons 
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S & E Chemical Company 
St. Joseph Lead Company 
Electric Company 
E. H. Sargent Company 
Saunders & Company 
Schneider Metal Mig. Company 
A. Schrader’s Son 
Schulhof compey 
— Company 
Sears- 1k a Company 

P. Seeburg Corporation 
ER Radio Corporation 
Service Steel Company 
Shakeproof, Inc. 





urdsall & Ward Bolt a Nut Co. 





Sheet Aluminum Corporation 
Sheffield Corporation 

Shelimar Products Company 

Sherwin Williams Company 

E. C. Schrade & Company 

F. W. Sickles Company 

Signode Steel Strapping Company 
Simonds Saw & Steel Company 

S.K.F. Ball Bearing Company 

Skinner Purifiers 

Solar Mfg. Company 

Sonora Radio & Television Corporation 
Soreng Mfg. Corporation 

Spaulding Fibre Company, Inc. 

Speer Carbon Company 

Spencer Thermostat Company 
Sprague Electric Company 

seaney Carbon Company 

Sta d Casting Corporation 
Standard Steel & Wire Corporation 
Standord Transformer Corporation 
Standard Winding Company 
Steel & Tubes, Inc. 

Steel Sales Corporation 

Stee! Warehousing Corporation 
Sterling-Midland Coal Company 
Sterling Silica Gel Company 
Chas. G. Stevens Company 
Streator Mfg. Company 

Geo. A. Stutz Mfg. Company 
Sveske Brass & Copper Company 
Superior Plating Works 

Supplies, Inc. 

Swedish-Crucible Steel Company 
Stewort & Fryer Printers 
Sylvania Electric Products, Inc. 
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Tanner & Compa 
Teleradio a eon Corporation 
Terre Haute Malleable & Mfg. Corp. 


Thermoid Company 
Thompson- Bremer eurery 
ire C 

Tillotson Mfg. Company > 
Tingstol Company 
Toledo Industrial Rubber Company 
Toledo Steel Tube Company 
Lehi a7 Company 
Triangle Electric Company 
Tung- Sel Loup s, Inc. 
Underwood Electric & Mfg. Company 
Union Drawn Steel Corporation 
United Carr Fastener Corporation 
United Screw & Bolt Corporation 
United Shoe Machinery Corporation 
U. S. Blueprint Company 

. S. Reduction Company 
U. S. Rubber Company 
Universal Cyclops Steel Company 
Universal Tool & Engineering 
Vaughn Scott Glove Company 
Vellumoid Company 
Vickers, Inc. 
Victor Gasket & Mfg. Company 
Ward Leonard Electric Company 
Wagner Electric Company 
C. A. Wales Company 
Edgar T. Ward & Sons 
Warner & Swasey Company 
Waterbury Brass Company 
Weatherhead Company 
Webster -Chic orporation 
Weirton Steel Company 
Wells-Gardner Company 
Western Felt Works 
Western Metal Spinning Works 
Western Packing Company 
Western Rubber Company 
West Irving Tool & Die Company 
Weston Electrical Instrument Corp. 
Wheelock, Lovejoy & Company, Inc. 
S. S. White Dental Mfg. Company 
Wico Electric Company 
wil ibre Company 
H. A. Wilson Company 
Wincharger Corporation 
Ludwig Wilson Company 
Woodstock Metal Products 
Wyckoff Steel Company 
Youngstown Sheet & Tube Company 
Zetterlund Engineering Works 








PAGE 63 











CABINET 











Zi 




















, CONVENTIONAL 
se Washers 
» ! 
i Ayton aor ad = &S 
Tz ¢ = 





























»*- -- 








BUY WAR BONDS 


Today 


SELL BLACKSTONE 


@ Come postwar competition and dealers 
will need a full line of first-flight Home 
Laundry Equipment. Washers alone won’t 
do ... nor will second-string appliances 
whose only claim to glory is that they bear 
a name made famous in some other field. 


Blackstone, world’s oldest washer manu- 
facturer, has specialized in home laundry 
equipment for 74 years. Appliance-wise, 
Blackstone will offer “everything for the 


BLACKSTONE 




















CORPORATION, 


home laundry”... under a trade-name 
nationally recognized as synonymous 
with quality home laundry equipment. 
National advertising has, and will, main: 
tain the prestige of the Blackstone name. 
Sound distribution and merchandising 
policies enhance still further the value 
of the Blackstone franchise. If you don’t 
already have the full facts on the Black- 
stone, line, by all means get them now. 


JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 


























BLACKSTONE 



































= | PRODUCT OF 
(Omoaviow AMERICA'S OLDEST WASHER MANUFACTURER 
PAGE 64 JULY, 1945—ELECTRICAL MERCHANDISING 


It's 





sure, st 
ona ar 
ome 1 
This 
Times § 
besert z 
hat has 










eather 
echnica 





SF. 

It ex 
hat ey 
boomer 





fiddle 
ou wot 
vater ir 





agon ¢ 
fater o1 
ou wou 
vater all 
e day. 
In apy 
S actug 
adgets. 
ttachme 
od sh 
0 the: 
ip goes 
ied by ; 
pe that 
The et 
FiO 75 
led al; 


Mdition: 






















ECTR 






















- — 








l 





SING 





Don't Sneeze at the 




















Desert Air Cooler 


It's 


the Boss Man _ heard 
about the desert air cooler, he 
said, like every one else, “Sure, 
ure, sure—it’s mighty nice for Ari- 
vona and places like that—probably a 
ome made contraption.” 

This story is to convince readers of 
Times Square and points west that the 
Hesert air cooler exploits a principle 
hat has possibilities anywhere that the 
weather is dry, or, if you want to get 
echnical, the wet bulb reading is below 
SF. 

It exploits that age-old principle 
hat everybody who ever drove a 
boomer wagon across a plain of the 
fiddle West has discovered—that if 
ou would hang a crock of drinking 
jater in a gunny bag on the boomer 
jagon center pole and throw a little 
ater on the gunny bag occasionally 
ou would have cool or cold drinking 
rater all the time, no matter how hot 
he day. 

In appearance the desert air cooler 

actually a giant attic fan with 
adgets. It passes the air through an 

achment which is filled with aspen 
ood shavings or something similar. 
to these wood shavings drip, drip, 

Ip goes a little trickle of water sup- 
ied by a pipe running from any water 
pe that is handy. 

e effect—when your wet bulb is 
low 75 F.—is magical. The house is 
illed almost as well as if you had air 
nditioning. 


HEN 
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something ahead of an attic fan in price, and will work 


A. J. Rummel of San Antonio is one 
f the experts who has written long 
tomes on desert air cooling. Like a 
great many other Southerners he has 
felt that this. gadget was something 
that was good only in climates that 
needed cool air over long periods of the 
year. For example, he estimated that a 
desert air cooler would be worthwhile 
1,600 hours in Arizona, 1,000 hours a 
year in San Antonio, 300 hours in Kan- 





Characteristic of the desert air cooler is a box that looks like a 


beehive outside the window. 
Antonio area. 


1945 





This is an installation in the San 


in quite a lot of the U. S. 


Sas, 


bama. 


Missouri, Mississippi and Ala 
It could be used 200 hours a 
year in Illinois, Iowa and Indiana. It 
could be used 100 hours a year in 
South Dakota, Wisconsin and Michi- 
gan. In short, 400,000 sq. mi. or about 
one-eighth of the United States forms 
the possible market, in his opinion. 
Mr. Rummel has never known how 
when folks need cool air they need it 
(Continued on page 90) 


The area within the heavy line shows that 
part of the U. S. where the desert air cooler 
will pay dividends month after month. The 
dotted line reveals that in a large part of 
the country conditions are occasionally right 
for its operation. 


A. J. Rummel of the firm of Langhammer & 
Rummel is one of the pioneers in desert air 
In San Antonio he has been able 
to drop temperatures to 78 regardless of 
how hot it was outside. 


cooling. 





Where a ventilating fan has to face variable 
winds, A. C. Alberti of the San Antonio 
City Public Service Co. says, “venetian 
blind" types work best and are less noisy. 











Inside the home the window is shut down a the cooler louvres, 
and all day long—just when an attic fan would not function— 


the rooms are surprisingly cool. 
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The long-awaited “green light” is here! On July 1, 1945, 


restrictions were lifted, enabling ABC to again turn to 





the building of fine washers. Every appliance dealer 
who wants a quick return to washer and ironer sales 


and profits is urged to read this important message! 
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| ABC wasners 


You've waited a long, long time for this day—and so 
have your customers. Yes, effective July 1, ABC was 
permitted to resume production of those direly needed 
ABC washers—a fact that brings you face-to-face with 
your opportunity to make a mighty important decision. 
Your decision to sell and profit with ABC products in 
the golden years that lie just ahead ! 


NOW IS THE TIME FOR DECISION 


If you want to be back in the business of selling fine 
ABC washers and ironers—think over these solid, sig- 
nificant facts: 


1—To build efficient, customer-winning washers and 
ironers takes years of experience, plenty of know-how. 


ABC has what it takes—has had it since 1909. 


2—It’s easier and more profitable to sell washers and 
ironers built by an established leader in the industry. 


Altorfer Bros. Company has long been credited with 
originating more fundamental improvements and new 
features than any other manufacturer in the washer 
and ironer industry. 


ABC Flies 


Nationa! Distributors for Canada 


NORTHERN ELECTRIC COMPANY, Lid. 
HEAD OFFICE MONTREAL, QUE 


3—Nothing can take the place of time-proved precision 
manufacturing methods. 


ABC was an acknowledged leader in the making of 
precision-built washers and ironers—long before ABC 
plants went all-out for war production. And additional 
skills perfected during war production mean even finer 
precision-built ABC products today. 


4—ABC will offer washers and ironers for every pur- 
pose, every pocketbook. 


The time is not far distant when ABC will provide 
you with a full line of washer and ironer models, in 
sizes and styles to meet every home laundry need. 
Leading this parade of ABC products will be the 
amazing new ABC-O-MATIC Washer and the 
ABC-O-MATIC Ironer. 


Now is the time to plan to cash in on the tremendous 
pent-up demand for ABC washers and ironers. For, 
although production will be necessarily limited at the 
moment, the quantity will be stepped up as fast as 
materials can be obtained. Line up with the million- 
dollar good name of ABC now. Get set for ABC sales 
and profits—soon! Write or wire for franchise and 
product details. 


WASHERS AND IRONERS 


ALTORFER BROS. COMPANY 


° PEORIA, ILLINOIS 
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“I'm MOTHER: | want 2 new little Arvin Radio tor my kitchen — 
another for our bedroom — and a fine, big one for the living 
room, with an automatic record changer, FM and everything.” 


va REM me 


Sr rete 





“Vm JIM. atter toxnoies and sit trenches — and no company . ae 
but my rifie—! want a good bed with a radio beside it (Arvin, a. . 4 ¥ : B 


please) — so | Can snooze and be entertained as long as | he 6s 





Bie » 


q 
us 


P.S. “MOTHER, again: | want some other things — an equip 
sutometc electric iron, those roll-a-round laundry tubs, an some' 
electric heater for the bathroom, some new metal lawn chairs - BR 3 

— and one of those gay metai-chrome dinette sets (every one : oa Pe, studet 
of them ARVIN). I'm not asking too much, am 1?” of the 





ways 
paren 


“I'm SIS (So the family calls me). | want an Arvin Radio of my 
own, too—for my room. And maybe we could have a little yA F Was ai 
radio-phono combination for the playroom. (If I'm not over . “i ia i tain— 
playing my hand, I'm going to sweet-taik Dad into ° portable , a G. 4 cookin 
— for the lawn and our picnics. They're wonderful.) ‘ ’ * - ‘ } : - 
> a deteric 


those i 


oF 
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“I'm DAD, the bill-payer: Looks tke this 
is all on me— and | can’t fuss about « ; Whe 
; Southe 


single item. This is where the bonds | | 
bought to help win the war will Neip keep x3 
the peace around our home. (i'm going to c a chang 
} om 
pe hr $n oe geste ALL THIS —and more, too — will be coming from the eleven +e. ame : 
: plants of Noblitt-Sparks Industnes — when war work is done. eae A 4 
There'll be Arvin Top Flight Radios —tuny ones, big ones, oe told a s 
middle-size ones, table models, radio-phono combinations with e applian 
AM and FM, floor models, portables and farm battery sets. py rangem: 
With them, you can radio-furnish your home completely — and cs Be — 
economically — upstawrs, downstairs, all through the house and He - conditic 
outdoors, too. And there'll be many other fine Arvin Products— ' j went. 
well worth buying more War Bonds for now Oh : equipme 
, schools 
very ol 
because 
evitably 
of schoo 
the elect 
cerned y 
Realiz: 
the house 
ARVIN : : o mod 
is the Name on Products Coming from NOBLITT-SPARKS INDUSTRIES, INC., Columbus, indiana =: Hen 
Eleven plants in five Indiana cities — 25 years’ experience in manufacturing 3 ry C 
Sales of t 
Co., set 
need in gs 
Standpoi 
nomics t 
Pany’s te 
asked fo 
Sifted z 
dicated 
teristic 9 
First, 4 
appliance 
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WALTER R. HAGEDOHM 
Architect, designer of the equipment 


nomics teachers in our public 

schools demands that school 
equipment for homemaking classes be 
somewhat ahead of that in the average 
student’s home, so that the housewives 
of the future may be trained in better 
ways of home keeping than were their 
parents. Even in prewar days this 
was an ideal which was difficult to at- 
tain—and under war conditions school 
cooking facilities under heavy use have 
deteriorated even more rapidly than 
those in the home. 


B= thought among home eco- 


Obsolete Appliances 


When the home service girls of the 
Southern California Edison Co. re- 
ported back after assisting with school 
home economics classes in the govern- 
ment good conservation program, they 
told a story of inadequate and obsolete 
appliances and fixtures, poor class ar- 
rangement and generally unsatisfactory 
conditions almost everywhere they 
went. About one half of the cooking 
equipment in southern California 
schools is electric, but much of it is 
very old. Some of it is out of use 
because not in order. There must in- 
evitably be considerable remodeling 
of school facilities after the war—and 
the electrical industry is properly con- 
cerned with what form it shall take. 

Realizing the importance of training 
the housewives of tomorrow in the use 
of modern electrical conveniences, 
Henry C. Rice, manager of domestic 
sales of the Southern California Edison 
Co., set about learning just what the 
need in school equipment was from the 
standpoint of its users. Home eco- 
nomics teachers throughout the com- 
pany’s territory were interviewed and 
asked for opinions and suggestions. 
Sifted and analyzed, these responses in- 
dicated three major problems charac- 
teristic of practically all of the schools. 
First, classroom equipment, both 
appliances and auxiliary furnishings, 


ELECTRICAL MERCHANDISING—JULY, 


MODERNIZING 


Obsolete appliances in the home-mak- 
ing classes of public schools prompted 
the Southern California Edison Co. to 
take the lead in designing standard 
units to provide maximum flexibility in 


post-war schools 


By CLOTILDE GRUNSKY 


is obsolete. Second, classes are over- 
crowded. And third, shifting of pers- 
onnel, both among the teachers and 
pupils, has meant that many, unfamiliar 
with local backgrounds, have not had 
the benefit of previous build-ups and in- 
struction in the electrical field. 

Ideas and suggestions were gathered 
for over a year. These included many 
small practical problems as well as 
major difficulties. Then these were 
taken to the State Chapter of California 
Architects with the request that this 
organization work over the suggestions 
and make definite plans and recom- 
mendations. 

Walter R. Hagedohm, AIA, presi- 
dent of the organization at the time, 
interested himself personally in the 
idea, appointing a committee to develop 
plans and specifications which would be 
applicable to the remodeling of present 
homemaking departments as well as 
for use in such new school buildings 
as may be constructed. To provide for 
the maximum of flexibility, the plans 
were developed in the form of standard 
units of uniform dimensions which 
could be combined in a wide variety 
of groupings in order to fit diverse 
demands of space or of program. The 
plans and specifications are to be made 
available to any school without cost 
and it is hoped that after the war cabi- 
net makers or manufacturers of kitchen 
equipment may make them as standard 
package units at a low mass production 
cost. 


Design of Units 


The storage units and fixtures other 
than appliances have been designed by 
Mr. Hagedohm and his committee in a 
size which corresponds to the dimen- 
sions of the apartment-model electric 
range, both as to height, width and 
depth, so that they can be combined 
with such ranges in various combina- 
tions as desired in the classroom. De- 

(Continued on page 70) 
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Whereas formerly food materials and utensils must be handed out from a central 
distributing point about which students crowded in confusion at the beginning of 
each hour, this movable set of shelves on casters may be prepared before the class 
and wheeled quickly about with a minimum of waste time. The arrangement of units 
in the rear shows a full sized range used at the end of a back-to-back setup. Above, 
dolly on casters with shelves for books and hats, hangers for coats and a shelf for 
rubbers prevents these objects from being deposited on appliance surfaces. 





Another arrangement, showing how double and single units combine as desired. 
Laundry units are suggested for each classroom, both to teach the use of these 


appliances and also to take care of the washing made 





ssary by each class. 
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Plus Revolutionary 
New Features ! 


HIS is the “Four-in- i-Qhe”, vacuum cleaner you can eel against any 
competition on the strength >of its performance, “its ‘appearance, its 
convenience and its revolutionary»new features! It cleans, it aerates, it 
mioth-proofs, it-launders—four functions for one machine. 
Ehe McAllister Bagless Vacuum ‘Cleaner has everything the housewife 
wants in her “post-war” cleaner—plus several new features she has not 
even thought of. A nation-wide survey by a leading publisher proved / 
this conclusively. ~ 
There is no bag to empty—no filters to replace! It will pick up suds 
and water, so that rugs and upholstery can be laundered right in the 
home. It will thoroughly moth-proof clothes and furniture. And, through 
scientific engineering, it has greater suction and air movement, so that 
it will do a more efficient cleaning job. 
This is no pre-war model in new dress—it’s truly modern and revolu- 
tionary—the kind of cleaner your customers are expecting of the post- 
| war era. 
Write today for complete details of the McAllister Bagless Vacuum 
| Cleaner and the McAllister profit producing merchandising plan. 
| 


WO BAG TO EMPTY 


Gene is the grimy 
vacuum cleaner bag. 
Dust, lint and grit are 
swept inte a metal 
reservoir that is as 
easy to empty as a 
dust pan! 


HANDLES SUDS 
AND WATER 

The McAllister will 
take up suds and 
water so that rugs 
and upholstery can 
be laundered right 
in the home. 


! LISTEA 


ig laedd CLEANER 


FRAMKLIWN- MEALLISTER CORPORATION 


Soles Offices: 135 S. Lo Salle Street, Chicago 3, llinois + Stote 3563 








Factory: Joliet, Mlinois 
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Modernizing School Equipment 





signs include a single “food prepara- 
tion” unit and a double unit, each with 
a standard drawer, sliding shelves and 
side opening door. The top is separate 
and is of micarta or linoleum, so de- 
signed that if more than one cabinet is 
desired .under -a single -top this can ~be 


~arranged. we 


Teacher’s range and food prepara- 
tion units are similar to those used by 
thé students, but are on casters and 
designed to be plugged in at convenient 
outlets about the classroom, so that in- 
struction may be brought to the point 
where at the moment it will be most 
effective. 

Among the special problems pre- 
sented to the architects was that of 
taking care of school books and outer 
garments. Many homemaking classes 
are held at some central location, stu- 
dents coming from other schools at 
designated hours for their period of in- 
struction. This means that a group of 
girls, with (on a rainy day) hats, over- 
coats, umbrellas, rubbers and school 
books overflow the school kitchen, 
dropping their possessions in insani- 
tary fashion over the table surfaces 
upon which food is shortly to be pre- 
pared. The committee met this prob- 
lem neatly by designing a movable 
rack on casters with space on a sub- 
divided upper shelf for hats, purses, 
small packages, and books, a rod below 
with hangers for coats, and a lower 
shelf for rubbers. This is wheeled into 
the room as needed and when loaded 
wheeled out again to the cloak room. 

Another difficulty presented was the 
waste of time occasioned by the distrib- 
ution of supplies at the beginning of 
each hour, with all the students crowd- 
ing about the distribution center. The 
result was a milling about and confus- 
ion which took sometime to settle down. 
This was met by planning another dolly 
on casters, this time arranged with 
shelves on which supplies and equip- 
ment could be placed in advance. This 
modified tea-wagon is then wheeled 
about the room rapidly by an appointed 
monitor, distributing whatever is 
needed directly to the food preparation 
centers. 


Submit Plans to Schools 


With the designs ready, the plans 
were submitted to school homemaking 
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department heads, who came back with 
suggestions ior minor changes which 
were incorporated in the blueprints. 
The question now came up how best the 
finished product might be presented to 
the school group—and opportunity was 


offered at the time of the Los Angeles 
~Gounty-Feachers*institu 


te, which «was 
held at the Compton Junior College. A 
place on the program was provided at 
7 :30 p.m., at which time the Southern 
California Edison Co. engaged to pro- 
vide a dinner in the school cafeteria, 
with talks to be given later on the sub- 
ject of “Trends in the Development of 
Functional Equipment for Home Eco- 
nomics”. 

In preparation for the event, the 
Edison Company had samples of the 
various units made up, both in single 
and double groupings and mounted on 
casters, so that they.might be shown in 
various arrangements. They were 
painted green for this demonstration in 
order to differentiate them from the 
white appliances which were to be 
shown with them. 

In order to obtain appliances, manu- 
facturers were called upon for their 
last remaining samples used in factory 
displays. From Chicago, Hotpoint 
sent a kitchen sink with disposal and 
dishwashing unit. General Electric 
loaned a range from its Hollywood- 
staged Art Linkletter radio show. 
Bendix furnished a last remaining 
washer. Hammond allowed an experi- 
mental model of a clothes dryer to be 


used. Charles Moore of Chicago Flex- 
ible Shaft, assembled a Mixmaster 
from parts. “Museum piece” appli- 


ances were loaned by other firms, so 
that the electrical homemaking equip- 
ment on display might be relatively 
complete. 

A special effort was s made to include 
dishwashing and home laundry units 
because it was felt that these should 
properly be included in school equip- 
ment. Very few home economics de- 
partments now possess such appliances 
—and yet they are becoming increas- 
ingly important in the homes from 
which the students come. Aside from 


the value of a home training in the use 
of an electric ironer as a preparation 
for the girl who must handle the wash- 
ing problem in the future home, there 
(Continued on page 72) 





An L-shaped arrangement of units, with sink and clothes-dryer to the right. 


Sample 


units are made up in colored to contrast with the appliances. 
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You cost us a Million Bucks - 
and we love you EF for it / 



















Now let anyone ask either of 
us who's crazy! 






































Doing business with you the way 
you want it done has worked out . 
swell for us both. And in the 

future, as in the past, every Duo-— 

Well, it's like this: Lately you Therm Fuel Oil Space Heater that 

comes off the line will have the 





You think that doesn't make sense? 


have read a lot about appliance e . eee 
manufacturers making deals with name "Duo—Therm" shining on the 
national merchandising organiza— nameplate...there'll be no 

tions and mail order houses. special brand eee THERM 
Duo—Therm has been notably absent pu e 

from these write-ups. 











You, as a franchised dealer, will 


Then are we missing the gravy continue to get the leading fuel 
train? Are we crazy or something? Oil heater on the market backed by 





We'll ask you to be the judge! the most aggressive advertising 
program in the industry. 





And we aren't worried about the 
million or so bucks we might get 
through national deals and mail 
order houses! No, sir! You made 
us the leader we are today — and 
boy, we're satisfied! 






We believe that giving you 
independent dealers a clean 
. franchise is just as impor- 
tant as giving you swell 

merchandise. We're on your 
team, and we're staying there. 














ARE YOU AN INDEPENDENT CUSS? 























1 And what has the pay-off been? Then you're our boy — 
: > and if you aren't 
e 
n ctristen to this: In spite of mail already set to sell the 
: order, national merchandising Duo—Therm line, let us 
organization and all other com— hear from you. Some swell dealer— 
petition — Duo-—Therm is now THE ships are still open, so get all 
LARGEST MANUFACTURER OF FUEL OIL the information on protected 
HEATING APPLIANCES IN THE WHOLE Duo-—Therm franchises by mailing 
| WORLD! the coupon now! 


DUO-THERM Division of Motor Wheel Corporation 
Dept. K-21, Lansing 3, Michigan 


| would like full information regarding the Duo-Therm Appliance market 
in my territory as well as the Duo-Therm protected franchise story. | am 


1 
| 
| 

D : 

UO-IHERM : 
’ interested in selling Duo-Therm Fuel Oil Space Heaters [J Duo-Therm | 

| 

I 

| 

| 

| 

| 

oil 


LANSING 3, MICHIGAN 


ee) 
ee 


ee 


r 
| 
| 
| 
| 
| 
DIVISION OF MOTOR WHEEL CORPORATION . Automatic Fuel Oil Water Heaters (). Check one or both. 
| 
| 
| 
| 
L 


© 1945, Motor Wheel Gorp. 
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‘on a Drawing Board... 


A smart-looking helicopter to fly you to work. A com- 
pact two-radio to keep you in touch with home or 
office. Countless electronic gadgets to save time and 
effort. These are all dreams for tomorrow. 


One dream we know will come true—Electromas- 
ter’s postwar range, selected by dealers, home econ- 
omists, and public utility officials from a mumber of 
exclusive new designs created by George W. Walker. 
Walker has achieved nation-wide recognition as the 
creator of more than two thousand products in every- 
day use. 


MODEL 15-1 


* 


This new Electromaster range will be up-to-the- 
minute in electric cooking comfort, economy, and 
efficiency. Straight line production will assure the 
same trouble-free service that Model 15-1 (shown at 
right) is now providing in thousands of kitchens. This 
model, with storage drawers on ball bearings, twin 
unit illuminated oven, master signal light, 6 quart 





Vita-Miser cooker, warmer oven, and interval timer, 
was one of the most popular of the prewar line. 


Dealerships are still available in some territories. 


Oteamas. 


1809 EAST’'ATWATER STREET DETROIT 31, MICHIGAN 











Modernizing 
School Equipment 


ome § CONTINUED FROM PAGE 70 =m 


is a practical side to these appliances 
as it applies to the immediate school 
problem. There are numerous dishes 
to be washed after each class. Dish 
towels also become a serious laundry 
problem as they collect throughout a 
day of successive classes. When they 
are wased, dried and ironed by hand, 
they take too long to dry to be used 
by another class the same day. This 
means a large linen supply for each 
school, not to mention the labor in- 
volved in keeping it in order. It was 
recommended that each school possess 
an automatic washer and clothes dryer. 

Also emphasized by the speakers was 
the flexibility of the equipment as de- 
signed which permits a school to start 
in a small way if pressed for space or 
funds in remodeling or starting a de- 
partment, modernizing its homemaking 
facilities a unit at a time if so desired. 


Meeting Principals 


Miss Blanche Taylor, principal of 
the Roosevelt School of Compton, pre- 
sided at the metting. Mrs. Thea Kam- 
erer, home economist for the utility, 
spoke briefly of the work with the 
schools. H. C. Rice told the electrical 
appliance part of the story, emphasiz- 
ing the importance of letting the school 
children of today become familiar with 
the appliances which they will be using 
in their homes of tomorrow. Archi- 
tect Hagedohm presented the newly 
designed food preparation units devel- 
oped to meet the requirements of the 
schools as stated by those in charge 
of the work. As he spoke, the units 
were shifted about and combined in 
various ways to show the flexibility of 
these units combined with electrical 
equipment in fitting various room sizes 
and arrangements. 

The dinner was well attended, over 
125 reservations being made though 
preliminary estimates had not foreseen 
more than 40. Great interest was 
shown in the units and in the ideas 
presented. 








“THE GOVERNMENT MAN IS WAITING TO SEE 
YOU ABOUT RENEGOTIATION—INTERNAL REVE- 
NUE INSISTS ON GOING OVER THE BOOKS 
— YOUR WIFE'S LAWYER PHONED...” 
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THAT'S YOUR ready-made Maytag public—a huge, pent-up tidal wave, ready to buy 
the minute washers are available. Are you all set and ready to sell? If you 

are a Maytag dealer, you know the value of your Maytag franchise — you realize 

the full force of this seven-to-one sales advantage. If you're not a Maytag 

dealer, it’s never too early to start thinking fast. 


* "If you could have your choice, which washer would you choose?” 
That was the question asked a huge cross section of American house- 
wives in two recent impartial surveys conducted by a large metro- 
politan newspaper and a widely read national weekly. Seven 

times as many women answered “MAYTAG” as mentioned any 


other make. 


If there is not a Maytag dealer in your town 








Fivé reasons why Maytag 
is America’s choice 7 to 1 


_— 


. Maytag’s gyrafoam action — gentle, effective, 
saves time, saves clothes. 
2. Maytag’s damp drier —safe, speedy, and fin- 
gertip controlled. 
3. Maytag’s sediment zone—traps dirt from the 
water — clothes wash cleaner. 


> 


. Maytag’s one-piece square cast aluminum tub 
- big capacity, superior washing action, long 
life. 
5. New quality, efficiency, ruggedness. 
Look for these and many '.ew post-war features 
in the coming Maytag. 
Get in touch with 
THE MAYTAG COMPANY, NEWTON, IOWA 


Now is the time ‘to nail down 


your Maytag Dealer franchise! 
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Philco is Proud of its 


“Service Record” 


-~ 
Ta 




















Proud as Philco is of 
its big wartime job of 
supplying radar and 
other electronic 
equipment. to the 


Army and Navy... 





there is another “‘ser- 
vice record” worthy of some special attention. 


It’s the job done by Philco distributors, dealers and 
servicemen in maintaining high standards of service 


on all Philco products. 


They have done a great job... despite critical short- 
ages of manpower... due to the urgent need of the 
armed forces for men with the training and experi- 
ence which always characterized Philco servicemen. 

While we pay tribute to the 


A ° - 
AMAA, 


vi ' ‘ ; 
aut RS come sO many difficulties ... 
avrreree tC aaa 


way Philco dealers have over- 


it might not be out of place 
to mention that their ability 
to maintain those standards of service was due in no 
small part to foresighted planning by the Philco 


Service Division. 


PHILCO 


Radios - Phonographs - FM - Television - Refrigerators - Freezer Chests - Air Conditioner 
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NOW LET’S LOOK TO THE FUTURE! 


\ / 


/ All the record of accomplish ' 
// ment that has marked th} 

/ maintenance of Philco Servic} 
through the war years will bi 
eclipsed by the Greater Philc 
Service of the future! 


\ 


\ 
\ 
N 








That is not a forecast...or a bit of wishful thi ) 
ing. At this very moment...this Greater Philo 


Service is a reality! It is mot a dream of tomorroy 
... but an actuality as of today! 







| 


At Philco Service Division Headquarters in Phila 
delphia, ‘“‘pilot plants” are already established . | 
and in full working operation ...to serve as mode | 
for the service shops of Philco dealers. The Greate 
Philco Service Organization is away past the blue 
print stage. It’s organized . .. working . . . at the set 
vice of Philco dealers and servicemen right now 








Philco Field Service Engineers are already travelling th 
country... building the greatest international servi 
organization radio and refrigeration has ever known 


The post-war Philco Service Program will be mild 
ahead of any past performance. And best of all.. 
IT’S ON THE JOB RIGHT NOW! 








Ar iiks-> 


SERVICE, 
‘ a 
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“SIDELINES” Create Store Traffic 











ccna 


Exterior view of Herrick Electric with sidewalk display of washers 








Pre-Pearl Harbor view of interior. Note wide variety of major and small appliances 


2 





‘~ ERMANENT | diversification” 
P:: the electrical appliance store, 
whereby war-inspired sidelines 
will be built up rather than cut down 
after victory, is the way Bert Herrick 
of Herrick Electric Co., Sanger, Cali- 
fornia, looks at the post-war period. 
“I believe that well chosen sidelines 
will continue to pay the dealer, particu- 
larly if he is located in a small com- 
munity,” Mr. Herrick explained, “be- 
cause those took this route 
through the war years have learned 
that good sidelines create floor traffic, 
keep the customer coming back, and 
build up contacts of the right type.” 


who 


Six Major Sidelines 


Currently carrying six major side- 
lines, all showing a worthwhile profit 
and subject to ready expansion, Mr. 
Herrick plans to re-enter the electric 
appliance field on a “completely di- 
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versified” basis. “My entire theory is 
that it will be valuable to us to make 
the customer think of us daily” he 
stressed. “To offer merchandise allied 
with major appliances which the 
housewife or family customer needs 
often, and which will bring her in once 
or twice a week, rather than once a 
year or so. If we can offer complete 
housewares, tools, farm supplies, etc., 
and the customer comes in for these 
regularly, we can feel more confident 
in getting his appliance business.” 
The Herrick store, surprisingly 
large and modern for a town of 4,000 
population, reflects its owner’s ideas 
well. In carefully departmentalized 
shops are displayed a $16,000 stock of 
“sidelines” now sufficiently well en- 
trenched to be regarded as permanent 
assets. They include paint, china and 
glass, musical instruments and parts, 
tools and farm tools, pipe fittings, 


1945 


Even when appliances are back on the floor, Herrick 
Electric at Sanger, California, plan to maintain their 
$16,000 inventory of paint, china and glass, musical 
instruments, carpenter and farm tools, housewares, 
toys and gifts. Reason: they bring in people 


housewares, toys, and gifts. All are 
complete stocks, individually merchan- 
dised, and free from the “war substi- 
tute” appearance which detracts from 
this type of selling in many electrical 
stores. 

Mr. Herrick went into these soon 
after Pearl Harbor against a back- 
ground of 27 years in appliance mer- 
chandising, during which he also built 
up a large volume of electrical farm 
work in the Sanger District. This 
included pumps, fence and power wir- 
ing, irrigating systems, lighting, and 
farm home modernization. In 1941 
the Herrick volume was split about 
equally between the two; the store 
selling about 125 refrigerators, 60 elec- 
tric ranges a year, with two outside 
salesmen likewise calling on the farm 
trade. In contrast, during 1944 there 
was no appliance turnover, very little 
farm work—but the store turned in 
around 75% of the old volume, 75% 
cash, and 90% over-the-counter sales. 
Good new lines made it possible to 
show a larger profit volume on a 
smaller overall sales-volume. More- 
over, floor traffic is up 400%. 


Diversified Before War 


“My sideline buying began just be- 
fore the war,” Mr. Herrick explained, 


“when I sensed the future loss of ap- 
pliance stocks. At that time I put in 
a $500 inventory of china and glass, 
built my own display fixtures, and 
found the line sold well. I gave 15% 
of the floor space to these lines, which 
must be well displayed, and was grati- 
fied at the quick response.” 

“The next addition was paint, which 
I felt readily saleable to both rural and 
town customers. An odd rear corner 
gave me space for this, displaying a 
test stock of around $450. I chose a 
good paint line featuring gallon prices, 
and began advertising it vigorously in 
farm papers, as well as allotting plenty 
of window space. We suggested paint 
to every customer, kept after them 
vigorously, and built up the line. Now 
without much specific effort, we carry 
a $16,000 stock in store and warehouse, 
and by survey know that we’re getting 
around $3.20 of the potential $4 per 
capita paint market available in our 
area. Naturally, this bracket will re- 
tain its importance after the war,-when 
more and more building begins.” 

Paint profits encouraged Mr. Her- 
rick to enter allied fields right away in 
the early war months. “Hardware 
seemed a logical line,” he said, “since 
we were obviously attracting more 

(Continued on page 78) 


THE PRE-WAR STORE THE STORE TODAY 





Here is another department—small tools—which Mr. Herrick says pays its way and 
will be maintained in the future 
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* Westinghouse has always been o leader in putting electronics to % Westinghouse built the | St short-wave radio for ocean ing 
work in industry. " vessels. 


i 


* Westinghouse built the jst high-power radio broad- 
casting station and has continued to lead in this field. 








*% Westinghouse developed the key elec- 
tronic tube for the Army's [St rador. 
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TODAY AS FOR 25 YEARS 
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* Westinghouse built the [St railroad radio equipment—and 

continues to lead in this field. 

Wes! -ghouse is @ leader in cviation radio and electronic navigation 
ent, 
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¥ 
ADIO DEALER 
you can put the 
id your ra ness. Address Home 
; ic Corporation, Sunbury, Penna. 


jmas— Sunday, 2:30 P. M., EWT—NBC. 
gh Friday, 11:45 A. M., EWT—Blue Network. 


* Westinghouse built the |St electronic television transmitter and 
(oll receiver . . . pioreering tomorrow’s television, 


oe Westighous 


PLANTS IN 25 CITIES. .. OFFICES EVERYWHERE 
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NOW You newly designed 


appliances can always have a cord 
of the right length! 


WITH THE INTERCHANGEABLE 


Belden GuarA-cul 


There is something new in electrical cords. The Belden Con- 
nect-A-corD makes available the correct len — cord for every 
installation—in matching colors, too. Furthermore, the Con- 
nect-A-corD 
1 Provides a cord for every tool or appliance —detachable 
at the appliance end as well as the plug end. 
2 Is easy to replace—eliminates dealer cord repair service. 
3 Simplifies line assembly operation. Simplifies packing 
and display. 
4 Provides a NEW SALES FEATURE. 
A worth-while sales feature— promoted by consistent national 
advertising. Get information on the new Corditis-free Con- 
nect-A-corD today. 


Belden Manu Compan 
4663 W. Van a see Sader 4 44, Ill. 
what is the Belden 
CONNECT-A-CORD ? 































CONNECTOR + CONDUCTOR + PLUG 


Users wont this new advantage — It’s a new i ill, as a re- 
sult of @ recent survey, 24% of the radio users were already to 
be in favor of the advantages of the Belden Connect-A-corD. 

This new Belden prod 







uct is no ewar dream.” It is already en- 


gineered—and only offered after a check which has shown 
conclusively that your customers want the Connect-A-corD on 
: there better electrical equipment. 


® Belden 


vam Coedides fr0ce 
CORDS 
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| undergoing a face-lifting. Mr. 





farmers than ever before. 
$300 in hand tools and farm tools, 
devoting a single large space behind 
the front window to these items. These 
sold so rapidly I increased the inven- 
tory to $750 and now stock complete 
hand tools, shovels, rakes, picks, and 


I invested 


general farm tools. The line has de- 
veloped steadily, shows a good profit, 
and requires little or no merchandis- 
ing.” 

During this period the store was 
Her- 


| rick designed and built simple dis- 
| play fixtures for each line, neat, effi- 


cient, and with drawer space below for 
forward stocks. Relocation of de- 
partments has always been carried out 
with an idea to the appliance future; 
leaving plenty of room for radios, 
refrigerators and ranges when avail- 
able. 


China Attracts Women 


Noting that paint and tools were 
bringing in preponderantly male cus- 
tomers, Mr. Herrick next built up 
giftwares, dinnerware and housewares. 


stock and pattern set varieties in mod- 
erate price lines, and gifts are usually 
sold below $5. A saleslady hired for 
this department visits the wholesaler 
| every three weeks to keep the lines up 
to date. The $2,000 stock currently car- 
ried is easily maintained and brings in 
scores of women daily. 

“Our chief floor traffic builder was 
the housewares department which I 
added next”, the owner smiled. “We 
put $700 into a complete line which in- 
cluded enamelware and fireproof glass. 
By handling these lines we wanted 
women to come in for window cleaner, 
scouring powders, etc., weekly or 
oftener, and have achieved the desired 
result. I made management of this 
department simpler by putting it 
largely on a self-service basis, using 
convenient rear shelving where each 
item could be priced by celluloid tabs. 
We keep our housewares lines up to 
the minute, so that we never have to 





send a customer elsewhere, and feel 


JULY, 


“Sidelines” Create Floor Traffic 


CONTINUED FROM PAGE 75 


Bert Herrick, shown in the paint department, says these sidelines will be kept 
permanently because they build store traffic 


His china lines embrace both open- ~ 
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that in this way we're making it a ~ 


habit for them to make regular visits 
to the store.” 


Adds Pipe-Fitting Dept. 


By late 1942 all the above depart- 
ments were functioning profitably and 
evidencing room for more. Accord- 
ingly, Mr. Herrick tooks a major step 
forward toward future gas range and 
water heater sales by adding a pipe- 
fitting department. “We did this to 
protect our installation work as well 
as for contractor sales,” he stated. 
“Our stock is as large as any plumbers, 
and fits in perfectly with all other 
lines. In a small community it is neces- 
sary for the dealer to make his own 
installations on floor furnaces, ranges, 
etc., and by keeping up this stock, we 
are always ready to do so. Fittings 
pay costs, car mileage, etc. In addi- 
tion, we sell thousands of pipe lengths, 
fittings, bath fixtures, etc, which open 
into paint and electrical work. I con- 
sider this line important enough to 
have a middle-aisle position in the 
store, about 10% of our display space, 
and much outside promotion. We can 
give quick service on almost any kind 
of farm repairs or installations which 
does a lot for store goodwill.” 


Appliances Head the List 


These lines constitute the major 
postwar fields of the store (with appli- 
ances, of course, heading up the list). 
With them Mr. Herrick plans a $250 
inventory of toys, and $1,500 in sport- 
ing goods. “In this way our sales 
volume after victory will show a large 
increase at the same overhead cost, 
less that of outside salesmen” he 
pointed out. “With at least five times 
as much floor traffic as we had before 
the war, we will not have to ferret out 
customers on the outside. That’s the 
big point I am trying to reach by 
departmentalizing the store this way. 

“T feel that there will be a chaotic 
condition throughout appliance retail- 
ing for a long time after the war, and 
that consequently it will be wise to 
meet it with a diversified stock.” 
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SPELLING POWER, PRESTIGE 
AND PROFIT FOR YOU! 


3 Big, Smashing 
Advertising Campaigns Now 
Going All at Once to Pre-Sell Your 
Customers on RCA Victor Radios and 
“’Victrolas’’’... to Give America the Right 
Answers on Television ...and to Put 
You in the Preferred Position for 


Postwar Sales 








I , ; 
age A apps th ma ie comb Sian 
coy! Champions are the result of AP nation of those two names ws ment, nage of i £067 mer eon, 
plying known lines running to you a radio ~~ anyone before and the famous 
to established blood li sets are available? of course. Radios ‘ from 
beck many years. Heredity —_— Road trade-marked Victrola wil T5084 1 
Your first postwar radio oo Tye wew RCA Victor SETS —. excellent low-priced table See your 
ever its name—will also be the reso clude many great Len Se ild- fine aufomatic before ‘you buy. 
of the background and CPT et result of emperors Sid war equips | RCA Vict dealer Y 
its makers. Can you t ing 350 different ty 























ao RCA-VICTOR | SoM os 
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STARTING THIS MONTH! A cam- 
paign of full pagesin LIFE... 
SATURDAY EVENING POST .. . 
COLLIER’S...LOOK... HARPER’S 
BAZAAR ... FARM JOURNAL and 
COUNTRY GENTLEMAN! This 
and other ads to follow will 
tell your customers the story 
of quality and leadership 
found only in RCA Victor—a 
combination of great tradi- 
tion and technical leadership. 
It’s a story that builds your 
Prestige. 









IN FULL SWING! A special 
campaign in Time maga- 
zine, aimed at the leaders 
in political thought, busi- 
ness, education, religion 
and other walks of life who 
will be the pace-setters of 
television’s expansion. 

— 


NON-STOP! RCA’s radio pro- 
gram, ‘“‘The Music America 
Loves Best,”’ is now in its 
second big year . . . week in 
and week out over the NBC 
Network putting new sales- 


making power into everything A A \ / 
that bears the RCA Victor R. C ” | C i & O R 
name. | 


RADIO CORPORATION OF AMERICA « RCA VICTOR DIVISION «+ CAMDEN, N. J. nig 3 
In Canada, RCA VICTOR COMPANY LIMITED, Montreal 9 oa 
* “Victrola” T.-M. Reg. U.S. Pat. OFT Se. ao moe 


ECTRICAL MERCHANDISING—JULY, 1945 PAGE 79 





























































DISTRIBUTORS OF 


DOMESTIC SEWMACHINES 


ma Appliance Company 





Alaba 
Birmingham 
Anchor Distributing Compony 
Pittsburgh & Wheeling 
) 
{Youngstow™? 
Apollo Distributing Company 
Newark 
Bergmon- 
Div. of W. 
Buffalo (Erie) 


Bieh!'s, Inc. 7 ton 
Pottsville-Harrisburs-Seron 


The Bond-Rider-Jackson Co. 
Charleston, W. Vo- 
Erskine-Healy, Inc. 
Rochester 


. Hayer Co., Ine 
ae and ~napll 
House-Hasson Hdwe. = 
Knoxville (Chattanoes 
Devid Kaufmann + ow 
Baltimore (Washington 


Norge Company 
Bergman Co., Ine 






















ion 
Kentworth Corporat (Evansville) 


Appliance dealers are now making 
applications to their nearest distribu- 
tors for the franchises that will lead 
the way to profitable sales for the 
fifth major appliance. That is the 
Domestic Sewmachine . . . the beauti- 
fully designed line of sewing machines 
that is to be built and promoted ex- 
clusively for appliance retailers. 

Contact your nearest distributor 
today. He'll show you how the line 
of Domestic Sewmachines can be big- 
ticket, fast-moving merchandise . . . 
backed by the customer acceptance, 
training programs, and promotion 
that will be your opening to the 
$255,300,000 postwar market for 
sewing machines. 





Louisville & Lexington 
Frank Lyon Compony 
ittle Rock 
aidwest-Timmermant Company 
Davenport and Des Moines 
Leo J. Meyberg Company, = 
San Francisco and Los Ang “ 
Merkel Brothers Hardware ©o- 
Quincy 
v.J. McG 
Toledo 
Northwestern Auto Sup 
Billings (Butte) 
French Nestor Compony 
Jocksonville 
{Atianta-Charles 
Philadelphia Electronics, 
Philadelphia 
Power City Radio Company 
Sioux Falls (Sioux City) 
Radio Distributing Cong 
Detroit (Lansing & Sagine’ 
Reader's Wholesale Distributors 
ton 
pn Radio & Electric Compony 
Kansas City 
Ridge-Madison Company 
Madison 
The Ridge Compony 
South Bend 
M. Salzman Compony 
Metropolitan New York 






ranahen Distributing Co- 









ply Co. 


ton, S.C.) 
Inc. 
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Markets shown in 
distribu 









Sampson Electric Company 
Chicago 
The Schoelikopt Company, 
Dallas 

South Texas Appliance Comm. 

San Antonio (Corpus Christ! 
Southern Sales — 

i so 
Oklahoma City (Tv 
Southwestern Appliance Company 


Ltd. 


<ALABAS L 


ee 


; pony 

B. H. Spinney Com 

Springfield-Albany-Syrocus® 

Sunset Electric Company 
Portiand- 


Seattle- Systane 
Tracy & Company, Inc. 
Providence 


Division 
ton (New 
rv. White Distributing Company 


Grand Rapids (Upper Peninsula) 
The Steve Wise Company 
Wichita ‘ 
The York Supply Company 
Cincinnati 
The York Supply Company 
Dayton, Ohio 
Zion's Co-operative Mercantile 
inst. (Appliance Division) 
Salt Lake City (Boise) 


parent besis are covered 


tor’s headquarters. 
Ad 


Additions to this Domestic Dis- 
tributor list will be announced 
later. When it is complete, 
every important wholesale 
market location will be cov- 
ered. If no distributor near 
you is announced in this list, 
write direct. 


from , 
























SEWING MACHINE CO. INC 


CLEVELAND 1} 





Electric House Heating 


CONTINUED FROM PAGE 43 

















AW it 





7 IN é 


One of the occupants of a home in 
Meadow Hills is pictured setting the ther- 
mostatic temperature regulator. This home 
was the only one of its kind, having heating 
by water circulating in pipes under the 
floor, rather than electric panel heating. 


These demands were obtained by 
means of a graphic ammeter which 
indicated the instantaneous load. On 
that day the maximum instantaneous 
demand reached 19 kw. and lasted for 
about 10 minutes. The load factor for 
the day was 29 percent. 

A contrast to this curve is another 
showing demands for the same day on 
another house located a short distance 
from the first. The total connected 
load in this house was 33 kw. and the 
heating load was 19 kw. The maximum 
30-minute demand recorded for this 
house on that day was 6.9 kw., which 
was only 21 per cent of the connected 
load. The load factor for the 24-hour 
period was 76 percent. 

Further investigation developed the 
fact that in the second house the 
family allowed the heaters in the living 
room and a hall to operate throughout 
the night on thermostats, while in the 
first house all heaters were switched 





off upon retiring and turned on again 
next morning. 
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This home was selected for an experiment—heating from water that is heated 
electrically. The water circulates in wrought-iron pipes under the floor 


By selecting typical daily load curves 
showing hourly demands recorded 
when the degree-day requirements 
were approximately the same, a com- 
posite curve of 10 houses was prepared. 
The maximum demand per house was 
found to be 6.6 kw. or 21.7 percent of 
the total average connected load. The 
period when the highest demands came 
falls between 6 and 9 am. A slight 
increase in load at noon and part ot 
the evening peak between 6 and 7 p.m. 
were considered most likely due to 
cooking operations. 

The load factor for that hypothetical 
group was fairly high, being 58 per- 
cent. 

In order to gain some idea of the 
effect which electrical house heating 
may have upon the pattern of the 
system load curves, a number of typical 
winter days were selected and the 
hourly demands for distribution sys- 
tems of various sizes were plotted 
Upon these curves there were super- 
imposed hypothetical demands repre- 
senting a house heating saturation be- 
tween 3 and 5 percent. Mr. Martin 
believes that there is an indication 
“that while the effect would be some- 
what different for each ssytem, in 
general, there would be no great vari- 
ations from the existing patterns.” 


Kw-Hr. Use By Months 


Assuming the Knoxville group of 
houses as typical, Mr. Martin prepared 
a curve showing the Kilowatt-hour use 
by months for a period of three years. 
“It is obvious that the major portion of 
current used for heating is confined to 
a period of three or four months,” he 
says. “This suggests a need for some 
type of load which would tend to build 
up the low-use of the summer months 
(considering it from a power dis- 
tributors’ standpoint). Air condition- 
ing has been suggested as one probable 
means of doing this. While air con- 
ditioning equipment would not us¢ 
current equal to the heating load, its 
general use would help considerably 
toward increasing the Kilowatt-hout 
use in July, August, and September. 

“The use of reverse-cycle refrigera- 
tion to provide summer cooling and 


(Continued on page 82) 



































































THESE ARE THE 


Sonora 


| DISTRIBUTORS 
and theyre all set to help 
you sell PLENTY! 








Akron .. Graybar Electric Co. 
_ ¥ | Raa Rapid Sales Co.* 
Asheville... .... . .Graybar Electric Co. 
Atlanta.............Chas. S. Martin Distributing Co. 
Baltimore...........Nelson & Co., Inc. 
Bangor Maine Industries Co. 
Binghamton... Florence Electric Supply Co., Inc. 
Birmingham ....... Alabama Apogance 
Boise. .......Davis Supp 
Boston..............Milhender 1 Inc. 
Buffalo ; ... Bison Electrical Co., Inc. 
irves | Butte... ry e Steele & Co. 
rded | Charleston, S.C... .. D saenmanag Co 
ae Charleston, W. Va... ‘eee Radio & E ectric Co. 
heats | Charlotte........... Graybar Electric Co. 
com- Chicago............Walker-Jimieson, Inc. 
ared Cincinnati.......... Auto-Rad Supply Co. 
. Clarksburg.......... Johnson Hardware Co. 
, Was Cleveland...........Graybar Electric Co. 
nt of Columbus........... Standard Paper Co. 
TT eee Higginbotham- pesgistone Hardware Co. 
ne a Mocey Mercantile 
came } Des Moines......... e Lagoe . 
slicht | 8 ERGs: e Graybar Electric Co. 
— | Durbam............ Graybar Electric Co. 
rt Of F PE einen s coi l and Lehman Appliance Co. 
’ p.m. Evansville..........Boetticher & Kellogg Co. 
2 eee Graybar Electric Co. 
1€ WO Greenville. ......... Graybar Electric Co. 
Harrisburg..........Jno. E. Graybill & Co. 
etical ae i a-/ Fy Supply .~ 
F janapo ae ak. ectric Appliances, Inc. 
} per- Jackson. ......Lawrence-Ryan Co., Inc. HAVE YOU LEARNED 
: Jacksonville... ... .French Nestor Co.* 
of the amens Clty 5 ad btatede vine nome & = Co.* 
’ Ee lances, inc. 
pati ES 66 cewksoes Graybar ABfeence Co. ALL THE FACTS 
f = Louisville ce cus tual Fg Sutcliffe Co. 
: ae Marinetie.......-...G. M - Popkey Co Pr 
ypica tas tn «nee he vis ectric upply Co. ~ 
d the Milwaukee......... Clark Supply Co. ABOUT THE SONORA 
i nee. ....... Leitz Carpet Corp.* , 
sy> —— o win  oningeesory sean Ce. 
lotted. lashuille......... ectra Distributing Co & ; 
Newark............Beller Electric Co. ? 
super: Hew Haven.........The Electronic Sales Co. k RANCHISE . 
repre: | New Orleans........ Monroe Hardware Co, 
on be- | New York City..... Barth-Feinberg, Inc. 
artia Oklahoma wad NEE: M. L. fossee. Co 
cation | os he ae ‘Sand § Distributors About Sonora’s powerful 
nee | Philadelpbia.” .. .Franklin Electric Co. ; ail al advertisi ; 
Somic: | ON SE See Arizona Wholesale Supply Co. national advert ising cam- 
m, in} Pitderyh. L. H. Smith, Inc. lit a 
+ vail Pocatello... Billmeyer’s paign? About how SONORA 
or? Portland, Ore....... United Radio Supply, Inc. ens. ae 
1s. Providence..........Milhender Distributors, Inc. advertisi ng definitely 
pm ee Dy eee Goosge fey Co. | . j ; k ; - 
ichmond...........Goldberg Co., Inc. : sok; 
ener tee amas name & Supply Co Equip. Co. yullds checKkable store 
f ee ene, SE ermont Electric Supp oO. 7 . SRY ‘ 9 
thd r , Mamt... Deseas Appliance Distributor traffic for Sonora dealers? 
epare San Antonio......... Southern Music Co. AI Gane * rerfal 
pur use oe , OS The Charles B. Scott Co. About SONORA S powertu 
. vears BOGE... - bxntanta North Coast Electric Co. 7 9 
Lar. Spokane... . - John W. Graham & Co. merchandising helps? 
rtion o! Springfield, Mass.. . Springfield Radio Co. 2 i 
ined to Toledo... ......... Graybar Electric Co. About Sonora’s complete 
” be Winston-Salem... ....Graybar Electric Co. . ' > 
hs,” he Worcester........... Radio Maintenance Supply Co. line of 37 radios built to 
yr some * Includes branches T am k 
10 build sell in volume, to make 
months 


= & bigger profits for SONORA 
rer dealers? Better not wait. 
yroba 


ir. con- PS a Get in touch with the 
not use SONORA RADIO & TELEVISION CORPORATION SONORA distributor in 
oad, its 325 North Hoyne Avenue ° Chicago 12, Illinois . 

iderably your territory now. . 
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Tomorrow may be too late! 
Get the cash=-winning 
feaacts about the new 


SmitHway STOKER 
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Untold thousands of home owners will say “Goodbye Forever” 
to old-fashioned hand-firing of their heating plants...when they see 


the remarkable new SMITHway Stoker. 


It is new, from the ground up. It is as advanced in design as the | 
famed A. O. Smith engineering can make it...and that’s saying | 
It will provide uniform healthful warmth and matchless | 
owner convenience. It will be practically foolproof, easy to install. | 
It is built to eliminate costly servicing. 


plenty! 


In short, the SMITHway Stoker is designed to SELL and to put 


dollars into your cash register... quickly! 


What's more, the selling 


power of the SMITHway Stoker will be stepped up with advertising 


and merchandising support that is equally powerful. 
may be too late... get the cash-winning facts today! 


ACT NOW... MAIL THIS TODAY! = 


A. O. SMITH Corporation, Dept. E-745 


Milwaukee 1, Wisconsin 


Name 


Address 


ee 


NEW YORK 17 
HOUSTON 2 


Without obligation, send me the basic facts regarding the new SMITHway 
Stoker and the selling opportunities it offers me. 


Company or Store Name 


LOS ANGELES 14 


Tomorrow 





A.O.QMITH Cersetation 


PITTSBURGH 19 TULSA 3 


SEATTLE 1 


“Americas Outslanding Stoker 
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These homes are on Bob White Lane in Meadow Hills. 





They are all-electric, 


just as are the others. Recording instruments were placed on this row of homes 

for heating cost studies made by Buford H. Martin, electrical engineer of the 

Division of Electrical Development, Tennessee Valley Authority, in cooperation 
with the Knoxville Electric Power and Water Board. 


winter heating has been suggested as a 
probability. Some of the manufactur- 
ers have assured us that they expect 
to continue development of this type of 
equipment. 

“After the war, we may see a limited 
application of the reversed-cycle prin- 
ciple, but there are still some features 
about it which must be overcome be- 
fore its use will be sufficiently wide- 
spread to make it important in the 
potential house heating field. In the 
meantime, a combination of room cool- 
ing units and heating systems similar 
to those now being used may become 
the first step to all-year air condition- 
ing in the home. Whenever the manu- 
facturers become convinced that there 
will be a general public demand for 
electrically-heated houses, no doubt 
they will accelerate development of 





M. L. Bartling Jr., who was associated 
with Stuart Fonde in the Meadow Hills 
development, lives in one of the all-electric 
homes there. Mr. Bartling in his own home 
has continued electrical heating research. 
He was installing an overhead resistant wire 
job in one room when this picture was made. 


suitable equipment. There are many 
indications of a growing interest in 
electric heating. 


Interest Growing 


“Building contractors, architects, 
and prospective home owners are ask- 
ing for information about this type of 
heat, and it is reported that many per- 
sons who are now planning homes to 
be built after the war expect to be 
able to heat electrically. 

“Within the past few months, we 
have heard of four proposed projects 
representing a total of 160 houses in 
which the builders proposed to install 
electric heating systems. It has been 
estimated that within five years after 
building begins again, there will be 
over 100,000 new homes built in the 
Tennessee Valley area. If only 10 per- 
cent of these install electric heating, 
the load will begin to assume con- 
siderable importance. 

“It would be unfortunate indeed if 
installations of electric heating were 
made in houses unsuited to its use. 
There is a danger that electriz heating 
may be installed in old houses, or in 
houses that are not insulated, with 
results that would prove both ex- 
pensive and disappointing. 

“Most likely, if this were permitted, 
electric house heating would be seri- 
ously retarded and it would reflect 
most unfavorably upon the industry as 
a whole.” 

Mr. Fonde has emphasized the same 
thing. 

“Too often when planning the instal- 
lation of heating systems, insufficient 
consideration is given to the house 
construction and what may be done to 
conserve the heat,” he says. “The 
heating system and the house must be 
planned to perform together for maxi- 
mum results.” 


Coal and Oil Compared 


Mr. Fonde built coal and oil heated 
homes before he built electrical homes. 
He was able to take the various kinds 
(Continued on page 84) 
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The Farm Market of the 





is a Bigger Market 
than metropolitan 
Cleveland, Atlanta, 

Indianapolis and Seattle 


combined! 
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ating, | The Golden Crescent farm market is not only large—three unusual ability to buy. And it can be covered from end to 
mod million farm folks—but concentrated ... in the rich farm lands end with only three publications. What better market could 

eed if | that spread through Michigan, Ohio and Pennsylvania. Here you find for testing your postwar sales activities? 


were | = ‘ al 4 4 
live farmers who have experienced years of rising incomes, A The 72 ld A ¢ 
5 use. 


growing savings accounts, and paid-up mortgages. 17.5% of 









in 
“ in all America’s electrified farms are found in these three states. @ RURALLY RICH—POLITICALLY POWERFUL 
. eo Full ownership of farms in He Golden Crescent amounts ie 
to 70.4% —far above the United States average of 50.6%. 
~— Here then is a fertile market—not only in terms of people, but OHIO FARMER 
reflect of people with money ... able and willing to buy when the Cleveland 
onde goods they want are once more available. Here, too, is a huge MICHICAN FARMER 
p same market which can be reached at low sales cost ... for the Piadiets 
ae | area is thoroughly covered by three farm papers, MICHIGAN 
ficient FARMER, OHIO FARMER and PENNSYLVANIA FARMER—the best P E N N A 4 L V A N I A F, A R M E R 
— read and most trusted publications in He Golden Crescent. Harrisburg 


Sg Here is a lucrative market in which every desirable factor 
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mes is present ... great size ... geographical compactness... 
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THESE THUGS USED TO 
BLOW SAFES FOR A LIVING 
wow NOW THEY GO AROUND 
TRYING TO SNATCH 


AUTOMATIC WASHERS! 





























Made in Newton, 


AUTOMATIC 


lowa Since 1908 by 


WASHER COMPANY 
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of homes he built and make tests on 


costs. Coal-heated homes that winter 
cost 4.32 cents per sq. ft. of floor area 
and oil-heated homes cost 4.51 cents 
per sq. ft. of floor area. Coal and oil 
have gone up in price and become 
harder to get since then, while elec- 
tricity rates have remained unchanged. 

But considering the old prices in 
effect at the time of the tests, Mr. 
Fonde found that electric heat costs 
more if other factors were not con- 
sidered. In the average five-room 
house then it was costing approxi- 
mately $54 per year for electricity and 
$36 (more now) for coal or oil. 

But that difference was offset by 
other factors. 


Other Cost Factors 


To the cost of the average four or 
five-room house there would have to 
be added approximately $300 to cover 
the installation of a utility room or 
basement, flue, and heating plant for 
oil or coal, over the cost of building 
the same house equipped with auto- 
matic electric room heaters. 

On the FHA plan, the coal or oil- 
heated home would cost in monthly 
payments approximately $2.40 or about 
$28.80 more per year to purchase, the 
houses having identical floor space. 
This additional cost in the purchase 
price added to the coal or oil cost 
makes the yearly outlay nearer the 
same for all types of heat. 

In other words, $28.80 would have 
to be added to the $36 coal or oil bill, 
making the cost $65.80 as against $54 
shown for the electricity. As a factor 
of safety, Mr. Fonde added $10 dif- 
ference to the cost of electricity, 
thereby making the new electrically 
heated home cost the same as the 
others, or $64 per year. 

But there are other factors which 
tend to change the picture somewhat 
more. As he pointed out: 

“The coal furnace with stoker and 
oil furnace will each cost no less than 
$300 to replace when worn out. The 
average life of each is perhaps 15 
years. During the 15 years each will 
require no less than one service or 
repair call per year of no less than $5 
each. These units will cost $25 per 
year each to service and replace. 

“The manufacturers of the electrical 
units claim over 30 years’ life for the 
elements in their heaters. The cost to 
replace an element is about 75 cents. 
There are about 16 elements to the 
average house which would therefoie 
cost $12 to replace once or about $1 
per year to service and maintain.” 

Those were the conclusions of Mr. 
Fonde at the time he made tests on 
various kinds of homes. His studies 
cover considerable detail. 

After the comparisons with identical 
homes, he said: “If therefore costs 
approximately $25 more per year to 
buy, heat and maintain the coal or oil- 
heated home than it does the elec- 
trically heated home”. 

“Too much stress cannot be laid on 
insulation,” he emphasizes. “It is of 
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paramount importance to use the maxi- 
mum amount of the proper insulation 
and install it properly to get the best 
results. Weatherstripping of doors and 
windows is likewise necessary and 
should be well done.” 

Highland Hills was the first “smoke- 
less community” to be built by Fonde. 
In that subdivision the electrically 
heated homes were priced at from 
$4450 up, with lot. 


Low Monthly Payments 


The monthly payments on some oi 
the homes in Highland Hills were $32 

The savings in all electric Fonde- 
built homes were shown to be consider- 
able. For instance, here were some: 

Base price of a 6-room electrically 
heated home and lot—$5000. Monthly 
payments of $36. 

Estimated cost of built-in electric 
washing machine (at the time High- 
land Hills was built, not now)—$175. 
Monthly payments $1.40. 

Estimated cost of electric dishwasher 
and garbage disposal unit, also at the 
time Highland Hills was built, not 
now, $375. Monthly payments of $3. 

Estimated cost of electric stove then, 
$100, with monthly payments then of 
80 cents. 

Estimated total monthly costs at that 
time were $41.20. 

Often a servant was needed, but if 
the appliances offered could save 
servant’s costs, “your house may cost 
you nothing,” Fonde said at the time 
he promoted Highland Hills. He 
figured it like this: average weekly 
servant’s cost, $7; average amount 
servant eats, $3. Weekly cost, $10. 

Save on servant for 30 days approxi- 
mately $43, “which will meet your 
entire house payments.” Or, “if you 
save one-half of your servant’s cost, 
you are still ahead.” 

Within recent months, experiments 
in other electrical heating ideas have 
been made by Mr. Fonde and an 
associate, M. L. Bartling Jr. 


Other Heating Systems 


One of the Meadow Hills homes has 
tried out a heating system different 
from others there—circulation of elec- 
trically heated water in wrought-iron 
pipes installed under the floor. The 
owner of that house was interviewed 
and said the results were very satis- 
factory. 

In his own home, Bartling installed 
resistance wire in a ceiling and used a 
thermostat to control temperature. He 
was pleased at results. 

Other research has been conducted 
within recent months. 

But the outstanding conclusion of 
studies of electrically heated homes, 
particularly those which are Fonde- 
built, is that they are out of the test 
tube stage as far as the question of the 
success of electrical heating is con- 
cerned. There may be new methods 
and equipment developed in postwar 
days, but electrical heating installa- 
tions will expand in the Tennessee 
Valley. 
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— Dinah Shore, “Dinah’s 
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from home to studio, so life-like is os Ler’s reception +. $0 clear i in tonal 
qualities! Future-minded dealers and distributors are invited.to write. ¢ i 


TRAV-LER KARENOLA RADIO &' TELEVISION CORP. 
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| Dealers know where 


3| advances are coming from! 










SING 


HERE'S NO DOUBT in the minds of Frigidaire Dealers 

as to which manufacturer will score the really im- 
portant advances in refrigerator design during the years 
that lie ahead. 

For they know that the only sound way to measure 
promises for the future is by the record of past perform- 
ance. And they have to look back only to 1939 to be 
reminded that it was Frigidaire which pioneered the most 
revolutionary refrigeration advance in recent years. 

This was the sensational Frigidaire Cold Wall Re- 
frigerator, first practical application to household refrig- 
eratiort of direct cooling through the walls, instead of by 
conventional methods. 

Nor is this all. The greatest forward step in refriger- 
ation previous to the Cold Wall was the development, 
in cooperation with General Motors research scientists, 
of “Freon”—a refrigerant with such ideal properties that 
practically all mechanical refrigerators now use it. 


And in addition to Freon? The Meter-Miser, simplest 


BUY AND KEEP 
MORE WAR BONDS! 


PRODUCT DESIGN! 
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refrigerating mechanism ever built—another Frigidaire 
triumph in product design. And the Hydrator . . . the 
Cold Control . . . the Quickube Ice Tray . . . the one- 
piece, all-steel cabinet—all these and many more were 
“Frigidaire Firsts” in product design! 


Frigidaire Dealers — and 
Frigidaire Product Design 


The Frigidaire Cold Wall gave Frigidaire Dealers 
overwhelming selling advantages — foods kept fresh for 
days without covering ...no transfer of food odors... 
two storage compartments, completely separate and 


maintained at different temperatures . . . 


Looking ahead, Frigidaire Dealers know that the same 
kind of research that developed the Cold Wall, and all 
the other advances in Frigidaire’s long list of “Firsts,” 
will continue to bring them the leadership in product 
design that means... Leadership in Sales! 
































































PERFECTION 
IS OUR 


ONLY AIM: 





Japan knows the magical efficiency of 
Detrola-built mine detectors and other 
electronic devices. With the eclipse of 
the Rising Sun, Detrola will manufac- 


ture distinctive radio and television 


REMEMBER AND BUY IN THE 7TH! 


receivers ...sturdy record changers... 


all of unparalleled value. 


DETROLA RADIO 


DIVISION OF INTERNATIONAL DETROLA CORPORATION 
DETROIT 9, MICHIGAN 
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LETTERS 





Kleinerman Objects 


To the Editor: 

This is a reply to the story, “7 he 
Place of the Independent Dealer” May 
issue “E. M.”, as put forth by a manu- 
facturer of domestic appliances, 

The manufacturer “nobly” states 
that, if the independent dealer will get 
off his “fanny” and will look over his 
records of past customers, he will be 
able to compete with any chain or de- 
partment store. “Swell” “fine” “won- 
derful” But first he must have the 
merchandise. 

I, readily agree that there will be a 
“gravy train” of about 9 to 14 months, 
and then it will be the “Survival of the 
Fittest”. 

I went to three big manufacturers and 
this is their story. 

One: You were not a “Franchised 
Dealer” previously. 

Two: You will probably never be a 
$100,000 to $500,000 per year dealer and 
we are looking for volume. 

Three: If you will wait for about one 
year after the war we will probably 
be able to work something out for you. 
There was no question as to my credit, 
my methods of doing business, nor my 
ability to service any of the appliances, 
which I and the rest of the little fel- 
lows like me kept in repairs and service 
during this war. 

In summing it all up, it seems that 
we Independents will more than likely 
get the leavings from the Big manu- 
facturers. 

However, I, and I am sure thousands 
like me will line up with some concern 
that will give us more consideration 
and merchandise, especially merchan- 
dise, and then we will say to Hell with 
you Big fellows, and will refuse to 
even service your appliances. 

MAXWELL KLEINERMAN, 
Maswell’s Electric, 
Trenton, N. J. 


Mississippi's Survey 
To the Editor: 


I believe there is a very logical ex- | 


planation for the apparent discrepancy 
in the number of smal: appliances 
which the dealers and consumers in 
the area surveyed by the Mississippi 
Power and Light Company expect to 
buy in the first year. There are two 
reasons for the discrepancy. 

(a) Most people buy items of small 
appliances such as irons, toasters, etc. 
for their own use on the spur of the 
moment and do not make up their 
minds months or years in advance as 
they do on the higher priced units. 

(b) A great many small appliances 
are purchased as gifts for weddings, 
anniversaries, and other similar oc- 
casions, and obviously these purchases 
are rarely planned in advance. 

No doubt the dealers in the Missis- 
sippi area are basing their estimates on 
previous experience with the sale of 
small appliances. My guess is that 
their estimates are not any farther out 
of line on small appliances than on the 
major items. 

R. M. JENNINGS 
Manager, Small Appliance Section, 
Canadian General Electric Co. Ltd. 
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OTPOINT’S peace-time manu- 
H facturing and engineering facili- 
ties have always been devoted to the 
production of electric appliances 
exclusively. 
© © Because of this concentrated effort, 
Hot point’s objectives have always had 
unity of purpose and interest. Our atten- 
tion is not divided—our thinking is not 
diverted. We manufacture electric appli- 
ances—that is our only business—we are 
specialists in that line. 
® © The Hotpoint selective dealer is in a 


strategic sales position, with a complete 





“One of a Series Interpreting Hotpoint’s Promise to the Public: Dependability Assured by 40 Years Experience.” 


Hotpoint—a Manufacturer 


of Electric Appliances Exclusively 


line of electric kitchen and laundry ap- 
pliances. Each product is competitive in 
price, quality, construction, and con- 
sumer use values. Thus, with Hotpoint, 
the selective dealer is assured of the right 
merchandise at a price the majority of 
buyers are willing and able to pay. 

@ © Forty years of housekee ping ex peri- 
ence in millions of American homes 
make Hotpoint the thoughtful home- 
maker's choice. 


x** 


Edison General Electric Appliance Co., 


Inc., 5620 W. Taylor St., Chicago 44, Ill. 
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safe for the finest 


Faster, powerful, better-cleansing water action . . . 


washing of work clothes. 

Made by oa pioneer in the industry—many of 
the Conlons manufactured more than thirty years 
ago are still in active use, giving uninterrupted 
service and satisfaction. 























fabrics—still does a thorough 





Conlon has always excelled 
Side Glide Shoe 
Two - Speed Control 
Double Thermostats 
Table Top Cabinet 
Scratch - Proof Shoe 


The Conlon development—the 
Side Glide Shoe—is on exclusive 
feature. While ironing the shoe 
glides, to the right and left, at the 
same time the roll revolves. Besides 
ironing the garment area twice in 
one operation, it produces a more 
perfect ironing job, smoothing out 
wrinkles and drying out garments 
quickly. 


CONLON CORPORATION 
1824 So. 52nd Ave., Chicago 50, Ill. 






Since /9/3 «x 


ee oe 








-IRONERS 


in quality ironing features: 
Non - Sag Roll 
‘ Double Open Ends 
Dual Control 
Two End Shelves 
Lap Tray 
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Don’t Sneeze at the 
Desert Air Cooler 


owes §=CONTINUED FROM PAGE 65 =e 


badly and two or three weeks of relief 
in mid-summer is often worth a million 
dollars to a customer, no matter how 
far North he is. 

The catch in the desert air cooler | 
the fact that if a certain stage of dry- 
ness does not exist it won’t work—in 
fact gets your house all moist. Mr. 
Rummel says that in Phoenix, Ariz., 
the device is effective 75 percent of the 
time. In Oklahoma City it works 60 
percent of the time and on a damp sea- 
coast it won’t perform at all. 


San Antonio Installations 


People desire a temperature between 
60 and 80. From primitive times on this 
probably has been discovered to be the 
most suitable living climate. With a 
desert air cooler in Texas the temper- 
ature can be dropped as low as 73 deg. 
regardless of how hot it is outside. 
Some very slick installations have been 
made in San Antonio. One of them 
drops air through a ceiling plaque and 
it is picked up and returned through 
lower ducts. The Hertzberg residence 
at 112 East Harsh St. has a system 
that moves 5,000 cu. ft. of air per min- 
ute. It uses 1,200 kw-hr. per season. 
Simmons Bowling Alley at 411 So. 
Alamo has an evaporative cooler that 
sends in 10,000 cu. ft. of cool air per 
minute. 

Over at the municipal electric com- 
pany experts point out that fresh air 
must be continually brought in the 
home. One installation in the city hall 
attempted to re-circulate the air and 
proved a flop. 

One of the bad features of the desert 
air cooler is that unless it is a good in- 
stallation it will be worse than useless, 
as we mentioned in the preceding para- 
graph. 

L. C. Alberti of the municipal plant 
told of experiments as follows: 
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' Time in 
min. for 
one air 
Air .low change 
inc.f.m. in house Remarks 
7,130 1.3 Comfortable 
5,840 1.59 Fairly comfortable, 
slight sense of 
humidity 
3,380 2.75 Uncomfortable 


| Mr. Alberti has found that fans of a 
| blade type lose their efficiency when in 
a wind. Consequently he has developed 
a venetian blind sort of a fan that he 
has found to be effective in this breezy 
climate. 

He declares that in San Antonio 
with an efficiently operated desert air 
cooler one can hold the temperature to 
from 78 to 80, regardless of outside 
temperature. 

The cost of operating with a desert 
air cooler which runs from 11 a.m. to 
10 p.m. is about $5 a month. This is 
figured on the basis of about 300 hr. a 
month operation. 
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| COMBUSTIONEER REVEALS 
| ITS COMPLETE STOKER LINEUP! 


Wide Range of Models 
Dominates the Entire Home 
and Commercial Markets 
for Automatic Heat 


Now it can be told! Now you can see on this 
page, typical sizes of Combustioneer’s great and 
complete line of precision-built models for 
every home and business need. Sure they’re easy 
to look at—and easy to sell too—with the aid 
of advertising and promotional helps that make 
their exclusive patented features desirable and 
demonstrable. 


Every one of these Combustioneer models 
gives their owners a new high standard of 
efficiency and economy. Combustioneer has a 
revolutionary “Breathing Fuel Bed.” Instead 
of merely “grinding ahead,” as other stokers 
do, Combustioneer feeds by gentle impulses. 
These keep fire-bed “loose” and “free”—non- 
packed! Then, air that is measured and metered 
by Combustioneer’s exclusive Automatic Res- 
pirator reaches every burning particle—result- 
ing in combustion that means more heat from 
every pound of coal. 


Sell Combustioneer’s Dollar and 
Labor Saving Services NOW 


Combustioneer Dealers are delivering and in- 
stalling many Combustioneer Models today. 
With the resumption of near normal produc- 
tion, the chances are that you can get deliveries 
on the immediately available models which you 
will need to cash in this year with Combustion- 
eer. Write or wire today for complete details. 


Cash in THIS YEAR with .. 





KEEP ON BUYING 
WAR‘BONDS 
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UTILITY MODEL 
COMBUSTIONEER 


For Small Homés of from 4 to 6 Rooms 


in every respect the Utility Model is a complete 
precision-built. Combustioneer quality mecha 
nism. Truly the biggest bargain in home com 
fort ever offered— it has everything except oa 
high price with which to serve small homes — 
including. the famed Breathing Fuel Bed and 


other exclusive Combustioneer features. 


BIN FEED MODEL 
COMBUSTIONEER 


Feeds Coal from Bin to Fuel Bed 
and Brings Complete Automatic Heat to Homes 
of from 5 to 14 Rooms, Small Apartments, 
and Commercial Buildings 


This complete deluxe, almost human Combus- 
tioneer, works and thinks 24 hours a day at 
the job of furnace-tending. Out of sight and 
out of mind, the fuel travels direct from bin to 
furnace to be burned the completely Automatic 
Combustioneer Way. It includes all of the pre- 
cision mechanism and the exclusive patented 


features of the Imperial Model 


IMPERIAL MODEL 
COMBUSTIONEER 


Comes in Sizes to Efficiently Serve Homes from 
5 to 14 Rooms, and Small Apartments 
The eye-appealing beauty of the Imperial 
Model Combustioneer conceals all of the 
advantages and features which make it a 
precision-built marvel of heating efficiency. It 
includes all of Combustioneer's exclusive and 
outstanding features which have been proved 


dependable in thousands of homes. 


COMMERCIAL MODEL 
COMBUSTIONEER 


One of a Line Which Ranges in Capacity 
from 25 to 1250 Lbs. Per Hour 
A complete Automatic Coal Burning System, 
made in hopper and Bin Feed models. Embodies 
exclusive patented features like the famed 
Breathing Fuel Bed. Drastically reduces labor 
and fuel costs, increases boiler output and 
maintains closely held temperatures for com- 
mercial buildings and business establishments 


of every type. 


Combuslioneon 
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THE STEEL PRODUCTS ENGINEERING CO. 
1220 W. Columbia Street, Springfield, Ohio 
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Chromy says: 


"The Fit makes a tt f” 
a. 


new, improved 


Superspeed 


ail) Electric Ranges 


“It's always a perfect fit” when you replace with CHROMALOX 
Superspeed and Heatflo Units. The CHROMALOX Snap-on 
Adaptor Ring does it . . . for CHROMALOX Adaptor Rings— 
installed in a jiffy—stay snug and tight. 

More profit too with CHROMALOX units. A small inventory 
of Superspeeds and Heatflos plus inexpensive Snap-on Adaptor 
Rings, service all makes of Electric ranges. Less manpower, 
time and inventory means more profit to you per call. 

Write for Bulletin CF-145 showing CHROMALOX Super- 
speed and Heatflo Range Units which are available for imme- 
diate replacement. 


For 


These famous CHROMALOX Super speed and Heatflo units 
are the result of twenty-five years conti e h and 
engineering in the field of electric heat under rigidly main- 
tained standards of excellence. 





Edwin L. Wiegand Co. 
7525 Thomas Bivd., . Pittsburgh 8, Pa. 


rc-5 


on new ranges and for replacements 


ECHROMALOX 
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Life incorporated both these clauses in 
its projected “packaged mortgage” 
loans. 


"Intent" Theory 


More recently, however, the insur- 
ance company’s legal staff, headed by 
vice-president and general counsel 
Judge Deane C. Davis, has gone over 
to the “intent” theory lock, stock and 
barrel. 

“Almost any article of household 
equipment may be considered realty,” 
says Judge Davis, “if (1) it is paid for 
with the mortgage money; (2) it is 
appropriate for use in the home; (3) 
the parties to the contract express an 
intention that the article be realty; and 
(4) there is some degree of actual an- 
nexation to the building.” In the case 
of electrical appliances, of course, the 
degree of annexation to the premises 
might be simply the plug-in attachment. 


Chatte! Cross-index 


There is one other aspect of this 
new approach to the fixture problem 
that Peter Giuliani, another of the 
company’s attorneys, emphasized. 

“Where the simple method of fixing 
the intent of the two contracting part- 
ies is employed,” he said, “the local 
custom and fixture laws of the various 
states may be wholly disregarded, at 
least between the parties. But in those 
states which prohibit certain types of 
household equipment from being con- 
sidered as fixtures, National Life will 
merely cross-index the equipment un- 
der the chattel mortgage record of the 
state. No permission will be required 
from the state authorities to write the 
equipment in under the realty mort- 
gage, provided that it is made clear that 
it is the intent of the contracting parties 
to do so. 

“The chief purpose of cross-indexing 


| the equipment,” Mr. Giuliani contin- 


ued, “is to protect the rights of third 
parties who may not be aware that the 
equipment, normally thought of as 
personal property, is in fact part and 
parcel of the mortgagee’s interest in 


| the real property.” 


No Appliance Discrimination 


One of the aspects of the Complete 
Home Program—the financing of 
household equipment under the realty 
mortgage—that has resulted in some 
disputes within the electrical industry 
concerned the types of equipment eligi- 
ble to financing under the plan. It was 
felt, for instance, that conventional, 
agitator-type washing machines were 
being discriminated against because 
local custom and, fixture laws fre- 
quently stipulated automatic cycle type 
washers because these machines re- 
quired a greater degree of connection 
to the property. But with FHA put- 
ing its stamp of approval on the “in- 
tent” approach, as long as it is con- 
sistent with local law and fixture cus- 
tom, and such large lending institutions 
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The Packaged Mortgage 
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as National Life adopting that same 
simple method, arguments as to com- 
petitive advantages of varying types of 
appliances lose their validity. 

National Life’s thinking goes so far 
as to make it periectly feasible to in- 
clude a vacuum cleaner under the realty 
mortgage, as long as it is clearly un- 
derstood by the contracting parties 
that such equipment shall be considered 
a part of the real property. They cer- 
tainly have no axe to grind as to 
whether washing machines shall be 
either conventional or automatic; or 
whether so much or so little equipment 
shall be included in the completed 
home. All they say, in effect, is that 
any quality, standard operating equip- 
ment which the mortgagor may wish to 
have included in the home will be eligi- 
ble for financing, as long as such equip- 
ment is properly regarded as part of 
the real estate. li the mortgagor 
wants a complete electric kitchen, elec- 
tric laundry and air conditioning, they 
will go along. Conversely, if only the 
electric range is involved, they will be 
prepared to underwrite it. 


The Distribution Picture 


Mr. Meredith, in his discussion oi 
the part National Life will play im 
financing household equipment, made it 
clear that the company was not con- 
cerned with the problems of distribu- 
tion. Where the borrower bought the 
equipment to go into the home, he said, 
was not a subject on which they could 
readily formulate a policy or lay down 
alaw. He made it clear, however, that 
they favored the retention of normal 
channels of distribution. He pointed 
out that the retail dealer in the average 
community, dealing with the local 
builder, stood to profit by active par- 
ticipation in the “packaged mortgage” 
plan. He gave the following reasons: 


1. High unit volume for each individual sale. 

2. Trouble-free credit risk. 

3. On-the-spot payment for the equipment 
with no recourse, or contingent liability. 

4. Ability to service the equipment locally. 


He commented, too, on the replace- 
ment factor. From the viewpoint of 
the lending iristitution, he said, they 
were satisfied that the average quality 
range or refrigerator or home laundry 
had a satisfactory span of life. In the 
event of complete breakdown aiter 
some years of service, or obsolescence 
due to advances in design which re- 
quired replacement of a piece of equip- 
ment, the company was prepared to 
replace it and write the additional 
amount into the mortgage. Keeping 
the customer satisfied rendered the 
mortgage a better risk, he pointed out, 
while during the early life of the 
mortgage the equipment would be in 
top operating condition and the risk 
involved was negligible. 

All in all, the Green Mountain Boys 
feel that their latest mortgage financ- 
ing baby is due to go places. 
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BUT MR. BAILEY...IS IT REALLY A 


Deenireeze ? 
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IF YOU CAN SAY YES YOU'LL BE 
‘IN THE MONEY” TOMORROW! 


FOUR FACTS TO REMEMBER... 


1. DEEPFREEZE is performance-proved in 3. FULL-PAGE Deepfreeze national ad- 
thousands of homes since 1938. Not a vertising in the leading magazines is 
postwar experiment. now pre-selling for you. 

2. ONLY DEEPFREEZE PROVIDES 100% PRI- 4. MILLIONS will demand the name 
MARY FREEZING SURFACE...completely Deepfreeze on the home freezer they 
surrounds food chamber with refrigerant, buy. For your profit-filled future, be sure 
prevents food dehydration. you're selling Deepfreeze! 


FOR INFORMATION REGARDING DEALER FRANCHISE IN YOUR TERRITORY, WRITE TODAY! ; = 
Deepfreeze Double Unit 


AWARDED DETROIT PLANT 
Cartridge cases, airplane nose and tail gun turrets, blood 
desiccating units and industrial freezing equipment are 
among the war products that Motor Products Corporation 
is proud to be making to speed the day of victory. 
, PRI coy > PropyvctS CORPORATION 


TRADE MARK REG U.S. PAT. OF 


Division: Dept. EM-7, 2301 Davis St., North Chicago, Iill. 
ONLY MOTOR PRODUCTS CAN MAKE A “DEEPFREEZE” ata Devel, Micha Conedion Plants Welherdie Ont. 





LECTRICAL MERCHANDISING—JULY, 1945 PAGE 93 








etn & s 






oe LITT 


en ud 





YOUR CUSTOMERS 







} A Heavy Barrage of National Advertising is Building 
Future Customers and Sales for eM ~ Dealers. 

wee. 
wee ODS We haven’t allowed even the absent-minded 


tibanae 4 professors to forget ~+M~! 


For ~%M~ has been backed with consistent, 
hard-hitting national advertising month after 
month, year after year, even though ~%M~ 
appliances have not been available. 


— ae The result: more people today than ever 
: it before recognize the ~*%M~ trademark as a 
symbol of outstanding quality, dependability 

and value. 


The customers ~%M~ advertising is building 
today, mean greater sales and profits for 
you tomorrow! 


Another reason why ~*%#M ~ is the profi 
line! . 


A 





President 
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~~ 








ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE!. 
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130 MILLION EYE-CATCHING ADVERTISEMENTS : ! ; 
ARE SELLING YOUR CUSTOMERS THE-HEM~LINE! 











KNAPP-MONARCH COMPANY 


ST. LOUIS 16, MISSOURI, U.S. A. 






BUY ANOTHER WAR BOND TODAY! 
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- PROFIT PROVEDTE BACKED BY 20 YEARS EXPERI E RS 
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These sell-on-sight Features 
found only on 


VOSS WASHERS 











Suds Float As everyone knows, rich, clean 
soapsuds float on and at the water level—they 
are the agent that loosens and removes dirt. 


Clothes Float Unless they are forced to 
the bottom, clothes will float in agitated water. 
In Voss “Suds Washing,” it is natural for them 
to float in the suds. 


The Voss Agitator Floats Voss Patent- 


ed Floating Agitator floats at the water’s surface 
—regardless of amount of water in tub. It 
operates where suds and clothes meet, washing 
the clothes in clean suds. 


Dirt goes down out of the clothes 
Other Voss “Features 


VOSS ELECTRO-SAFE WRINGER — Only Voss has this safest of all patented 
wringers. Unsafe wringers ate a menace to whoever operates them — 4 
detriment to the industry and the dealer who sells them. Voss “Electro-Safe 
Wringers (The World’s Safest). 


AUTO-TYPE TRANSMISSION — Only 4 moving parts mean sim le opera- 
tion and efficiency. Practically trouble free, this engineered is 
time tested. Women want VOSS for freedom from 
trouble! 



















FRANCHISES Voss Distributors will, of course, 
protect all present authorized dealers. However, 
there may be a Franchise available in your locality. 
ws SAFEST Wp, Ask us for name of your distributor. Act now! 


\S 4, Get f - rofits! 
| = < o Ss F ready for post-war p 


fines VOSS BROS. 
MFG. CO. 


by, e? 
| ASHE” DAVENPORT, IOWA 


69 YEARS OF EXCLUSIVE WASHER BUILDING EXPERIENCE 
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What Do YOU Think? 


Utah Power & Light Co. laid out their 
appliance sales program in a booklet to 
dealers and then asked them for their 
personal opinion on each phase of the plan 


ECENTLY mailed to all electri- 
R cal dealers in the territory 
served by the Utah Power and 
Light Co. and The Western Colorado 
Power Co. is a booklet summarizing 
the sales program which the two utili- 
ties have tentatively adopted as an 
effective means of aiding dealers to 
sell in the active market which will 
be open to them when electrical appli- 
ances are once more available. 
Each general heading of the pro- 
gram is presented on one page of the 
booklet, with a space left at the bottom 


| for comment. “What do you think?”, 


| off the type of 


the dealer is asked, followed by a re- 
quest to jot down his frank opinions 
and comments. He is not asked to sign 
the statements, but is asked to check 
store he operates, 


| whether electric appliance, drug store, 
| department store, hardware store, con- 
_ tractor-dealer, novelty store, lumber 
| yard, jewelry store or other type of 


establishment, and his address. A 
return postage free envelope is en- 


| closed for the reply. 





Expanded Sales Plans 


The program as outlined calls for 
greatly extended sales activities on the 
part of the utility, which will involve 
the expenditure of about $1,000 per day 
during the first prewar year. The com- 
pany slogan of “Better Living Elec- 
trically” is to be continued as a general 
theme for promotions, supplemented by 
two others—“Better Business Elec- 
trically” and “Better Farming Elec- 
trically.” The company believes that 
the slogans express the underlying de- 
sire of the customer for greater comfort 
and convenience and also finds that this 
theme has the advantage of lending 
itself to advertising even before appli- 
ance production is resumed. Dealers 
are asked whether they think the slogan 
presents an effective appeal to their 
prospective customers, or if they think 
some other slogan better, to suggest 


| what they have in mind. 


The two power companies plan to 
sell no merchandise themselves. All 
of their efforts are to be devoted to 
securing new customers and develop- 
ing the increased use of electric service 
by present customers. Advertising and 
field work will promote “use” and sell 
advantages. The dealer is asked 
whether he is in favor of this “through- 
the-dealer” plan of merchandising, or 
whether he thinks certain items should 
be sold by the power company and if 
so, what and why. 


Sales Personnel Increased 


The sales personnel of the two utili- 
ties is to be increased to about 80 in 
number, practically double its present 
strength. To the present supervisory 
staff of salesmanager, advertising and 
sales promotion and residential, com- 


SULY, 1945—ELECTRICAL MERCHANDISING 


mercial and industrial sales specialists 
are to be added a farm specialist, a 
home service director and a sales train- 
ing director. There will be six division 
sales managers and 16 residential sales- 
men throughout the territory, whose 
duty it will be to work closely with 
dealers in promoting increased sales of 
electrical appliances. Part of their 
time will be devoted to the promotion 
among residential customers of ade- 
quate wiring, lighting, stokers and 
other special equipment or services as 
this seems advisable. There will be 12 
home service women in the field who 
will conduct group demonstrations, 
contact home economics teachers in 
the schools and make calls on custom- 
ers when requested to do so by dealers, 
customers or the company. Six farm 
specialists and 22 commercial and in- 
dustrial salesmen will take care of their 
special fields. Dealers are asked if they 
will take full advantage of this in- 
creased sales assistance and also if they 
desire utility help in training their own 
sales people. They are asked for spe- 
cific suggestions as to ways of making 
the work of the power company’s sales 
force more helpful. 

From surveys which it has made 
locally, the power companies feel that 
they know rather accurately what the 
potential post-war market will be for 
electrical appliances. They believe 
there is a minimum yearly market in 
this territory for 10,000 electric refrig- 
erators, 7,000 electric ranges, 10,000 
washing machines, 7,000 vacuum 
cleaners, and so on through the entire 
line of present equipment, not to men- 
tion the demand for new items. 


Sales Leads for Dealers 


Realizing that many customers will 
still come to the power company to 
purchase equipment and also that many 
prospects will be developed by the pro- 
motional activities which will be under- 
taken by the field staff, the utility is 
faced with the problem of distributing 
these leads equitably among dealers. 
Possible methods suggested are (1) 
to give leads to just one dealer at a 
time in rotation, or (2) to give leads to 
two or three or more dealers all at the 
same time and to let them compete for 
the business. Dealers are asked to 
state frankly which of these plans they 
prefer, or whether they have any other 
method to suggest which seems more 
equitable to them. The final policy 
adopted will be based upon the opinion 
of the majority of dealers reporting. 

The greatly increased sales activity 
planned by the companies calls ior 
home calls on customers at the request 
of customers, dealers or power com- 
pany, sales floor demonstrations, assist- 
ance in explaining rates as applied to 
the cost of electric appliance operation, 

(Continued on page 98) 
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Investigate... 


MICRO SWITCH 


‘Temp Cop 


Temp Cop—the versatile thermostatic contactor employing 
the famous Micro Switch snap-action principle—has proved 
outstandingly efficient in applications demanding closest 
trouble-free control of temperature and current, within 
predetermined limits, in a wide range of electrical apparatus. 


It automatically operates warning signals when tempera- 
tures reach high or low limits, and furnishes protection 
against excessive currents. Automatic reverse action, too, 
is provided. 


Temp Cop's thermostatic bimetal elements are mounted onto 
a rigid ceramic block; different elements can be selected to 
cover proper range of response to temperature or current 
variations demanded by specific applications. The entire 
unit, although small as your thumb, is rugged and durable 
... best of all, it is thoroughly dependable. 


It will pay you to find out how Temp Cop can meet your 
present or planned needs for current and for temperature 
control. Write Micro Switch today for details. 


First Industrial Corp oration 


MICRC 
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What Do You Think? 





assistance in training dealers’ sales 


personnel on lighting and on the care 


| and use of appliances, and public dem- 


onstrations of electric appliances. Deal- 
ers are asked whether or not they 
believe this home service work is worth 
while in helping to stimulate the sale of 
appliances and whether or not they 
have suggestions as to additional activ- 
ities which the home service depart- 
ment of the power company might 
render. 

About 76 percent of the farms in 
this territory are already served by 
electricity and the power company 
have adopted a liberal policy in re- 
spect to the extension of lines. They 
plan an intensive cultivation of this 
farm market which will include the 
assignment of one member of the gen- 
eral sales staff to the work of planning, 
contacting farm organizations and sup- 
ervising the work of field contact men. 
The dealer is asked for specific ideas 
on how to promote the sale of electric 
appliances and equipment to the farm 
market. 


Appliance Repair 


Before the war, the power compan- 
ies in this territory had to a great 
extent assumed the burden of appliance 
repair work, particularly in outlying 
districts where few dealers were avail- 
able to meet the customer’s need. The 
growth of appliance use and the war- 
time demands for service have brought 
many dealers into the picture who were 
not formerly in this field. This the 
power company has encouraged in 
every way possible. In cooperation 
with some of the jobbers and manufac- 
turers they have assisted in conducting 
training classes for appliance service- 
men, a program which they plan to 
continue. The dealer is asked whether 
or not he has a service department in 
his store at the present time, whether 
he believes such a service department 
would be helpful in building sales, 
whether he thinks it could pay its own 
way and whether or not he would like 
to see training classes organized. He 
is asked for specific suggestions as to 
how the utilities might aid in helpng 
him set up a service department in 
his store. A 

In the past the Utah Power & Light 
Co. and the Western Colorado Power 
Co. have permitted dealers to display 
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electric appliances On the utilities’ sales 
floors and windows. They plan to 
continue this policy insofar as space 
in their various offices permits upon 
request from dealers during campaigns 
or “drives” on particular electric ap- 
pliances. 

The dealer is asked if he would be 
interested in such an offer, whether or 
not he believes that general displays of 
such appliances, with no dealer’s name 
shown, would be helpful in stimulating 
sales, and is asked for comments or 
suggestions on the whole idea. 


Advertising Program 


In the field of advertising, the com- 
panies announce their intention of 
stressing low-cost electricity as a sales 
appeal. Dealers are asked whether 
they plan to use this argument in their 
approach to customers and for specific 
ideas which might aid in promoting the 
sale of electric appliances by use of 
this argument. 

Throughout the war period advertis- 
ing has been carried on for the three 
main purposes of aiding the war effort, 
of maintaining the public consciousness 
of the value and of the low cost of elec- 
tric service and of its importance in 
speeding production, and of instructing 
users in the proper care of the appli- 
ances they own. When appliances are 
again available, advertising will again 
become promotional in character, tying 
in with the work of the field workers 
and with the sales activities of dealers. 
Most of the messages will carry the 
reminder to “buy electrical appliances 
from your dealer”. Newspapers, radio, 
outdoor billboards and posters, direct- 
mail and handout pieces, store and 
window displays are all to be used in 
this program. The two companies 
carry about 70,000 column-inches of 
advertising per year in 62 newspapers 
reaching a total circulation of 265,000. 
Folders, booklets, window and store 
display material will be available for 
the use of dealers from time to time. 
A customer house organ will be used 
as a promotional medium. In addition, 
car cards in buses and street cars and 
advertisements in selected intermoun- 
tain periodicals and miscellaneous 
publications will supplement the other 

activities. Total advertising outlay 
for post-war promotion has been set 
at about $10,000 per month. 











“IF YOU LAY OUT YOUR 


JULY, 











1945—ELECTRICAL 





LAUNDRY ON 
THE IRONING RUNWAY, I'LL RUN OVER IT" 


MERCHANDISING 











us 
ier 
ay 
set 


NG 








ELECTRICAL MERCHANDISING—JULY, 1945 


Buy Bonds 
and 
HoldThem/ 


























re gla 
% as < t 
re ey 


AND PART AND PARCEL OF IT IS 


JOHNSO RUBBER 


PARTS 


The maintenance department of any household centers in and around 
the kitchen, where the finest home appliances the world has ever known 
are housed; refrigerators, stoves, home freezers, vacuum cleaners, wash- 
ing machines, ironers, etc. ¢ Many of these appliance manufacturers 
know from experience that Johnson rubber parts have had a hand in 
not only boosting the performance and efficiency of their appliances, 
but also dressing them up to the point where they actually increased 
the sales volume. @ For instance, Johnson does a right smart job of 
producing two color rubber which in the form of a gasket dresses up a 
refrigerator, an ironer, a vacuum cleaner, and what housewife doesn't 
welcome color in her kitchen. Yes, and our two hardness extrusions 
on refrigerator door gaskets will do away with the customary sloppy 
“snake” effect of a wobbly gasket. © We've got ideas and our engineers 
have had a lot of experience in the appliance field, they know how, 
when, and where to put rubber parts to work advantageously. 
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The modern advantages of electric ranges 
are pre-sold in advertisements appear- 
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15,603,525 readers 
with money to buy! 























Yes, that’s the 
simply t . — “ey t0 do ht Yeu Grime, no 
forget re mest in te conk and then ' a files om cooking utensils, 
a ause modern electric r, jai OF curtains, when you cook 
are 50 amazingly . anges 
Uniform cook 
1g results is another 
advant, Brand 
' of this truly modern way of cook. 


As son 25 possible, W, . 
agin prod Electris estinghouse will 


Tone ia: 


Westinghouse Electric Ranges 


sete Charter Themes, 
Sunday 230 E9T. NaC, How Tol Medoas, Mon. Tors, Fel, Brenings, ti, 
Scome 


1945—ELECTRICAL MERCHANDISING 





LECTRI 





Full page, full color advertisements in 7 big circulation magazines clinch postwar 
Electric Range and Refrigerator Sales for Westinghouse Retailers 


Bright futures, rich in sales possibilities, are in store for peak sales for Westinghouse ranges and refrigerators. 
Westinghouse full line retailers! Planning has shifted into Think of the selling power generated by advertisements 
action. Starting now you'll see more and more evidence like these going into millions of homes through 7 big 
that Westinghouse is out to make each product a leader— magazines. Full pages in full color assure readership. 
sales-wise as well as product-wise. Strong, believable copy sells with a sizzle. ’ 

Westinghouse engineers and designers will continue These campaigns are just the first change-overs from 
to develop products that are pacemakers. The 30 million postwar planning. They'll be followed by more hard- 
pre-war Westinghouse appliances are your promise that hitting programs that will activate sales for Westinghouse 
you will have even finer ones to sell. full line retailers. Keep your eye on Westinghouse. And 

Now comes consistent advertising action to stimulate ask your near-by Westinghouse Appliance Distributor for 
consumer demand in mighty volume... . the forerunner of the complete story of the Full Line Franchise. 


7 


WESTINGHOUSE ELECTRIC CORPORATION ° APPLIANCE DIVISION . MANSFIELD, OHIO 
Plants in 25 Cities. . . Offices Everywhere 


This is the first of 5 big dominant consumer programs by Westinghouse 
Watch for more news of concerted Advertising Action! 


Westinghouse 


Tune in John Charles Thomas, Sunday 2:30 EWT., N.B.C._* Hear Ted Malone Monday through Friday 11:45 A.M., EWT., Blue Network 


: A ribet. s 
* | | Jae | 
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There’s a 


LYON 


KITCHEN CABINET 
COMBINATION 


for Every Kind of Kitchen 
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| 
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to 


For 45 years, Lyon has been an 
acknowledged leader in sheet metal fabrication and 
effective marketing methods. Guided by this exper- 
ience, Lyon has developed a line of sectional Stee! 
Kitchen Cabinets combining the following all-im- 
portant features needed to assure for you a profitable 
share of this big post-war market: 1. Designed by 
Harvey Knuth, one of America’s foremost designers 
of distinctive Kitchen Cabinets. 2. Generous dis- 
count from list prices. 3. Beauty and durability... 
an “engineered” line. 4. A compact, packaged line, 
easy to price and sell. 5. Minimum stock require- 
ments to meet a wide range of kitchens and pocket 
books. 6. Simplicity in layout and construction which 
assures speed and ease of installation. 7. Exclusive 
improvements which will help sell this line . 
Write today for FREE folder describing Lyon Kitchen 
Cabinets, showing how you can establish yourself as 
a leading source for cabinets that make possible the 
“dream kitchens” women everywhere demand. 


LYON METAL PRODUCTS, INCORPORATED 
721 Monroe Avenue, Aurora, Illinois 
Branches and Dealers in All Principal Cities 





Use No Hooks! 





give it the works—and see how it 
stands up.” 

Which, of course, is the way vou 
want it, for you know that Joe him- 
self must be sold on your product be- 
fore he can do a good job of selling it 
to others. Moreover, if it isn’t a pro- 
duct Joe wants to sell, it isn’t one you 
want to have sold over your name. 

Does the average returnee have any 
mental quirks that will bear watching ? 

There are a few. How important 
they are I leave to the reader. 

One apparently popular conception 
that should be kicked in the teeth at the 
outset is that which represents the re- 
turned soldier as a bundle of nerves— 
a package of human HE that is apt 
to let go and rearrange the landscape 
if not handled with extraordinary care. 

To my mind, nothing could be more 
ridiculous. There are a few, of course, 
whose brains have been scrambled and 
who will require a certain period of 
time for readjustment. In the main, 
however, the average returnee will be 
even more stable emotionally than 
when he went away. He has had to 
put up with a lot in this war, and he has 
been toughened by it rather than weak- 
ened. He has been subjected to more 
mental stresses and strains than bear 
upon most mortals in a lifetime, and 
has has come out of it with a mental 
flexibility that is beyond the compre- 
hension of anyone who has stayed at 
home. 


Veterans Are Skeptics 


So, if he blows his top, it will be not 
because he has been’ improperly 
“handled.” but because he has been 
“handled” at all. 

One quirk which most veterans—in 
fact, I will say ALL veterans—will 
bring home is an extreme and dogged 
skepticism. Actually, there is no single 
word that properly labels this attitude. 
It is a compound of a constant mistrust 
of things as they appear to be; of a 





The average returnee has had to 

ut up with a lot in this war, and 
fe has been toughened by it rather 
than weakened. So, if he blows his 
top, it will be because he has been 
improperly handled. 
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nagging conviction that all the worl’; 
against him and is only Waiting « 
hang something on him; of a dec)- 
seated belief that “Army brass” orders 
him to do so many silly things just 
to see him dance at the end of th 
string. In short, he doesn’t believe 
anything until it has been turned insi: 
out and picked to little pieces, and even 
then he has his mental reservations. 

Bill Mauldin has captured thi: 
attitude in his cartoons. of doughfoots 
far better than any writer ever will 
be able to in so many words. 


How They Got That Way 


Explaining how this skepticism has 
come about is no easy task, particu- 
larly when the explanation is directed 
at civilians. It is the result of having 
been commanded to do without ex- 
planation an endless number of things 
which, on the surface, appeared ridicu- 
lous. It is the result of having had to 
learn scores of new plans and tactics 
which, no sooner than they were 
learned, were countermanded. It is the 
result of having been the butt and 
human proving ground of every new 
idea Army brass could think of—and 
there have been plenty in building an 
Armed Force of more than 11,000,000 
men almost overnight. 

More responsible for this skepticism, 
however, is every soldier’s knowledge 
that his stack of chips in the game of 
war is his life, or some portion thereof. 
With this the case, it is only natural 
and to be expected that mistrust has 
been ingrained in him. It is only 
natural that he has examined each new 
thing with a jaundiced eye, whether it 
be a tangible piece of equipment or an 
intangible tactic, and has not accepted 
it until after circling and sniffing it 
many times in the manner of a dog ex- 
amining a bedding down place. On 
more than one occasion he has seen 
his more impetuous buddies go for new 


(Continued on page 104) 
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Warwick MANUFACTURING CoRPORATION 


4640-50 W HARRISON STREET TELEPHONE ESTEBROOK 2727 


RADIO 


CHICAGO 44. ILLINOIS 


Production is my responsibility. | believe every CLARION dealer 
will be interested to know what we have done to be ready for-your 
orders when we are allowed to make civilian radios again. 


First, let me tell you briefly about our production organization. The 
war has given us broad experience in new manufacturing methods. 
We have acquired new skills . . . new techniques : . . new test pro- 
cedures... . all of which will be readily recognizable in finer CLARION 
receivers. For example, our “battleship type” construction will 
find its way into our peacetime products. In the strictest sense of 
the word the new CLARION will be “‘built to take it.” 


The next point | believe every CLARION dealer is interested in is 
the fact that our personnel has developed into a seasoned hard- 
hitting organization. This means that no untried, unproven pro- 
duction methods or techniques will be necessary. There will be 
no need for production experiments. 


The third and final point | want to make to you is that we enjoy 
excellent relations with our suppliers, our employees and with the 
other divisions of our organization. Put in another way—ours is 
“a happy family.” 


All of these things together have but one meaning to you. CLARION 
will be a good radio—staunchly built—priced right for ready sale. 





Sincerely yours, 
WARWICK MFG. CORP. 


OF, Hott 
Gordon G. Brittan 
Vice President 


OF PROVED PERFORMANCE 
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MAIL COUPON NOW FOR NAME. 
OF YOUR NEAREST DISTRIBUTOR. 





p-----------== 


No obligation. 


FIRM NAME 


1825 NORTH MONITOR AVENUE + CHICAGO 39, ILLINOIS 


Gentlemen: please send me name and address of nearest TK distributor. 


RE AVAILABLE NOW TO 
FIT ANY ELECTRIC RANGE 


When your customer— Mrs. House- 
wife —calls and says, “Supper's on 
the stove but nothin's cookin’”’—it's 
time for you to replace the burned 
out unit with a TK replacement unit 
assuring long life, economy and 
trouble proof operation. Every TK 
replacement means a loyal friend 
for your firm. 
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things before first giving them a 
through combing out—and has seen 
crosses erected to mark the spot where 
they fell. 

He has learned from bitter experi- 
ence that skepticism is the most effec- 
tive defensive weapon in his personal 
arsenal and that the more it is prac- 
ticed, the greater are his chances of 
being a live hero. 

And how are you affected by this 
skepticism which the average returned 
soldier will be a long time in losing? 


Will Be Hard to Sell 


For one thing, you’ll have to sell him 
and sell him hard to persuade him to 
use any new sales plan or tool you 
place in his hands—and then give him 
plenty of time for sniffing around and 
assuring himself over and over again 
that he won’t stick his sales neck out 
by using it. 

For example: ? 

You have a returned soldier by the 
name of Hank Martin on your sales 
force. Hank is producing for you. He 
is doing everything you tell him to do 
(beg pardon—suggest that he does) 
and is getting good results. 

Then along comes a new portfolio 
the factory has just gotten out. It is 
printed in four colors on slick paper 
and looks prettier than a Christmas 
card in July. The other boys on your 
sales force go for it immediately and 
sing its praises to high heaven almost 
before they’ve cracked the covers. 

But not Hank. He picks it up gin- 
gerly by one corner and gives it a 
thorough combing. He studies all the 


| words and pictures and then lays it 
| aside. 


He says to himself, “I’m getting 
along pretty well as it is. I'll just 


| wait a while before using this gimmick 
| and see what the other boys are able 


to do with it.” 

And he does. 

A little later when Hank has had 
several good reports on the new port- 
folio, he’ll take it along with him on 
a push-over sale and try it out. He'll 
do this on several sales, ready to ditch 
the thing immediately if he sees that 
it is having an adverse effect. Then, 
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when its worth has been thoroughly 
proved by the successful conclusion of 
a series of tough sales, he’ll make it a 
regular gun in his sales arsenal—and 
all hell wouldn’t be able to pry it loose 
from him. 

But may the Saints have pity on you 
if you try to hurry him—and may they 
have equal pity on you if the portfolio 
fails to live up to its billing. If the 
latter occurs, he’ll drop it like a hot 
potato—and he'll be more cautious 
than ever the next time you toss him a 
world-beater and ask him to use it. 


Will Avoid Direct Orders 


Another quirk most returnees will 
bring home with them is instant, red- 
eyed rebellion against anything that 
smacks of being a direct, no-argument 
order. In fact, if you want a scrap on 
your hands, the quickest way to get 
one will be to tell a veteran that he has 
got to do a thing or else. It will be 
the “else” every time—with trimmings. 

Most Americans are so constituted 
that a direct order is somewhat of a 
slap in the face. Yet, in times of war, 
there is no alternative to a system 
whereby those of greater rank are 
able to order or command those of 
lesser rank. Speed and efficiency de- 
mand such a system—conducting a 
military operation on a “will you, if 
you please” basis would be unthinkable. 

But still an order rankles, no matter 
how great the necessity or desirable 
the end, and Joe has had this particular 
thorn in his side for what has seemed 
like ten thousand years. He has been 
mighty glad to get rid of it along with 
his Army uniform and definitely is not 
going to go for anyone trying to push 
him around with orders and com- 
mands. Should you try it, more likely 
than not he will select a number of 
choice words from his extensive Army 
vocabulary and ask you how you get 
that way when you haven’t a thing 
more on your sleeve than he has on 
his. Following which you'll find your- 
self looking for another salesman. 

In short, it is the diplomatic “may ! 
suggest” or “this will help you close 
more sales” approach that will get the 

(Continued on page 106) 
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; AMERICA’S STRENGTH IN WAR AND PEACE—-THE PARTNERSHIP OF MAN AND WOMAN 


HE gets supplies by paper parachute 





SHE helps provide the paper 


APER parachutes, dropped from 

planes, carry vital supplies to men 
in advanced positions. This is only one 
of the 700,000 military needs for which 
paper is used. 


Women help provide this paper by 
salvaging every scrap of household 
paper, as well as newspapers and maga- 
zines. They delve into attics and cellars 
for accumulations of dormant paper 
such as old periodicals and discarded 
books. 


As purchasing agents for the home, 


. women help, too, by conserving paper 


ELECTRICAL MERCHANDISING—JULY, 


—by carrying home many items un- 
wrapped, eliminating the need for pre- 
cious paper bags and wrappings. 


They know that paper is America’s 
No. 1 War Material Shortage. 


McCall’s a Powerful 
Influence in 3,500,000 Homes 


Paper salvage is only one of the many 
forms of cooperation with the war effort 
to which McCall’s Magazine is condi- 
tioning its readers. In war as in peace, 
women in 3,500,000 homes look to this 


magazine for inspiration and guidance. 


1945 


(Magazines use only 4% of all paper 
and much of that is salvaged for re-use. 
McCall Corporation, along with other 
publishers, has instituted practices 
which are saving thousands of tons of 
paper. Because there are not enough 
McCall’s to go around, readers help, too, 
by sharing their copies with friends. ) 
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THREE MAGAZINES IN ONE 
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Above: Link-Belt “Challenger” 30-50 
lbs. per hour coal feed capacity, Bitumi- 
nous Bin-Fed Model. Link-Belt builds 
both Bituminous and Anthracite Stokers. 





Distributors and Dealers Act NOW! 


Investigate the Profitable 
Stoker Sales Franchise that 


LINK-BELT has to Offer 


RETURN THE COUPON BELOW 





A COMPLETE LINE UP TO 1200 LBS. PER HOUR COAL FEED CAPACITY 


LINK{@}BELT 


a. wy 
AUTOMATIC COAL STOKERS 


ve vial 
KNW WY Wy 





Anthracite Bin-Fed Model 





LINK BELT COMPANY Stoker Division, 2410 W. |8th St., Chicago 8, Ill. 76 
| am interested in the Link-Belt Stoker Sales Franchise. 
NAME 


ADDRESS 














Use No Hooks! 
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desired response from the returned 
soldier—just as it does from anyone, 
for that matter. 


Hate Training Programs 


One last thing to watch out for in 
the average returnee is his great weari- 
ness with training programs. To put 
it plainly, he is so sick of them he 
could roll up his sleeves and cry. He 
was dragged through (forcibly) a 
dozen different programs during his 
basic training period. Others were 
hung on him during advanced training. 
And during the period of his active 
usefulness either on the firing line or 
immediately to the rear thereof, he had 
still others snapping at his heels in an 
endless procession. They were good 
programs—make no mistake about 
that. And they served a useful and 
necessary purpose. But they were 
training programs, nevertheless, and 
there were a lot of them—and today his 
worst dreams are featured by a mont- 
age of lecturers, blackboards and slide 
films. 

As full of ambition as he will be 
when he returns home, he will want 
to do everything he can to prepare him- 
self for his selling job and will string 
along with you on your training pro- 
gram in practically every case. But 
the point is: Heaven help you if your 
training program isn’t up to snuff— 
if it wastes his time instead of doing 


him the good you promised it would. 
« « * * 


- Will Win Sales Battles 


This is a thumbnail of the returnee 
as I see him—the prospective salesman 
who will be dropping in to see you one 
of these days soon. 

I think employers will find him a 
very sober and solid individual. Home 
is what he has been fighting for all 
these many years. It is going to be 
good to him to be home, to take up his 
life where he left off, to begin building 
toward the future he has planned so 
long. 

He will be intensely earnest about 
wanting to make good and will work 
and respond to suggestion like no sales- 
man you have ever had before. 

Before coming with you he will ex- 
amine your product and your proposi- 
tion with all the intentness he has 
learned to examine the enemy during 
his years of waging war. But once he 
has accepted them, nothing will be able 
to swerve him from his conviction that 
they are the world’s best. 

He will be bursting with the kind of 
health and energy that can come only 
from living the sort of life lived in the 
Army. 

He will have a genuine love for and 
understanding of his fellow man, 
taught him by years of living at close 
quarters with millions of others just 
like himself. 

All in all, you couldn’t want for a 
better soldier to help you win your 
sales battles of the post-war years. 
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Simerican Beau 


the Hand of Experience 


Women who have used American Beauty 


Electric Irons over a long period of years 


know their dependability. 


As improved conditions permit increased 
production for civilian use, American 
Beauty Electric Irons will again be made 


available for many who are now without. 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 
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This Store Is Selling Appliances 





appliances in the home. We do a com- 
plete home overhaul on a Beadix 
washer, for example, in the home. That 
means a transformer job, tub seal and 
bearings, in fact about everything ex- 
cept a motor rewind or a complete re- 
build. We don’t have a separate truck 
driver and couldn’t handle the same 
volume any other way. Art Taylor, 
here, takes care of most of that kind of 
work during daytime hours. Four 
nights a week we stay in the store until 
11 clearing the appliances left here 
by customers. 

“Half the repairs on small stuff, both 
radios and appliances, are made at the 
counter while the customer waits. I 
don’t see any point in digging into a 
radio or taking an iron apart to see 
what’s wrong with it so I can tell the 
customer how much the job will cost— 
and then lay it aside until later. While 
I have the thing all apart, know exactly 
what’s needed to fix it, have the tools 
in my hand and figure I can finish the 
job in a few minutes, I hold the cus- 
tomer and complete the work. It 
nearly doubles my volume on those 
items. It reduces ticket data work, 
eliminates a lot of hunting later and 
saves a customer an _ unnecessary 
second trip. I’ll concede, without any 
argument at all, the advantages of hav- 
ing the customer return for an appli- 
ance repair pick-up in normal times, 
but not during this present mad rush. 
Instead, I now talk to them while I’m 
working and try to get a line on their 
appliance needs for post-war. 

“From 15 to 20 small radios come in 
a day. James Bowman, the high school 
youngster, repairs about 10 a day, most 
of them after I’ve laid out the work for 
him. Our average charge on a small 
set, we find, is $5.40. Big sets run 
proportionately higher. Every now and 
then one of the local hospitals sends us 
20 or more at one clip. That really 
puts the pressure on Jim and me. 

“On small appliance repairs we seem 
to have a terrific number of $1.50 
charges. We carry two display ads in 
the classified section of the phone book; 
one on radio repairs and the other on 


CONTINUED FROM PAGE 4! 





washer service. Unless I could locate 
more manpower, I wouldn’t dare to in- 
crease our advertising.” 


Post-War Plans Ambitious 


These two activities are considere‘ 
by the partners in this firm, howeve 
as “merely marking time” until volun 
deliveries of new radios and new appli 
ances again reach retail outlets. They 
are preparing now for the time wher 
aggressive selling again becomes th: 
order of the day. 

They made their first move in thi 
direction last fall when they signed a 
lease for an ultra-modern building 
squarely centered in the swankiest 
shopping section of town, where rent 
als generally aren't easy to swing 
Next came the plans for a store layout 
which could be realized at a minimum 
of cost and yet would compare favor- 
ably with any post-war store arrange- 
ment worked out by competitors. To- 
day, the store layout, as planned, is 
nearly completed. It already has at- 
tracted considerable commendation 
from distributors, dealers and consum- 
ers in the area. 

Before checking into the special 
features and details of this store lay- 
out, meet the management of this 
young, progressive firm. Paul Will- 
man, president, is a capable serviceman 
in home radio, small appliance and 
major appliance fields. His father-in- 
law, Harold Z. Carpenter, secretary 
treasurer and currently a semic-silent 
partner in the active phases of the 
business, is a keen salesman. With 37 
vears experience in the electrical busi- 
ness, all the while employed by one 
company in which he now has an inter- 
est, he has worked closely with contrac- 
tors over much of this time and enjoys 
an enviable reputation as a fixture de- 
signer. Incidentally, he also is presi- 
dent of the National Lighting Fixture 
Guild. 

Carpenter is primarily responsible 
for the interior arrangement, a layout 
which attests to his store planning abil- 
ity. After signing a lease on the bare 

(Continued on page 110) 





Taylor spends greater part of most days in homes completing repairs of appliances 


customers can't easily transport to store. 


Four nights a week he works at shop bench 


(partly shown here) on the piles of small appliances at store. 
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The lady has a point. Housewives hold the family purse 
strings, and when they buy, “beauty” as well as usefulness 
influences their decision. With this in mind, the Johnson 
laboratories have created WAX-O-NAMEL —a patented 

finish that successfully combines high-quality enamel with | | 














wax to give unprecedented beauty. 


There’s sales magic for 
your products in the extra beauty 


of a WAX-0-NAMEL finish: 


Only finish of its kind, WAX-O-NAMEL adds a lustrous 
beauty that can be the deciding factor in a sale. WAX-O- 
NAMEL gives extra protection, too . . . against “shopwear” 
and handling. Merchandise finished with WAX-O-NAMEL 
keeps that “showroom” look longer. In your customer's 
home, too, it will resist dirt, clean easier. 

This fall, WAX-O-NAMEL will be merchandised to con- 
sumers in Johnson’s Wax national advertising. Advertise- 
ments will carry a special message telling readers to “Watch 
for WAX-O-NAMEL!”, the patented, wax-impregnated 
enamel that will soon be available on the home equipment 
they buy. 


WAX-O-NAMEL labels and tags will help sell 


Teamed with an accepted brand name, WAX-O-NAMEL 
labels and tags can add sales impetus — make the product 
more appealing to your customers, because they have con- 
fidence in the Johnson name. A successful prewar finish, 
WAX-O-NAMEL is easily applied to any surface 
suitable for ordinary enamel. Though not available 


at present, now is the time to get the complete 
WAX-O-NAMEL story. Fill out and mail the coupon today! 






— ee ee ee ee ee ee ee ee ee ee ee 
S.C. JOHNSON & SON, Inc., Dept. EM-75 
Product Finishes Department, Racine, Wis 


Gentlemen: If WAX-O-NAMEL can help me, I'm interested. Please send “What's 
Ahead in Product Finishe 





s”’ brochure. 





Name 
Addré ss 
Company Name 


Product 
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Quctlion! 


Q. What appliances will open brand new markets ? 
A. Those providing comfort all year ‘round. 


n the postwar building program 
there will be a tremendous new demand 
and a steadily growing market for evapo- 
rative air coolers, forced air heating and 
ventilating appliances that will provide 
comfort all year ‘round — at home and 
work. 

Distributors and dealers who handle 
the UTILITY line will have a complete 
range of proven appliances, for profitable 
sales all through the year. Now is a good 
time to investigate the market possibilities 
of UTILITY equipment, when it again be- 
comes available for civilian distribution. 


WLITh .. 


Corporation 


ngeles Ni, Calif. 


Formerly Utility — 


435i S. Alameda St., Los A 





This Store Is Selling Appliances 





store, the partners completed the in- 
side work, including lighting, floor 
coverings, window and wall fixtures, 
painting and decoration, and outside 
sign at a total cost of $1,500. 


High-Income Prospects 


White Plains, about 25 miles from 

idtown New York City, is a com- 
munity of some 45,000 population in- 
cluding a high percentage of white 
collar employees and executive type 
businessmen. Willman’s fronts on the 
city’s main shopping street, with the 
entrance in the right front corner of 
the building nearer the center of the 
block. The store’s stone front sweeps 
gracefully around a street corner in a 
pleasing curve, merging into the side- 
wall of the building running along the 
side street. The store is 30-ft. wide and 
90-ft. deep. 

Inside the store, at the left upon 
entering, a platform runs the full 
length of the windows, across half the 
front of the floor and down the left 
side, for about 50-ft. in all. This dis- 
play platform, 16 inches high and ap- 
proximately flush with the bottom of 
the windows, virtually places the whole 
interior of the store right out on the 
sidewalk. Merchandise displayed there 
can be seen equally as well from the 
inside as the outside of the store while 
passing shoppers also easily can see 
over these window displays to all other 
merchandise carried on the center of 
the sales floor or in cases along the 
wall on the right side of the store. 

Although but 30-ft. wide the store 
does not appear the least bit cramped 
or narrow for its 90-ft. of depth. 
rhis is particularly true of the fore- 
part of the sales floor. Carpenter’s 
careful attention to painting and floor 
covering specifications effectively de- 
ceives the casual eye with an impres- 
sion of increased width and reduced 
depth, 


Paint Creates Effect 


The ceiling, moderately high, is 
painted in a light tint which flows 
smoothly down the right sidewall with- 
out a break; wall cases carry this same 
tint. Thus when looking around the 
store no sharp line of demarcation hits 
your eye. This holds true back to the 
location of the cashier and wrapping 
counter. There a distinct change in 
paint tone breaks the eye along the 
wall or ceiling, consequently reducing 
the apparent depth of the store. 

The same idea is carried out in the 
linoleum floor covering: no breaks in 
it across the store but an abrupt stop 
in a black border at the wrapping 
counter which is located three-quar- 
ters of the way back on the floor. 
Even the grain in the random pattern 
of the linoleum runs crosswise on the 
floor, adding to the illusion. 

In post-war the partition now block- 
ing off the rear of the floor for major 
service work will be pushed farther 
back. The space between the wrap- 
ping counter and the partition now is 


JULY, 


CONTINUED FROM PAGE 108 





used as the office and also gathers the 
inevitable overflow of radio repair 
After it has been increased, this spa 
will be devoted to more import 
things. First on the left side will | 
Willman Laundry display, then a n 
kitchen bending around the left rear 
corner. At the back, in half circular 
form extending across to the righ; 
sidewall, post-war plans call for 
salon where all small radios can lx 
grouped for display and demonstra 
tion. Each of these divisions, Car- 
penter says, will be set off solely by 
contrast in paint and floor covering, 

In a line down the center of the 
ceiling, four combination direct-indi- 
rect luminaires with Holophane con- 
trol lenses, provide general store light 
ing. This row of luminaires is flanked 
on each side by a string of spotlight 
lamps while still another string of 
spots more than amply covers the 
window platform. All of these can be 
swung in any desired direction. With 
this arrangement, Carpenter can single 
out several appliances which may be 
located deep in the store or along the 
far sidewall. Through the use of spots 
played on them from various angles 
he can give them nearly equal promi- 
nence with appliances directly on th 
window platform, thereby making ar 
extra bid for the attention of window 
shoppers. 


Staggered Wall Cases 


The staggered position of the wall 
cases tends to separate one unit fror 
another, making each unit a small de 
partment devoted to one type of ap- 
pliance on which the customer can 
concentrate without having his atten- 
tion pulled away by the adjoining dis- 
plays. When viewed from either end 
of the store or from the window side 
this staggered arrangement also acts as 
a series of eye stops, each unit claiming 
attention while at the same time break- 
ing the length of the wall and thus 
shortening the apparent depth of the 
store. 

Other fixtures still to be added be- 
fore new merchandise starts to roll in 
quantity include three oval floor cases, 
each one double-tiered, for placement 
down the center of the floor. A table 
and circular leather settee will be lo- 
cated in the forepart of the store for 
convenience in talking to customers 
Carpenter abhors cubbyholes in a radi 
and appliance outlet. Under no cir- 
cumstances would he drag a customer 
into a tiny office to write up an order 
or sign a contract. This, he claims, 
produces the wrong mental reaction. 


See $150,000 Volume 


Sizing up post-war prospects, Wiill- 
man says the store will gross $150,()0) 
annually on sales during the first few 
years. Carpenter, more conservative. 
firmly believes $100,000 will be easy. 
He’s not too bearish on an estimate 0! 
$125,000, either. White Plains is the 
county seat. The total trading area 
embraces around 200,000 populatio: 
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Whether your town is large or small, Journal readers use electrical appliances. 
gay call on you for service and electrical needs: for example, in 
O roll 1 
or cases, 
roma Detroit, Mich. (squiain 131500)... Keeping electrical appliances working is keeping the 


A table Grosse Pointe Appliance Service busy. Of 101 recent customers ...... 
ill be lo- G3% said they read the Journal 
store for 


ve : Pawtucket, FP. I. (population 18,008)... While Ousley’s truck delivered repair jobs, we talked 
radi 


a de with 100 women customers .......... f 4% said they read the Journal 
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All over America... customers come in when the Journal comes out 
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"Big Set” Tone in “Compact” Sets \ tones 


In Olympic’s “tru-base”’ system, new electronic 
principles replace— within the electrical circuit — 
the rich bass tones . . . heretofore “‘lost’’ in all but 
large, costly consoles. 


By restoring true resonance to the bass register, 
“tru-base”’ releases “‘ear-balanced”’ realism through- 
out the entire tonal scale. ““Tru-base’’ will be avail- 
able in modestly-priced, brilliantly styled Olympic 
table sets and radio-phonograph combinations. Reg- 
ister your interest by writing to: Olympic Radio & 
Television, 510 Sixth Ave., New York 11, N. Y. =a =eeeeeeeeeweweeewee eee eee = } 
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RADIO & TELEVISION 


DIVISION OF HAMILTON RADIO: CORPORATION | 
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Restrictions Lifted on Appliance Production 


Developments in appliance recon- 
version to the middle of June were 
highlighted by the announcement on 
June 15 of the withdrawal of the 
Order L-18-b, which prohibited the 
production of domestic vacuum clean- 
ers, and the promise by WPB that the 
Order L-98 prohibiting the manufac- 
ture of sewing machines would be 
withdrawn in the near future. 

The WPB representatives said at 
that time that there appeared to be 
no problems of any magnitude relat- 
ing to materials, construction, or com- 
ponents that would impede reconver- 
sion activities in sewing machines and 
vacuum cleaners. Also, the week be- 
fore that date, there was a clarification 
of Order L-6 on washing machine 
production. Subject to approval, 
WPB announced that priorities assist- 
ance will be granted to the extent of 
350,000 washing machines for the 
third quarter program. This number 
does not limit those that might possibly 
be produced. Production in excess of 
the 350,000 will be permitted to the 
extent that materials are available 
without priorities assistance. 


lroners and Dryers 


The original order also applied to 
the control of ironers and dryers. Per- 
mission is now given to further produc- 
tion of these products, but no priori- 
ties assistance will be granted for the 
acquisition of materials, because even 
in the case of washers with priorities, 
materials and components are not ex- 
pected to be in balance for.a consider- 
able period. WPB therefore states 
that home laundry equipment is not ex- 
pected to be available generally even 
on a limited basis until late in 1945. 

One of the chief bottlenecks in 
washer, ironer and dryer production, 
as well as in the refrigerators author- 
ized, is fractional horsepower motors. 
It was announced that in the fourth 
quarter of 1945 production of frac- 
tional horsepower motors may in- 
crease to a total of 800,000 units a 
month—and because of the fact that 
there will be for some time to come a 
large continuing military demand for 
small motors, it is the WPB forecast 
that there is a likelihood for a larger 
civilian demand for small alternating 
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Manufacturers Reconversion Plans 
Getting Under Way, They Report 


current motors than the industry may 
be abe to meet for several years. 


Quotes Assigned 


On June 18 the War Production 
Board announced that quétas for the 
production of 227,000 domestic mechan- 
ical refrigerators have been assigned 
to nine manufactuers under the 265,- 
000 program for July, August, and 
September. The remaining 38,000 
were to be authorized within a week. 

Stanley Adams, ‘director of WPB’s 
consumer durable goods division, told 
a news conference that total authorized 
production during the next three 
months would be about 27 percent of 


manufacturers’ prewar levels of out- 


put. A “goodly portion” of the pro- 
gram will be completed by September. 


He disclosed also that the produc- 
tion of 155,000 washing machines, less 
than half of the third-quarter program 
of 350,000, has been divided among 
thirteen manufacturers. As the full 
program gets underway, Mr. Adams 
said, these producers will be manu- 
facturing washing machines at about 
70 percent of their prewar rate. Quotas 
for the 195,000 machines not yet as- 
signed will be established within two 
weeks, he added. 

Participating in the refrigerator pro- 
gram to date are: Frigidaire, General 
Electric, Kelvinator, Sears-Roebuck, 
Servel, Norge, Westinghouse, Philco, 
and Ranney. 

Washing machine manufacturers as- 
signed quotas are: General Electric, 
Bendix, Maytag, Automatic Washer 








FIRST GLADIRONS AID LOAN DRIVE — The first fifty home electric ironing 
machines off the Thor assembly line were shipped June 8 by air express to as many 
cities to be donated to the 7th War Loan Drive. E. N. Hurley, head of the company, 
predicted it will be at least late July before housewives will be able to buy the 
ironer from a dealer's floor. Assisting in loading are J. M. Pease, vice-president, 
Hurley Machine Division, Electric Household Utilities Corp.; Don MecKiernan, chief 
of Special Events Division, U. S. Treasury; and Owen Nugent, Eastern Manager, Hurley. 
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Company, Dexter Company, Appliance 
Manufacturing Company, Zenith Ma- 
chine Company, One Minute Washer, 
Westinghouse, Norge, and Landers, 
Frary & Clark. 

Mr. Adams said that all refrigera- 
tors manufactured during the third 
quarter will be placed in the stockpile 
from which essential users are granted 
priority in purchasing the new ma- 
chines. When the daily rate of produc- 
tion reaches the rate of distribution, 
he said, all restrictions will be taken 
off. He predicted this would be about 
January 1. 


Reconversion Prospects 


ELectricAL MERCHANDISING quer- 
ied before press time the home laundry 
industry on the prospects for these oro- 


ducts. The outlook is not encourag- 
ing for the third quarter. Only one 
manufacturer—the Hurley Machine 


Division of Electric Household Utili- 
ties Corp—is actually in production 
and shipping both washers and ironers. 
We are reporting below from those 
manufacturers making announcements 
at the present time. 


Apex 


Apex will manufacture a complete 
line of washers, ironers and vacuum 
cleaners similar to the models used 
when civilian production was stopped 
in 1942. These reconversion products 
include several wringer type washers, 
portable and cabinet type ironers, floor, 
hand, and cylinder type vacuum clean- 
ers. 

Extensive plans are underway to 
make the postwar appliance line revo- 
lutionary in design and embodying 
many new mechanical features devel- 
oped during the past few years by the 
Research and Engineering Division of 
Apex. As was recently announced, 
Apex will produce a completely auto- 
matic washing machine, which at the 
present time is undergoing rigid field 
tests and will be available for the post- 
war market. 

No commitments can be made by 
the factory when these reconversion 
models will reach the market. At the 
present time, Apex plants are still 
maintaining heavy war production 
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MAKE EXTRA SALES 
AND PROFITS IN- 
STALLING “A-P”’ 
TEMPERATURE CON- 
TROLS ON OIL-BURN- 
ING SPACE HEATERS 


HERE'S a service you can do for your oil- 
burning space heater customers this sum- 
mer that will help them conserve next 
winter's fuel rations and assure more 
uniform warmth and heating comfort. 


EVERY OIL BURNING SPACE HEATER 


equipped with an “A-P” Model 240 DR or UR Manual 
Control can be quickly and easily fitted with this efficient, 
fuel-saving “A-P’ Thermostatic Temperature Control. 


Here s How 


To this “A-P" Con- 
stant Level Oj 
Control (Standard 
Equipment on Most 
Good Oil - Burning 
Spece Heaters 
Now) 


THEN INSTALL this 
“A-P" Thermostat on 
the wall. The result will 
be COMPLETELY 
AUTOMATIC HEAT 
CONTROL—always uni- 
form and dependable. 


0a Doe Tt 


ADD 


—this “A-P" Elec- 
tric Auto Heat Con- 
version Top. 


Feature 

this “A-P" Temperature Control now 
—for installation a the summer 
months. if means PROFITS for you— 
fuel economy and heating satisfaction 
for your customers, 


AUTOMATIC PRODUCS COMPANY 


2400 North 32nd Street 


Milwaukee 10, Wisconsin 


DEPENDABLE 


Od Controls 





schedules and complete reconversion 
will be postponed or delayed tempor- 
arily until war contracts are lessened 
appreciably. 

Apex Electrical Mfg. Co. 


Automatic 


We hope to be in production by 
fourth quarter of this year. Bottle- 
neck will be material as we have no 
local reconversion problem. 

Automatic Washer Co. 


Barton 


Present indications are that it will 
be August before war contract is com- 
pleted and before all material for wash- 
ing machine production is available. 
Expect to resume shipments of wash- 
ing machines early September. 

The Barton Corp. 


Beam 


There is nothing about our produc- 
tion situation that will be unusual. We 
expect to produce some limited quanti- 
ties in July but they will be just one of 
our prewar models. Anything new 
will come some time later. 

Beam Mig. Co. 


Bendix 


Difficult to tell at this time just 
where we stand on washer production. 
Will be some weeks before we have 
definite facts. However, announcing 
improvements on washer, two new iron- 
ers and dryer to our distributors who 
are assembling at round-table meet- 
ings here at South Bend this month. 
Contemplated production of ironers 
and dryers at present follows home 
laundry production. 

Bendix Home Appliance, Inc. 


Briggs & Stratton 


We hope to be able to meet the re- 
quirements of the industry. 
Briggs & Stratton Corp. 


Conlon 


Priority and other aids as of July 
first little help in actual problem of 
conversion. Reconversion in factory 
itself not problem but still dog fight 
to get material and parts fast enough 
and in sufficient volume. Greatly de- 
pendent on suppliers who also are re- 
stricted by crippling OPA pricing 
policies. Some highly necessary sup- 
pliers even refuse to quote prices to us 
or to negotiate. 

Conlon Corp. 


Dexter 


The Dexter Company of Fairfield, 
Iowa, producers of the Dexter Twin 
and Dexter Single Tub washers, are 
prepared to make their full quota of 
washing machines allotted to them by 
the recent War Production Board 
order -just as soon as the necessary 
productive materials are made avail- 
able by the government. New produc- 
tion models will be outstanding for 
their beauty and quality. Distribution 
will be made on an equitable basis to 
all of Dexter trade outlets. 

The Dexter Co. 


Duchess 


Production outlook not before Sep- 
tember. Suggest you contact WPB re 
cutback steel allotment. 

Appliance Mfg. Co. 


Easy 


Following on the War Production 
Board proposed plan under which the 
washing machine industry will be per- 
mitted to manufacture 700,000 washers 
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in the last half of 1945, Easy Wash- 
ing Machine Corp., Syracuse, N. Y., 
has immediately acted on its projected 
program for tooling up, utilizing in- 
creased plant facilities, and the secur- 
ing of necessary production materials 
This reconversion activity is being car- 
ried out while maintaining Easy’s full 
production schedules of war contracts. 

Until the availability of material 
problem is clarified, under the recon- 
version plan of the WPB, the com- 
pany cannot forecast a definite produc- 
tion starting date. However, plans are 
being made for a limited number of 
washers to come off the production 
lines some time during the third 
quarter. 

“It appears that washer production 
will not move ahead as rapidly as press 
reports of partial manufacturing re- 
sumption indicate,” said W. H. Reeve, 
general sales manager of the Easy Co. 
“Even with all the reconversion fact- 
ors in our favor, including a supply of 
ample manpower in the Syracuse area, 
it will take some months before Easy’s 
washer production will reach substan- 
tial proportions. This means it will be 
late in the fall before washers appear 
in noticeable quantities in stores. 
Naturally, if this present slow washer 
output picture can be speeded up, our 
company will make every effort to be 
among the first to resume production 
and deliver the finished product into 
the hands of our normal distribution 
and sales channels.” 

The company reports that all engi- 
neering on its immediate postwar 
model has been completed. This 
washer will be of the same basic de- 
sign as the company produced when 
it converted to 100% war work in 
May, 1942. However, the new model 
will carry refinements and improve- 
ments. Meanwhile, until the plant 
reaches a normal production schedule, 
no new models will be offered, al- 
though product research and engineer- 
ing on new models will move forward 
at top speed. 

As quickly as the company’s war 
contracts will permit, tooling opera- 
tions for Easy’s ultimate post-war pro- 
ducts will commence. This program 
will include a complete line of domes- 
tic home laundry equipment featuring : 
a line of spinner type washers, includ- 
ing a new automatic washer, a new 
portable washer, a line of ironing 
machines, and a new clothes dryer. 


Easy Washing Machine Corp. 


Hamilton 


We now have permission to build 
dryers, but will receive no help in get- 
ting material. We believe that we will 
have no difficulty in getting most 
materials for the dryer, but we must 
bear in mind that the lack of one item 
of the dozens that go into the dryer 
would hold up shipment. 

It is our ambition to ship some dry- 
ers in the fourth quarter of this year, 
but of course, it is impossible to tell 
whether this can be done or not. Our 
purchasing department is putting forth 
every effort to obtain materials so 
that we can get into production as 
quickly as possible. We will probably 
have some difficulty in getting frac- 
tional motors, nichrome wire, finishing 
materials and crates. 

Hamilton Manufacturing Company 


Horton 


Here at Horton's efforts are directed 
towards producing the first Horton 
washer at the earliest possible date 
after July 1. However, the raw mate- 
rial situation presents many problems. 
We may be able to get started latter 
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Simplify Your Kitchen Appliance Merchandising 

















DISPLAY a Complete Model Kitchen . . . but SELL by the Unit 
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MORTON “UNIT SALE” PLAN 


increases Traffic-Builds Repeat Business 


Kitchen modernization by “Unit Sales” is the Morton way of 
building sound business, steady growth and extra volume for 
appliance dealers. It appeals to the great mass of homemakers 
who will improve their kitchens a step at a time, rather than 
rebuild or install complete new equipment. 


SELL Merchandise, Instead of 
BIDDING on Specifications 


If you are interested in faster turnover, reduced handling costs, 
year-round volume and simplified merchandising, you will sell 
the Morton Line. It is dealer-minded throughout. The Morton 
way avoids all the technical problems, excessive inventories, 
slow turnover and selling complications of the custom-built 
kitchen. * 


The MORTON Way ... Simple as A-B-C 
One compact line, matched in utility as well as in beauty of 
design . . . designed to sell a piece at a time, in work centers, or 
in complete installations as wanted ... selective distribution, 
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Established 


to limit. unnecessary competition ... reduced investment and 
overhead . . . competitive in price and value... new, dramat- 
ically different, easy to handle. 


Pioneer Cabinet Builders 
Open Line to Appliance Dealers 


Morton leadership in cabinet design dates back to the begin- 
ning of the steel cabinet business. When cabinets were still 
custom-built of wood, Morton pioneered in factory-built steel 
constructton for the kitchen equipment industry. The Morton 
Dealer Franchise presents one of the great opportunities in the 
kitchen business now developing . . . protected distribution on 
a line styled for leadership. 


INVESTIGATE! ACT NOW! Write today for 
the name of the Morton distributor in your 
territory. Let us send you a copy of the new 
Morton dealer handbook now being printed: 
“Kitchen Modernization by ‘Unit Sales.’” 
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te] age), Manufacturing Company 


General offices + 5105-43 West Lake St., Chicago 44, Ill. » Factories at Chicago and Libertyville, Ill. 
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During more than a quarter-century of 
continuous production of “air-cooled power,” 
Briggs & Stratton has been constantly 
recognized as the leaders in this field — 

and has earned foremost recognition 

for pioneering in improved design — for 
engineering advancements — and for con- 
stantly improved precision manufacture. 


Their unequalled performance has again 
been proven by the brilliant record of 
Briggs § Stratton 4-cycle ait-cooled gasoline 
engines in hundreds of standard and 
special wartime uses and applications. Their 
dependable service under severest con- 
ditions assures still greater service in the 
period ahead — through use on an ever 
increasing number of gasoline- powered 
appliances and equipment. 


Only in Briggs & Stratton 4-cycle air-cooled gasoline 
engines can you get the extra performance made pos- 
sible through 25 years of consistent leadership. Let us 
help you plan in fitting this dependable power into 
your designing and production of gasoline 
equipment, tools, and appliances. 
BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wisconsin, U S A. 
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part of July on a limited scale. Plan 
on sampling Horton distributors and 
dealers first, then following up with 
stock shipments as rapidly as produc- 
tion permits. 

Horton Mfg. Co. 


lronrite 


Ready to produce Ironrite but avail- 
ability of materials is key to delivery 
date. Have hopes of some production 
in September or October. 


The Ironrite Ironer Co. 


Lovell 


Dryers are expected to be in pro- 
duction by the first part of 1946, possi- 
bly earlier, or perhaps even later, de- 
pending entirely on the supply of 
material. 

Lovell Manufacturing Co. 


1900 


Cutbacks in many washer com- 
panies severe. Hence facilities for 
manufacturing ready. Few new ma- 
chines and dies needed now. Most 
difficult bottlenecks steel, crating and 
gray iron casting. Priorities for al- 
lotted materials should be most helpful. 
This plus materials secured on their 
own should offer potential volume pro- 
duction. War Production Board 
washer manufacturing program basic- 
ally designed to aid reconversion but 
also as a war supporting necessity due 
to extreme need for washer. Manu- 
facturers are in the hands of their com- 
ponent parts suppliers as to speed of 
reconversion. Logically volume will 
increase month by month after July. 

1900 Corp. 


Norge 

Expect some washer production last 
half third quarter. Additional volume 
last quarter. No ironer or dryer in- 
formation at this time. 
Norge Division Borg-Warner Corp. 


Speed Queen 


We now find ourselves at the cross- 
roads, involving continued vital war 
contracts together with limited civilian 
production releases. This is somewhat 
complex, and, of course, our duty still 
remains 100% fulfillment of all war 
contracts assigned to us. This, we 
believe, is the way you would want it. 

We are making every effort to ad- 
just required facilities to handle our 
share of the washer and ironer produc- 
tion under these releases and are happy 
to report steady progress in that direc- 
tion. 

It is only fair, however, that we curb 
any excessive enthusiasm regarding 
the possibility of immediate shipments, 
for it must be clearly understood that 
the release of a WPB control, or the 
lifting of a WPB order, gives no as- 
surance that all of the materials or 
component parts required to produce 
a product will be available. One small 
item necessary in a completed machine 
could easily be critical and thereby 
hold up or at least restrict production. 

It is also important to emphasize 
that the removal of any particular 
WPB control in no way affects the 
validity of the continuing controls of 
other war agencies. In resuming or 
expanding civilian production, manu- 
facturers remain subject to all appli- 
cable regulations of the Office of Price 
Administration, the War Manpower 
Commission, and other Federal 
agencies. 

Barlew & Seelig Mfg. Co. 


Thor 


We are now producing and shipping 
Thor wringer type washers and glad- 
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irons the same models that we finished 
with. Expect new post-war merch- 
andise production some time in Se>- 
tember. 
Hurley Machine Division, Elec 
tric Household Utilities Corp. 


Universal 


Reconversion to build laundry equip- 
ment entirely dependent on supply of 
raw materials and the labor situation 
in this area. If we are lucky we have 
every expectation of delivering washers 
in the last quarter of this year. 

Landers, Frary & Clark. 


Victor 


Production of ironers planned for 
November 1945 contingent on material. 


Victor Electric Products, Inc. 


Launderall 


Production of its new electric wash- 
ing machine will be under way in the 
F. L. Jacobs Co. plants by the first of 
October, and “a very considerable pro- 
duction” will be reached by the begin- 
ning of 1946, according to Rex C. 
Jacobs, president of the company. 

Mr. Jacobs reported that the com- 
pany has firm purchase contracts for 
275,000 of its completely automatic 
home laundry machines. Of the 
orders, 200,000 are from distributors 
located throughout the country, who 
will sell the unit under the company’s 
brand name “Launderall.” 

An additional 50,000 units have been 
contracted for by Allied Purchasing 
Corp., representing the Allied Stores, 
and 25,000 machines have been con- 
tracted for by Charles A. Kools Ex- 
port Co. for worldwide export, Mr. 
Jacobs said. 

F. L. Jacobs Co. 


Eureka 


First deliveries of vacuum cleaners 
and cordless electric irons by the 
Eureka Vacuum Cleaner Co. are ex- 
pected this Fall, according to George 
T. Stevens, vice-president and man- 
ager of the company’s Eureka division. 

Eureka Vacuum Cleaner Co. 


Westinghouse 


The first electric fans for civilian use 
manufactured by the company since 
May, 1942, are coming off the assem- 
bly lines of the East Springfield, 
Mass., plant of the Westinghouse Elec- 
tric Corp., it was announced by J. R. 
Weaver, works manager. 

Westinghouse Electric Co. 


Uncertainty on Price 


One of the chief difficulties faced 
by the manufacturers is the uncer- 
tainty on price. The newspapers of 
June 17 carried dispatches forecasting 
that about July 1 the Office of Price 
Administration would make a state- 
ment of policy on pricing policies. The 
appliance industry, like other durable 
goods producers including automobiles, 
are expecting increases in costs of 25 
to 50 percent above the last prewar 
year. In some cases the cost of com- 
ponents has been said to have risen 
as high as 100 percent over the prewar 
levels. Some advances will have to be 
permitted to cover these production 
costs. OPA has reflected in official 
statements and speeches made by its 
head, Chester Bowles, that some price 
advances to the manufacturer may be 
permitted but that they will endeavor 
to hold the price to the user down to 
1942 prices or only slightly higher, by 
insisting on a reduction of the margins 
permitted to wholesalers and retailer: 
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| WASHING MACHINE PARTS 





one-stop VSobGErS ALL MAKES 
IN ALL PRINCIPAL TRADING AREAS 


WASHING MACHINE PARTS-ALZ MAKES 
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WASHING MACHINE PARTE 










Manufacturers Save Time—Buy from a Appliance 
= fen One-Stop Source of Supply Distributors: 
th U Washing machine manufacturers, appliance dealers a 
Ww Ss. and service organizations congratulate us on the ewan of 

splendid work parts jobbers are doing. carrying ports. 


APPLIANCE PARTS JOBBERS ASSOCIATION, Inc. 


1015 Dime Bldg., Detroit, Mich. A National Organization Phone: Cadillac 5333 


CENTRALIZED PARTS JOBBERS 


PACIFIC DISTRICT 
W. L. May Co., 215 Northwest Park Ave., Portland 9, Oregon 
MOUNTAIN DISTRICT 
A-1 Master Electric 432 S. State Salt Lake City 1, Utah 
Ray Jones Washing Poste & Service Con 300 Dene, &:, Denver 9, Cole. 


Wallace Johnston Co., 760 Union Ave, Memphis %, Tenn. 
Pearasl Appliance Company, 2010 Commerce St," Dy 4 
a Ay Sg 


183) W. Broad 
1913 
NEW ENGLAND 


Electric W: 3640 Elder St., Philadelphia 

Electrical Center, 814 Tenth St. Wachiketen 4, D.C. 

D ie. te Warn Crewkenn, Weer Yack ve 

Radie Service Co. of Penn. 701 Arch St. Philadsiphia 6, Pa. 
Trae Sercat, Northwest, Wa 1 Brc. 

Washer Sales & Service Co., 10-12 "Side, Pittsburgh 
eee fee & san Co tb tte tne hee ets 
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The Tale of Tess 
and the Troublesome Tuber 








But along came (you guessed it) KitcHENAID 


And everything’s rosy now! . . . (Right mixer!) 





Handle the KitchenAid line after the war. 
It includes mixer models for every use—a full 
set of attachments for every possible purpose 
—coffee mills for fresh, home-ground coffee. 
Every one a leader in the field! See your 


distributor now, or write. 


; ae 
tchen Aid 


The Hobart Manufacturing Company 
KitchenAid Division ¢ Troy, Ohio 
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COLEMAN DISTRIBUTORS MEET—Thirty-seven officials and representatives of 
22 Coleman heating appliance distributors from 2! different towns and 16 states 
attended a big post-war product meeting under supervision of R. W. Carney, vice- 


president and g | sales man 
Kansas, recently. The lete Col 





ger, at Coleman Lamp and Stove Co., in Wichita, 





post-war heating appliance line was 


reviewed and new models presented including floor furnaces; central heating 
plants; oil water heaters; oil space heaters; together with merchandising, advertis- 


ing and sales plans. 





Sees 450,000 Employed in 
Post-War Radio Manufacture 


_  Gerl of Sonora Says 
Distribution Will Account 
for 4,500,000 Total 


Criticizing “full employment advo- 
cates” who urge large scale govern- 
ment projects to provide jobs for re- 
turning servicemen, Joseph Gerl, 
President of Sonora Radio & Televi- 
sion Corp., predicted that private in- 
dustry will be able to absorb “every 
man who wants a job during the next 
10 years.” Gerl spoke before 450 
radio dealers from the Greater 
Detroit area meeting for dinner and 
roundtable discussion recently at 
Detroit. Host at the dinner was the 
Graybar Electric Co. of Detroit. 

“As evidence of industry's ability 
to absorb servicemen,” said Gerl, “I 
cite the radio industry with which I 
am most familiar. Within the very 
near future, the radio industry will 
have almost as many people on its 
payroll as the automobile industry 
which provided so many jobs after the 
last war. 

“For example,” continued Gerl, be- 
fore the war there were approximately 
580,000 people employed in the assem- 
bly of autos. Considering ‘all the 
people who made a living from that 
industry—the servicemen, garagemen, 
dealers, distributors, salesmen, parts 
manufacturers—there were approxi- 
mately 5,800,000 people directly or 
indirectly employed because of the 
automobile trade. The ratio of 
employees in the auto factories to the 
people concerned with the sales and 
maintenance of autos was about 1 to 
10. 

“In the radio industry before the 
war we employed somewhat less than 
100,000 persons,” Gerl pointed out. 
“The plans of manufacturers in the 
industry—based on the known demand 
for radios and television sets—indi- 
cate that during the first three years 
after the war we will take on another 
350,000 employees to make a total of 


- 450,000 directly concerned with the 


manufacture of radio, television and 
electronic equipment. 

“But that is not the end,” Gerl 
said. “When we take into con- 
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sideration that we will probably have 
as many as 3,000 new frequency modu- 
lation stations, 1,000 television sta- 
tions, and considering the growth of 
radio service dealer shops, phono- 
graph record shops, dealers, dis- 
tributors, ete—by the same ratio 
which held in the automobile business 
—we may reasonably expect that as 
many as 4,500,000 persons will be 
engaged in the manufacture, sales, 
servicing of radios, radio-phono- 
graphs and television sets and in the 
broadcasting and telecasting stations.” 


Richmond to Enforce 
Appliance Standards 


The Department of Public Utilities 
has served notice on Richmond dealers 
in electrical supplies and appliances 
that it will resume strict enforcement 
of the city electrical ordinance August 
1. Letters to that effect have been 
mailed to all listed dealers. 

“Due to the fact that the Federal 
government is releasing large quanti- 
ties of materials which can and are 
being used in the manufacture of fluor- 
escent and other types of electrical fix- 
tures, devices and appliances, this is 
to advise that on and after Aug. 1, 
1945, this bureau will strictly enforce 
the city electrical ordinance which re- 
quires that all electrical devices and 
all appliances designed for attachment 
to or installation on any electric cur- 
rent or system in the city of Rich- 
mond, must be listed as approved 
before being sold or used in the city,” 
said the letter. 

“Electrical merchandise approved 
for the war“emergency and purchased 
before ‘the date of this bulletin, will 
be permitted to be disposed of,” the 
letter concluded. 

Director Hobson said that regula- 
tions had been relaxed because of 
wartime conditions and described some 
of the électrical equipment being sold 
as “junk,” but. he said that insofar as 
electrical inspection is concerned, his 
department is converting to a peace- 
time basis. 
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DISING 


Nowf 
nsect Fighting Hill 
oes pinion 


and brings you profitable 
new business with 


Just as the history-making inventions of the past have piled up profits 
for those alert enough to get behind them, so Gardner Electric Fly 
Screens and Traps offer you a business building opportunity for post- 
war so broad and so big that it embraces every major market—resi- 
dential, commercial, industrial, institutional, agricultural. 

These popularly priced screens and traps work 

continuously without attention, offer the best, 

most effective and most economical way 

to keep premises free from winged in- 

sects. Screens are adjustable on all 
sides, are completely safe, 

are easy to install. 
plug in 


anywhere, can be 


Traps 
are portable, 


illuminated for night 
flying insects. Plan 
share of 
this profitable 
by writing today for full infor- 


for your 


business 


mation on the 


Gardner 


opportunities 
offers you for in- 


creased postwar sales. 











Gardner Electric Fence Controllers 
Gardner makes a pioneer line of safety-approved bat- 
tery and high line models with hard-hitting advantages 
that give you a lead over competition in the ever 
growing field of farm fencing with electricity. 


Gardner Nin Lo. 


5745 Kansas St. Horicon, Wis. 
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HEALTH-MOR STORE TRAINING—First trial of new Health-Mor plan for train- 
ing department store cleaner salesmen through actual store demonstrations by 
factory representatives has met with success according to Albert E. Kramer, vice- 
president. Test plan was made at Block's, Indianapolis department store, and pro- 


duced advance orders for "Filter Queen” 


in cleaners in excess of $10,000 in 10 


days. Shown above, left to right, are Carl W. Spiess, merchandise manager. The 


Wm. H. Block & Co.; 


E. L. Baker, Health-Mor distributor; and Walter J. Plant, 
Health-Mor factory field representative. 





24 Manufacturers Lined Up 
To Make Monitor Appliances 


“Production arrangements have 
been made with 24 manufacturers to 
produce 25 home appliances under the 
Monitor tradename,” T. K. Quinn, 
president of Monitor Equipment Corp., 
announced recently. 

Formed a year ago, the Monitor or- 
ganization is made up of 60 experi- 
enced independent distributors through- 
out the country, including such out- 
lets as Rex Cole in New York; L. H. 
Bennett Co. in San Francisco; J. A. 
Walsh & Co. in Houston; Sterling 
Electric Co. in Minneapolis. Each of 
these 60 distributors owns 1/60th of 
the stock in the organization. 

Monitor plans, through these dis- 
tribution centers, to present a complete 
line of home appliances and equipment 
—air conditioning units (self con- 
tained), cleaners, clocks, clothes dry- 
ers, coffee makers, dishwashers, fans, 
floor and table lamps, heaters (oil, 
electric, gas), home freezers, irons, 
ironing machines, kitchen mixers, per- 
colators, radio receivers, ranges (gas, 
oil, electric), refrigerators, roasters 
and cookers, sewing machines, house- 
hold tools, television sets, toasters, 
washers, waffle irons—to independent 
home appliance dealers. 

A booklet entitled “You Can Suc- 
ceed As An Independent Home Appli- 
ance Dealer” outlining the approach 
to, as well as the pitfalls in, the retail 
appliance business, is now being circu- 
lated by the 60 wholesale distributors 
to 20,000 prospective appliance dealers. 
From this number, it is expected that 
about 6,000 will be selected for the 
Monitor retail franchise. 

“The tradename ‘Monitor’, which 
will be introduced to consumers 
through national advertising on a 
large scale beginning in October, is not 
only a brand name on a group of ap- 
pliances,” Mr. Quinn said, “it is also 
a new way of doing business. This 
new organization plans to be an outlet 
for the medium-sized independent 
manufacturer, who frequently pro- 


JULY, 


T. K. QUINN 


duces a single appliance of the highest 
quality, but who is stopped when it 
comes to merchandising, distributing 
and registering the brand name on the 
consciousness of the consuming public 
because of the high cost of selling and 
advertising,” he continued. 

“Quality manufacture of consumer 
durable goods requires specialization. 
But once the product leaves the fac- 
tory it must be joined with others to be 
sold economically and to give the con- 
sumer a selection. Monitor intends to 
provide an outlet and a brand name 
acceptance for the high quality medi- 
um-sized manufacturer of such appli- 
ances. And at the same time they 
intend to help the small independent 
dealer to stay in business by making 
it possible for him to meet competition 
of the larger retailers and chain stores. 

Citing the trend toward centraliza- 
tion of buying and selling and the 
dangers of this movement for the in- 
dependent dealer, Mr. Quinn pointed 
out that independents must be able to 
fulfill the necessary functions of sell- 
ing, servicing and creating demand 
for appliances. And his plan, he be- 
lieves, will enable independent dealers 
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FOR THiS SWEET NEW 
ASSORTMENT (IT’S A HONEY!) OF 
COLORFUL, SALES-COMPELLING 
DISPLAY CARDS. 
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hy YES, RIGHT NOW 
Yes Sir! Trust Westinghouse to come up with 
up-to-the-minute selling ideas like these to . 
boost your lamp sales! 
Seven snappy new display cards—absolutely 
free! Six of them to get more of those extra- 
profitable fluorescent sales—one on both fluores- 
cent and incandescent. Put *em in your win- 
dows—on your counters—on island displays of 
Westinghouse Lamps—and watch your lamp 
sales go UP! 
Fill in this coupon NOW —there is a limited 
number of these red-hot, high-sell-power West- 
inghouse displays. 
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to do just that—to “get the advantages 
of great purchasing power, organized 
sales plans, and enough lines.” 
“While before the war few retail 
businesses held greater promise tha: 
the sale of home appliances,” Mr 
Quinn declared, “no business proved 
more disappointing and fraught with 
failure for the independent dealer.” 
He cited these reasons for dealer fail- 
ures and indicated that in their dealer 
program steps have been taken t 
overcome them. Lines were to 
limited. Some dealers attempted tc 
establish a business and make a living 
from one or two major appliances, 
when there are actually twenty to 
thirty items that should make up a 
complete line. No one manufacturer 
had them all. The threat of franchise 
cancellation often forced the dealer to 
engage in expensive promotion to 
secure volume without profit. It was 
often necessary to spend profits made 
on salable items to pioneer and pro- 
mote new and unsalable products for 


the manufacturer. Changes in factory 
IS THE VERY HEART or distributor management frequently 


brought about dealer cancellations, 
OF GOOD after time and money had been spent 
by the dealer in popularizing a brand 
name. Starting over again with an- 
ELECTRICAL other line was expensive. Distributors 
working on uncertain 30-day cancel- 
lation contracts with manufacturers 
were not in position to effect more 
permanent arrangements with dealers. 
They couldn’t give more than they 
had. There were insufficient advertis- 
ing and sales promotion adequately to 
pave the way for the dealer or his 
salesmen on many products. High 
retail prices put the dealer at a serious 
competitive disadvantage, and either 
limited sales and profit, or limited 
profit through the necessity of price 
cutting. Chain store competition per- 
mitted more merchandise to be sold in 
competition almost solely because of 
low price. Too many dealers handling 
the same brands reduced the share of 
each to a point where it was profitless 
for any of the dealers. They dealt 
with too many distributors on miscel- 
laneous brands. They kept changing 
from one to another to get something 
“hot”, thus wasting valuable time as 
purchasing agents. This time should 
have been devoted to selling and serv- 
ing their customers who, being neg- 
lected, went to other stores. 





Driver-Harris *- 
COM P. AN ) i CELEBRATES 75TH BIRTHDAY — W. C. 


Coleman, founder and president of the 
HARRISON. NEW JERSEY Coleman Co., Wichita, Kansas, receives 
' birthday gift from Coleman employees in 
honor of his 75th birthday. Chas. David- 
son, a Coleman “old timer” with 32 years 
of service, made the presentation. 


. 


Branches: Chicago . Detroit . Cleveland . Los Angeles . San Francisco . Seattle 
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Get set solidly with pure. and consumers yf coupaiitio s intensifies 


2S RS a 


How you can get going fast with your first year’s output... and get set for the days when selling gets tough 


You can lay plans now to cash in on the post-war seller's 
market created by a huge pent-up demand. Simultane- 
ously, you can get ready for the days when competition 
steps in and selling gets tough. 

Surveys in the $4,496,734,000 Chicago market show 
hat sales potentials for autos, refrigerators, washing ma- 
tines and “big unit” products generally are tremendous 

. enough to absorb the entire production of many a 
manufacturer. The Chicago market is famous for ifs big 
volume buying. It has often broken sales records. With 
igh, diversified income from factory, farm and trade 
+». backed by huge savings . . . it is strongly reinforced 
‘gainst reconversion and instantly responsive to selling. 


Reached through a single medium 
tere is an area quickly accessible to salesmen and ware- 


ouse shipments. You can take advantage of this quick 
‘stribution and volume sales at one low cost through a 
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single powerful advertising medium — the Chicago Tribune. 

Bought, read and bought from as is no other medium 
in the Chicago market, the Tribune is a powerhouse 
among dealers and consumers. One out of every three 
families in 756 cities and towns of 1,000 or more popu- 


lation reads the Tribune daily—on Sundays, almost every 
other family! 


Low milline rate 

In addition, the Tribune offers you a choice of monoroto, 
coloroto, comicolor, newsprint color, or black and white — 
at one of the lowest milline rates in the country. 

Whether your production is big unit or packaged 
goods, here is a strategic market far too important 
to leave wide open to competitors. With the Tribune 
you can build solidly for long-term, successful business. 

For market facts and merchandising ideas, call a 
Tribune representative. 


1945 


The Chicago Area: located at 
the heart of America; famous 
for its wealth and huge buying 
activity, big enough to absorb 
olithat many a factory can make. 


Available for your study and use 
is. @ Specific sales program based on the findings of 
an auto and household appliance investigation among 
consumers and dealers. To get these pertinent facts, 
address C. S, Benham, Manager, National Advertising, 
Chicago Tribune, Tribune Tower, Chicago 11, lilinois. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


May average net paid total circulation: Daily, 
over 1,000,000; Sunday, over 1,300,000. 





APPLIANCE 


NEW PRODUCTS 


SAMSON Iron 
Samson-United Corp., Rochester, 10, N. Y. 


| Model: Samson 5000N Duo-Dial-A- 
Heat 3-speed automatic iron. 
| Selling Features: Duo-Dial contro! 
selects the heat that suits both the 
fabric being ironed and the speed at 
which it is to be ironed; magic 
eye lights up when current is on; 
weighs 4 Ibs. ; 1000-watts ; steel-rock 
heat unit; air-cooled black plastic 
handle with rock-to-rest stand, 
matching black plastic control dial ; 
built-in cord; 110-120 volts, a. c. 
only. 
Price: OPA ceiling, $8.55. 
Shipping: No information given. 
Electrical Merchandising, July, 1945. 


OIL RESIST! 
— meets a long felt need for 
a Cord of High Dielectric 
Strength that is practically 
Ageless. It has High Abra- 


sive and Impact Resistance. 





Other favorable features 


are: SUN-KRAFT Quartz Lamp 


Resistance to Oil, Flame, Sun-Kratt, Inc., 215 W. Superior St., 


diieans Chicago, 10, Ill. 
Alcohol, Water, Alkali and winners AA —= ' Model: A-1 Sun-Kraft Quartz ultra- 
violet lamp. 


Selling Features: Radiation of 95 
percent ultraviolet rays are always 
cold; creates skin tan and induces 
Vitamin D production; acts as pow- 
erful germicidal agent as well; 
quartz tube 6 in. x § in.; removable 
reflector ; can treat any part of body; 
consumes less than 50 watts; a.c.- 
d.c., 110 volts. 

Price: Complete with carrying case, 
goggles, automatic electric timer, 
$64.50; with telescopic floor stand 
$89. 

Availability: Delivery within 10 days 
from date of receipt of order. 

Electrical Merchandising, July, 1945. 


most Common Solvents! 


Lambert Buys Lamneck 


Lamneck Products Co., Middletown, 
O., makers of prefabricated farm 
structures, has been purchased by 
Clayton and Lambert Mfg. Co., De- 
troit, and will be operated as their 


The WHITNEY iat ee a Mid ini 


a home refrigeration and air-condition- 
New Haven, Connecticut, U.S.A. ing, according to Charles F. Lam- 


bert, president. 
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@ Here at Moe-Bridges Corporation we’ve already received the “high sign” from the 
— yardmaster in Washington that it’s OK to start switching civilian production back to the 

main line. We'll be set up on a double track schedule too, with merchandise that is 
a streamlined to meet every marketing demand ...superior quality. ..competitive prices... 
duces fair profits...good service...and every other facility to make Moe-Bridges Electric Appli- 
oof ances and Lighting Units two of your favorite products. These new and better lines will 
able be available “Through Leading Jobbers In Principal Cities Throughout the United States.” 
ae é Keep in touch with your jobber, or write Moe-Bridges Corporation, Sheboygan, Wisc. 
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Question: 


Who'll be the big postwar buyers of 
electrical household equipment? 






Ans wer. 


The alert younger 
set—the aggressive 
under 35's! 



















OSMOPOLITAN MAGAZINE has taken a fresh of all household goods are between 25 and 35. And 
look at the postwar market for electrical appli- again in this survey you have definite evidence that 
ances. We've brought into sharp focus the answers to the younger families—those alert 25’s to 35’s—will 
many a question that’s been perplexing manufactur- buy more per capita than any other age group. Look 
ers and dealers alike. And our newly-completed study at the curves on the accompanying a re 
of postwar buying intent reveals not ~ almost twins! 





only what goods will be bought but— And it’s from this younger set — 


eager for the new, the modern, the un- 
conventional—that Cosmopolitan takes 
a large slice of its readership. Yes, 
of all the large national magazines, 
Cosmopolitan’s audience most nearly 
parallels the market for goods! 


A copy of this new, fact-filled sur- 
vey is available to any manufacturer 
of electrical things for the home. Just 
write on your company letterhead to 
COSMOPOLITAN, 57th Street and 8th 
Avenue, New York 19, N. Y. We'd like 
the opportunity of showing you in 
concrete figures that your market and 
Cosmopolitan’s are one and the same! 







.. how soon they will be bought 
..who will buy new appliances 
..who will replace old 

... what brands will be bought 







... what equipment is now owned 

... what shape that equipment is in 
These are some of the pertinent things 
this survey brings to light, and per- 
haps most important of all it tells you 









«+-who your most active buyers — 
your big purchasers will be. 






Just a few years back our famous “Age 
of Accumulation” study proved em- 
phatically that the heaviest purchasers 























[ osmopolitan 
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Aviation Corp. Buys 
Control of Crosley 


The Aviation Corp. has pu chase af 
controlling interest in The Cros ley 
Corp. from Powel Crosley, Jr, ang 
family, it was announced rec« tly by 
Victor Emanuel, chairman, and Irvin, 
B. Babcock, president of Avco. Ty 
sale is subject to approval of 4 
Federal Communications Commissio, 
because radio station WLW ani! oth: 
broadcasting facilities and application: 
are included in Crosley assets 


Acquires 64°%/, of Stock 


Under terms of the purchase, Ay 
acquires approximately 64 percent 9) 
Crosley Corp’s. 545,800 shares at 
price of $39 a share. A similar oft 
is being made to minority stockholder; 
Both are cash transactions involving 
a total commitment of $22,000,000, 
bank credit with ten banks participz. 
ing has been arranged by Aveo : 
finance the purchase. 

The acquisition will give Aveo; 
place of major importance in ty 
postwar production and distribution 
household appliances. Crosley ling 
added to those of Avco, America 
Central Mfg. Corp., a subsidiary ani 
Spencer Heater, a division, will pro. 
vide a wide range of home equipmen: 
including tadios, refrigerators, kitches 
sinks and cabinets, gas and electri 
ranges and home heating units. 
addition, Crosley is a producer 
radar and electronic equipment. 

Avco also assumes a prominent plac 
in the field of radio broadcasting 
WLW of Cincinnati, which operates ; 
50,000-watt clear channel transmitter 
is one of the nation’s best-know 
broadcasting stations. The Crosl 
broadcasting division also include 
several FM and television exper: 
mental stations. In addition, Cros! 
holds a contract to buy station WINS 
in New York, also subject to FCC a 
proval. Entering the New York fic 
is part of Crosley’s plans for expanding 
its broadcasting division. 


Crosley Auto Excluded 


Purchase of Crosley by Avco doe 
not include the Crosley automob 
division, representing less than 3 per 
cent of the company’s total assets. Mr 
Crosley plans to form a new compa 
to manufacture the Crosley car anda 
stockholders of the Crosley Corpora 
tion will be given an opportunity t 
acquire a pro-rata interest in the new 
company. 

Powel Crosley, Jr., will contin 
as a member of the Crosley board 
directors, and Lewis Crosley will + 
main as a vice president. Raymond | 
Cosgrove, vice president in charge 
manufacturing, and James D. Shous 
vice president of the broadcasting ¢ 
vision, will retain their respective po: 
tions and also remain as directors 

Crosley Corp. was organized in 19! 
under the name of The Precis! 
Equipment Co. Mr. Crosley acq uire 
control in 1923, changing the name 
The Crosley Radio Corp., and in 1938 
to The Crosley Corp. The compat 
has plants in Cincinnati, O., and Rich- 
mond, Ind. 

Aviation Corp.’s manufacturing 
units include Lycoming, Republic Air 
craft Products and Spencer Heater di- 
visions, and the wholly-owned Amer! 
can Propeller Corp. Associated com- 
panies are Consolidated Vultee At- 
craft, New York Shipbuilding, an 
American Central. Avco also has 
substantial investments in America! 
Airlines, Inc., Pan American World 
Airways, and Roosevelt Field, In 
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THIS PLAN OF ACTION 














should solve your reconversion problem 


We have a division complete with develop- 
ment engineering and design facilities—and 
implemented by the most modern machin- 
ery—that can aid manufacturers, distribu- 
tors, department stores, dealers and other 
commercial enterprises, as well as capital in- 
vesting in such businesses, to re-enter the 
post-war market with private brands made 
to their individual needs. 


Through this unique service, integrated 
smoothly and efficiently with your operating 
schedules, we manufacture your complete 
unit and make shipments where and when 
you direct—saving warehousing and re- 
handling costs. 


The LEWYT “PACKAGED PRODUCTION PLAN” 
offers you a unique opportunity 


Our business is sub-contracting in the highly 
specialized fields of Electronics and Metal 


ea 


Product Manufacturing. For more than 50 
years we have served many of America’s 
leading companies as producers of compon- 
ent assemblies as well as complete units. 
During the past year alone, we produced in- 
tricate equipment involving anywhere from 
5 to 50,000 parts per unit on 5000 separate 
war contracts. This will afford you some idea 
of our extensive production facilities and un- 
usual diversity of skills, involving sheet 
metal fabrication, product engineering, pre- 
cision machining and mechanical assemblies. 


Our service is widely known to industry as 
“The Packaged Production Plan”. We shall 
be glad to discuss our facilities and methods 
in relation to your needs, either at your 
offices or at our plant. 


* * * 
Write on your business stationery for 48-page book, “‘Let 
Lewyt Do It’’—the story of the Lewyt organization in pic- 
tures. Lewyt Corporation, 60 Broadway, Brooklyn 11, N.Y. 





FOR MORE THAN 50 YEARS A CONTRACT: MANUFACTURER... EXPERTLY STAFFED TO PRODUCE COMPLETE ELECTRONIC 
AND MECHANICAL ASSEMBLIES, COMPONENT PARTS AND! SUB-ASSEMBLIES, TO THE MOST EXACTING REQUIREMENTS 
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CONTINUE BUYING WAR BONDS 

























GET IN THE KITCHEN BUSINESS 


THE 


4 


WAY 


. «+ The plan and the promotion behind the 
AMERICAN way make it easy for you to cash in 
on this opportunity of a lifetime offered by the 
postwar market for “packaged” all-metal kitchens. 


e will train your sales- 

men to become kitchen- 

planning experts! And we will in- 

struct them in the best way to sell 

modern “packaged” kitchens at 
the biggest profit. 


: WAL 
ret pena s ee 
** 


e will supply your sales- 

men with a PLAN-A-KIT— 

the simplest method for quickly 

planning and selling perfect 
kitchens. : 


(This kit is so secret thot it cannot be generally 
revealed even yet!) 


tyled by women for women, the AMERICAN 
KITCHEN line includes every type of sink and 
cabinet to modernize any kitchen of any size, 


new or old. 


AMERICAN CENTRAL MFG. CORPORATION 


Write now for proof that 


sTCHERS 
offer you new and more profits 


American Central Mfg. Corporation 


Dept. 7EM 45 
Connersville, indiana 


Have your independent distributor in my area show me how to make the most 


profit on this new opportunity of a lifetime. 


Name 
Address 


City and State 


50-YEARS OF SERVICE—Sherman Largent, first Maytag employee to complete 
50-years of service with The Maytag Co. was presented with a watch by Fred 
Maytag, president, recently. The presentation was made at the semi-annual 
meeting of the company's 25-year club when nine new members were added, 
making a total of 52 who have worked for the company for a quarter of a century. 








7,000 Banks To Offer 
Consumer Credit 


Plans made by 7,000 banks in all 
sections of the country to offer or ex- 
pand their services in the field of con- 
sumer credit to include purchase of 
time sales instalment paper from mer- 
chants will make possible the opening 
of new retail outlets in every com- 
munity for the sale of consumer goods, 
according to Carl M. Flora, chairman 
of the Consumer Credit Committee 
of the American Bankers Association, 
and vice-president of the First Wiscon- 
sin National Bank, Milwaukee, Wis. 


Big Distribution Problem 


One of the principal problems to be 
solved when the war ends will be dis- 
tribution of the tremendous volume of 
goods and services, estimated at ap- 
proximately $135 billion, and supply- 
ing some 55 million jobs. “If the 
manufacturers do not have a market 
for their output, production will soon 
cease and unemployment will result,” 
Mr. Flora said. 

“Remember consumers, not manu- 
facturers, create jobs. We can provide 
no more jobs to build automobiles, 
refrigerators, and radios than we can 
find ways to finance and distribute 
these goods. Consumer credit has 
created mass markets and has made 
possible mass distribution, which in 
turn has resulted in mass production 
and lowered costs leading ultimately to 
a higher- standard of living for the 
American people,” he continued. 

“Use of bank facilities to aid fami- 
lies in financing purchases of such 
items as washing machines, ranges, 
refrigerators, and vacuum cleaners, and 
to provide retail dealers with adequate 
funds to maintain displays and stocks 
of these items should multiply the out- 
lets from manufacturers of the nation 
to an important degree.” 

As a first step in putting this na- 
tional program among banks into oper- 
ation, the Consumer Credit Committee 
of the A.B.A. has just published a 
manual entitled, “Home Appliance 
Financing.” It was written after a 


JULY, 1945—ELECTRICAL MERCHANDISING 


A.B.C. Sees Dealer Expansion 
Through Post-War Financing Plan 


study of such loan operations in banks 
which have been successful in the con- 
sumer credit field. 

The subject matter of the manual is 
divided into two parts. First, “Retail 
Paper Purchased,” explaining steps 
taken in transferring time sales obli- 
gations from the merchant to the 
bank, and second, a “Wholesale Floor 
Plan,” whereby the bank provides 
financing to meet dealer’s requirements 
for merchandise purchases, and present 
illustrations of basic forms used in 
the various transactions. 

This manual has been prepared to 
assist banks interested in purchasing 
retail instalment paper on household 
appliances and equipment, and in ex- 
tending the necessary supplementary 
wholesale floor plan credit to dealers. 
Because of the variance in state laws, 
suggestions are of a general nature, 
and the manual advises assistance of 
the bank’s counsel before participation 
in this type of financing. 


Pent-up Need 


“The importance of bank participa- 
tion in the financing of retail purchases 
of consumer durable goods is empha- 
sized,” Mr. Flora said, “by the drought 
of more than three years in the manu- 
facture of consumer durable goods, 
which has created an enormous pent-up 
need. This pent-up need alone will not 
create demand. It is self-evident that 
there must be purchasing power to 
bridge the gap between production and 
consumption. 

“In view of the tremendous savings 
accumulated by the American people, 
it is natural to inquire whether the 
broad use of consumer credit will be 
necessary to supplement cash purchas- 
ing power. It seems to us that it is 
important to our economy that these 
savings in the form of E Bonds and 
bank account should not be released 
in the form of cash to create inflation- 
ary pressure. Rather these savings 
should be conserved to meet family 
emergencies. Necessary purchases oi 
more expensive durable items should 
be made on a budgeted basis from cur- 
rent income, i.e. on the instalment 
plan.” 
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Nobody scared this Jack Rabbit... 
"yet it’s been running for 31 years! 


’ 


bk) 


= 


a S 


Fact is, nobody gave it anything but the 
heartiest welcome. From the start, in 1914, 
housewives everywhere loved this handy lit- 
tle Hamilton Beach Home Motor, called 
“Jack Rabbit’ by the trade. (The huge vol- 
ume that you and other dealers ran up on 
these motors is proof of that affection.) To- 
day, thousands of these mighty midgets are 
on the job, eliminating domestic drudgery 
on sewing machines, in sharpening knives, 
polishing silver, and a score of otherwise 
wearisome household tasks. 


The “Jack Rabbit” was a Hamilton Beach 
“first.'’ So were these other stellar contribu- 
tions to the home-appliance industry: 


First practical use of the universal motor. 
First self-contained portable vacuum cleaner. 


First improved portable cleaner combining 
wheels and a floor brush. 


Wage-Earner Families 
Indicate Appliance Buying Intent 


Cleaners Lead List 
Of Appliances Wanted 


The buying power of the wage 
earner in early post-war years will 
determine sales and jobs, therefore, 
what purchases wage earner families 
are planning become increasingly im- 
portant. To find the answer, The Wage 
Earner Forum, under the sponsorship 
of McFadden Publications, Inc., ques- 
tionnaired wives in their Forum fami- 
lies and asked them to designate what 
they intended to buy, and whether 
the purchase will represent a replace- 
ment or a new addition to their home. 
The answer on buying intentions is 
given in the table below. 

Analysis of purchase plans by age 
groups indicates that the largest pro- 
portion of wives who do not have the 
item they are planning to buy is under 
30 years of age; those whose purchase 
represents replacements are older. The 
most striking exception to this rule is 
radio, where even among wives under 
30, only about 19 percent do not own 
one now. 


40 Percent Plan New Home 


To the question “Do you plan to get 
a new home” 42.1 percent answered 
“yes.” The variations by regions and 
age groups are interesting, because the 
proportion who do intend to have new 
homes is largest in the West and 
South, where greatest influx of popula- 
tion has occurred in recent years. In 
the age groups, it was found that the 
largest proportion of prospective home 
owners was among the wives under 30, 
with a steady decline accompanying 
age increases. 

Buying versus building a new home 
was the subject of another question, 
and it was found that almost six out of 
ten in the northeastern section of the 
country are interested in buying, 
whereas in all but the northeastern 
region the proportion interested in 
building a home is about four out of 
ten. In the larger cities of over 100,- 
000 population more than half will 





The Versatile Washer 


A new use for the family wash- 
ing machine was reported to have 
been found during a recent flood 
in Louisville this year, when 
many basements were flooded and 
had to be pumped out. One news- 
paper suggested that an outboard 
motor, with a little rigging could 
be used to advantage. However, 
Charles G. Jeffries, who lives on 
Hale Street in Louisville, got a 
better idea—he attached a long 
suction hose to his washing ma- 
chine and a discharge hose line, 
started up the washer, and says he 
pumped his basement dry with very 
little effort. 











purchase their new home, whereas 
the largest proportion of prospective 
builders, almost half, is in the medium- 
sized cities between 25,000 and 100,000 
population. 

In the South, three-quarters of the 
wives want to spend under $5,000 for 
their new home, with a quarter want- 
ing to spend less than $3,000. In other 
regions, almost two out of five said 
between $3,000 and $5,000. In the 
Northeast and West, half want to 
spend between $5,000 and $10,000, with 
almost all in the $5,000-$7,499 bracket. 
By age groups it was found that 
younger wives want to spend less 
than older women. ' 


Few Will Cash Bonds 


Asked how they will pay for their 
post-war purchases, only one in ten of 
the wives expects that the family will 
cash in any of its war bonds for these 
purchases. Possession of war bonds 
tends rather to give these wage earner 
families more confidence to spend out 
of their current income and to incur 
instalment obligations. 

Husbands were asked to designate 
whether they would pay cash or buy 
on the instalment plan, and their re- 
plies are summarized in the second 
table below. 





WAGE-EARNER BUYING INTENT 


%/ Planning 


Commodity 
Cleaner 
Washer 
Radio 


Purchase Do not Have 
41.2 52.1 
37.4 55.4 
37.3 10. 

Refrigerator 32.4 60.2 

Rugs 29.8 24.3 

lrons 26. 12.8 

Linoleum 25.2 15.5 71.8 12.7 

Toaster 23.9 37.8 54.8 7.4 

Sewing machine 23.7 59.7 29. 113 

Gas range 14.4 36.2 49.8 14. 

lroner 10.3 73.4 19.6 a 

Water heater 8.2 50.4 32.8 16.8 

Electric range 7.3 63.4 24.1 12.5 


Replacement No Answer 
40.1%, 7.8 
40.7 3.9 
77.4 12.9 
34.6 5.2 
63.6 12.1 
78.4 8.8 


First modern-type electric drink mixer. 
First cake-mixing machine or food mixer. 


Being first is fun. (In celebrating our 35th 
birthday we, too, get a kick out of a back- 
ward glance.) But trying to be dest is even 
more gratifying—and, businesswise, you live 
longer. Hamilton Beach dealers today, as in 
the past, know that we're headed in that 
direction with the manufacturing know-how 
it takes to make the grade. Hamilton Beach 
Company, Division of Scovill Manufacturing 


Co. R ae PROJECTED METHODS OF PAYMENT 
0., Racine, Wis. 


Instalment Cash 
percent 


57.4 


No Answer 

percent 
. Improve home 28.6 
. Radio 28.4 
. Home 27. 
. Washing machine 26.9 
. Refrigerator 26.3 
. Furniture 23.5 
. Automobile 21.5 


percent 
. Radio 48.6 
. Furniture 46.2 
. Washing machine 42. 
. Improve home 42. 
. Refrigerator 38.2 
. Automobile 27.1 
. Home 15.6 


- Home 
. Automobile 51.4 
. Refrigerator 35.5 
. Washing machine 31.1 
. Furniture 30.3 
. Improve home 29.4 


. Radio 23. 


HAMILTON 
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i t MODELS, METHODS, MATERIALS, 


MARKETS, MERCHANDISING AND PROFITS! 


: CNntinel..... 


ut For Studio Tone in Your Home 
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On Tomorrow’s Buying Fronts Sentinel will 
again be first with a complete new line of home 
radios—better radios—radios built with war- 
learned precision, with war-perfected methods 
and materials! 


ite 
uy 
“e- 
n 


A tremendous, pent-up demand already exists. 
Sentinel is keeping it alive with powerful, con- 
sumer advertising, even though Sentinel is 
still engaged 100 per cent in war production. 

But when the Go Ahead! signal is flashed— 
Sentinel will be ready—ready with new models, 
new merchandising, new dealer helps! 

Get set NOW for post-war profits—with 
Sentinel! 


-- RADIO CORPORATION 
S e n t i n e 2020 Ridge Avenue, Evanston, Illinois 
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NEW YORK: FURNITURE EXCHANGE 
SAN FRANCISCO: WESTERN FURNITURE MART 


CHICAGO: FURNITURE MART 


PERMANENT 
OIPLATS. 


storage 





—- with custom 


built accessories 


WINDOW DISPLAY—Displays that can be seen two blocks away will be used in 
the nine stores to be opened soon by the new Kansas-Missouri chain appliance 
operation planned by Gary Wright. Shown above is the window display of the 
new Wright store at Lawrence, Kansas. 





complete stee! bose 
modern styling, and 
subdivided 


es all the features 


the most discrimi 


nating housewife 


Answer to the de 
mond for a really 
This steel Sink and 
Tray model possess 


unit 

space 

Length: 60”; 
Depth: 25"; 
Height to Lin 
Worktop; 36"; 


| Kansas-Missouri Retail Appliance 


Store Chain Is Projected 
First Unit Already 


Trey wnit offers 
both eye appeal 


Equipped with Par- 





Each store will have a well-equipped 
appliance section, and the firm is un- 


Functioning in Lawrence 


One of the most ambitious projects 
instituted since the war in the Mid- 
Western electrical appliance field, is 
the program designed by Gary Wright, 
Kansas City, whose projected plans 
include ten modernistic retail outlets 
in the Missouri and Kansas area. 
Eventually, Mr. Wright hopes to dot 


covering some of the finest repair 
talent in the Middle West to serve in 
this department. Local managers have 
been selected in each of the cities, 
and these have been picked with an 
eye on appliance retailing experience 
and alertness. 

A model kitchen and a separate 
luxurious showroom for combination 


. * 50 Van Dam St. + Brooklyn 22, N. Y. 


the 


kitchen of limited 


dimensions 


radio-phonograph sets and record play- 
ers is a phase of the blueprints of 
each store. Displays of phonograph 
records will comprise 20 percent of 
the floor space in each store, and 
the attractive record section of the 
store already opened at Lawrence 
typifies the fashion in which this 


the terrain of this section of the 
country with attractively decorated 
stores, but in the meantime his pro- 
gram reaches into nine smaller cities 
in Missouri and Kansas and calls for 
a super-store in Kansas City. 


hey 
kitchen 


. 
* 
7c 
> 
° 
. 
ae 


efficiency 





notes the 

space for complete 
equipment in 
Length: 42 

Depth: 25"; 

Height to Lin 


and 


Lawrence Store Opened 


excellent 


Lurury model for the 
larger kitchen, the 


wide array of utili- 
ty features, making 


spacious stotege 
Compeactiy 
arranged the Steel 
Queen boasts a 


compartments 


Leases of store space in Atchison, 
Junction City, Lawrence, Leavenworth, 
Manhattan and Ottawa, in Kansas, 


and Boonville, Brookfield and Mar- © 


shall, in Missouri, were obtained last 
fall. The store at Lawrence has al- 
ready been introduced to the buying 
public of that city. Work is pro- 
gressing on the Kansas City store, and 
it is practically ready for presentation. 
Stores in other cities are already 
completely remodeled, are stocked with 
merchandise, and have been expertly 
staffed. 


department will appear in all the 
stores. Leading lines of both@@hajor 
and minor appliances will be carried, 
and such articles as_ refrigerators, 
ranges, radios, washers, sewing ma- 
chines, vacuum cleaners, air condition- 
ing units, and freezer lockers lead the 
list. Model kitchens will effectively 
display automatic dish washers 
modern steel kitchen units, garbage 
disposers, etc. 

Record department sales will be 
under the guidance of pretty, cap- 
able young ladies, well-versed in classi- 
cal and popular music lore. Each girl 


Watts. oo Catt 
wae tus. Cutt PARAGON UTILITIES CORP 
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THEIR NATION-WIDE SALES 


EACH UNIT 
A SUPER 
SELF-SELLER 
HOMEMAKERS 
AN'T RESIST 
ALL ORDERS 
SHIPPED IN 
ROTATION 
RECEIVED 


THAT NEED 
NO BALLYHOO 
RECORD OF 
STEADY REORDERS 
SPEAKS FOR ITSELF 


GETTING READY FOR POST-WAR—Attractive interior of the Wright Appliance 
Store at Lawrence, Kansas. The firm is getting set for.post-war flow of appliances, 
and plan to use an aggressive promotional program. 
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f the 
3 easy-to-use Plans 
for servicing 
G-E fractional-h 
~~ -E fractionai-np motors 
| is un- 
ae 1. THE EXCHANGE PLAN. Covers the most 
a haat commonly used types of G-E fractional-horse- 
: cities, power motors. Makes possible immediate replace- 
on = ment from G-E field stocks or from your own 
e 
P buffer stock. Replacement motors carry the G-E 
separate new-motor warranty, except for finish. 
bination 
> ae 2. SPECIAL REPAIR SERVICE PLAN. Provides 
nograph for factory repair of semi-standard G-E fractional- 
rcent of hp motors not covered by the EXCHANGE PLAN, 
- = z at established prices. Enables you to make quick, 
awrence oar 5 will help you accurate, on-the-spot estimates. Repaired motors 
ich this Prony carry the G-E new-motor warranty, except for 
all the . . finish 
“= Make appl ts of t , 
= make appliance prospects of service customers 
gerators, 3. REGULAR REPAIR PLAN. Covers fractional- 
fing ma- hp motors not included in either of the other two 
ondition- 


plans, except extremely old or obsolete models. 
Inspection is made at the factory, and the cost 
estimate is submitted before work is started. 


lead the  @ You can create a host of satisfied customers by being prepared 
ffectively to repair or replace inoperative motors quickly, economically, 
washers’ Ht and expertly. These customers will make an attractive market 


garbage ' ° ° = " 
for appliances, when new appliances are again available. These motors also carry the G-E new-motor 
will be ‘ : warranty, except for finish. This plan rounds out this 
tty, cap- Designed especially to meet the growing need for small-motor G-E service and enables you to handle repairs on 








in classi- 


a= service, our dealer-proved Factory Service Plans make it possible 
ch girl 


for you to repair or replace practically any G-E fractional-hp 
motor, regardless of the type or make of appliance on which it is 
used, and you don’t have to train re- 
pairmen. G.E. does the actual repair 
work promptly and at reasonable cost 
—you provide convenient, satisfactory 


practically any G-E fractional-horsepower motor. 





: son 700-89 
service to your customers at a profit se Companys 50S exctor’ 
which you know beforehand General Elec” ew York ich describes Me power 
4 : gchenectod 5, your pooklet -— E fractional-hor 
° ° ° vice 
Get the details of these simple, reese ent 0 Y a help me 8° 
business-building plans today from service Pt 
your distributor, or just fill in and mail ano Be mn: 
FRACTIONAL-HP the coupon. D, oe = | 
Nome. - — oo 
M 0 T 0 n S Buy all the BONDS you can— ns 
and keep all you buy - 
address ~ __Srate 
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It was sheer bliss to stand on the new register 
and feel the hot air billow. No need to huddle 
around the fireplace any longer...the new hot- 
air furnace of 1883 made every corner of the 
room a Cosy Corner. 


The first people to rip up their parquet floors and 
install the new heating were far-sighted families 
who welcomed more modern ways of living. They 





changed public doubt into a popular demand 
that spread from coast to coast. 


The people who are tomorrow-minded read 
House & Garden today. Almost half of them will 
build or buy after the war, constituting an impor- 
tant market for improved heating equipment. 
Tap this concentrated buying-power through 
the pages of House & Garden. 


GH} louse «Garden 


sells America’s entering-wedge market 








will receive a brief, but tho: ugh, 
pre-induction course in filing, fi iding 
and selling records. Four sound roo} 
listening booths adjoin the recor:| se. 
tion in each of the ten stores 


Company Financing 


A company-owned finance depart. 
ment will offer a time payment play 
for store customers, and a fleet of 
modern trucks will serve as a speedy 
delivery service on larger items. |p 
all of the towns in which store 
have been installed, the Wright Ap. 
pliance Store dominates the location~ 
has the. strategic spot. Showing 4 
complete line in each electrical item 
is one of Gary Wright's ideas jp 
successfully merchandising appliances 
in small towns. He feels that other 
merchandisers of these items have been 
lax on this one important phase of 
merchandising. 

Previous business experience of the 
intrepid Mr. Wright has been in the 
operation of an Iowa bottling plant, 
and a plant in Kansas City that 
manufactured communications equip. 
ment for the Army and Navy. Pauw 
Cook has been appointed general man- 
ager of the stores, 


Tyler Corp. 
Buys Harderfreez 


The Harder Refrigerator Cor 
Cobleskill, N. Y. was recently pur. 
chased by the Tyler Fixture Corp, 
Niles, Mich. 

The new acquisition will be devoted 
exclusively to the manufacture 6 
home and farm freezers. Tyler claim 
to have originated the all welded sted 
commercial refrigerator, and the sam 
hermetically sealed principle is being 
employed in the new Harderfreez. 

In addition to the present chest 
models, upright models will be built » 
15 and 21 cu.ft. capacities—the 21 cu 
ft. model being usable for dual pur- 
pose of normal refrigerating and for 
frozen food. A _ personal locker plant 
for the home, which is in reality 4 
small walk-in cooler with about 190 cu 
ft. capacity will also be included is 
their line. 


UNIVERSAL COOLER IN INDIA—A 
battery of heavy duty 2-temperaturé 
"71" units are shown in service at @ 
Quartermaster Corps cold storage wart 
house in Khnaragpur, India where they 
keep beef and chicken fresh for Amer 
can fighting men in the CBI theater of 


war. 
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,«« to give you a GOOD GRIP 
on tomorrow's Water Heater business! 


REPUTATION 
Ef he \] NATER 


WAIT 


ANC cCANnnp< ACAIT 
TRADE ENDORSEMEN 


RESEARCH 
NATIONAL SALES RECORD sim @ >" Ime p NATIONAL PERFORMANCE RECORD 
ADVERTISING ‘ie 3 RE gs §=NATIONAL PROMOTION 
Hi; oe 3 
* if you were selling water heaters in Iceland, you'd 


compete with volcanic springs which furnish 24-hour- 
a-day hot water service rivaling that supplied by 


A water heater with handles? 
Yes... because handles help you sell. 
And because they keep customers sold. 


Ruud-Monel. 
Ruud Automatic Gas Water Heaters with Monel Tanks 2700 homes in Reykjavik, for example, are con- 
always had strong handles. Before the war, the Ruud-Monel nected by insulated pipeline with wells 10 miles 


away. Hot water comes out of the ground at 170°F., 


combination was solidly established...had been enthusias- ond sendhet: dis hhethes lth Gale 6. 0° Eae tem 


tically accepted by utilit ealer and customer. 
y P y yd * The first-prize winner in a contest sponsored by 


When battle clouds roll away, Ruud Automatic Gas Water the Michigan Consolidated Gas Company (Grand 
Heaters — with tanks of rustfree, corrosion-resistant Monel— Rapids) named 870 different uses for hot water. 
will be back. And, as a result of tireless research carried on As she accepted her Ruud Automatic Gas Water 


Heater prize, she modestly remarked, “I could add 

even more.” 

* According to the 1940 Census, 56.2% of all homes 
When you go after your share of tomorrow’s tremendous in the United States have either a bathtub or a shower. 

automatic water heater business, count on Ruud-Monel to 

help you make it really profitable. 


by Ruud in cooperation with The International Nickel Com- 
pany, you'll find improvements in construction and operation. 


% One customer can still get Monel tanks—the U. S. 
Navy. 


| Used to hold distilled water for submarine storage 
A few spots are still open for : batteries, Monel tanks assure high purity... and ab- 


RUUD-MONEL DEALERS | solute freedom from rust. 
There'll be a Ruud-Monel dealer in every gas-served com- 








munity. Right now, yours may be one in which a dealer has 9 [~~ ~~ ~~ ~~ ~~~ ye.” eal tr ee 

not yet been appointed. For further details, mail the coupon {| RUUD MANUFACTURING COMPANY ' 

at the right. | 2934 Smallman Street, Pittsburgh 1, Pa. } 

| Yes, I’d like to know more about the Ruud-Monei deal- i 

RUUD MANUFACTURING COMPANY, PITTSBURGH 1, PA. | ership in my community. Please send full details with- : 

i out obligating me in any way. j 

| i 

' } 

R un D PURI. sncreccosccsnoveceqeeeneputanqecocnncepamastoceiontennemasenaannnnne } 

|p c f 

GAS WOMIPAMY «2... 0esecceee see eee eeneeeeeeeeeeeeeeneeeeeeeeeeeeeeeeeeeeseeeseseeeneee ° { 

MONEL eee perfect partners for SA tat iithecicrrtisenstnvincinenliniauainainta — ' 

RNS e ity onc State a i 
~) >> my WEE H cccccccccccesceccocccoooncoecccenecs dt DTIC . so eeccccececes eo CALE. secccceccesses 

S ulomijpic Rot Wale Seewice.. Sicilia in us dex ea ca Be Ea 
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for heir dryer service . . 
adaptable to mony other fan 


applications. 


Compactly designed turbine .. . 
driven by a high-speed series 
motor .. . particularly adaptable 


to cannister type vacuum cleaner. 


A light-weight universal motor 
specially designed for portable de- 
vices requiring dependable power. 


@ Backed by thirty years’ expe- 
rience in the special application 
field, Lamb Electric Motors are 
giving satisfactory performance 
on such products as home ap- 
pliances, production machines, 
industrial tools and business 
machines. 

As you make your future plans, 
remember that this thorough 
dependability of Lamb Electric 
Motors will help you meet the 
higher standards of performance 


demanded of postwar products. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


Elechiic 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


Hal Roach (left) Hollywood motion picture producer signs contract as Southern 
California distributor for Majestic radios while E. A. Tracey, Majestic’s president 
looks on. The new company is to be known as Roach & Driver. 





DISTRIBUTORS APPOINTED 





Barlow & Seelig Mfg. Co. 


Announcement has been made of the 
appointment of a Speed Queen dis- 
tributor in Rhode Island and parts 
of Massachusetts and Connecticut, as 
follows: 


R. U. Lynch, Providence, R. |. 


Bendix Radio Div. 
Bendix Aviation Corp. 


Another new distributor has been 
appointed for Bendix AM and FM 
radios and radio-phonograph combina- 
tions, according to Leonard C. Trues- 
dell, general sales manager for home 
radio. 


The D'Elia Electric Co., Bridgeport, Conn. 


Conlon Corp. 


I. N. Merritt, vice-president and 
general manager of Conlon Corp., 
Chicago, Ill., announces the appoint- 
ment of the following distributors of 
Conlon washers, ironers, heating pads, 
dryers and room coolers: 


Interstate Electric Co., New Orleans, La. 

Great Falls Paper Co., Great Falls, Mont. 

Southwestern Drug Corp., Dallas, Texas 

Ray Jones-W. S. Nicoll, Denver, Colo. 

L. C. Lippert Co., Sioux Falls, S. D. 

Northwest Electric Supply Co., Fargo, 
N. D. 


Hamilton Radio Corp. 


Announcement of the appointment of 
exclusive distributors for Olympic 
radios was made recently by Hamilton 
Radio Corp., New York City: 


Cardinal Distributors, Inc., St. Louis, Mo. 
Harris & Pierce, Omaha, Neb. 
Toledo Merchandise Co., Toledo, O. 
W. A. Case & Son, Inc., Erie, Pa. 
Burhans & Black, Inc., Syracuse, N. Y. 
Supplee-Biddle Co., Philadelphia, Pa. 
Cate-McLaurin Co., Columbia, S. C. 
Rhode Island Distributing Co., Pawtucket, 
R. |. 
Litscher's Wholesale Electric Co., Grand 
Rapids, Mich. 
Wehle Electric Co., Binghamton, N. Y. 
Stidham Tire Co., Washington, D. C. 
Risley-Leete Co., New Haven, Conn. 
Delaney Specialty Co., Mobile, Ala. 
Lee's Baltimore, Md. 


Graybar Electric Co., Inc., Cincinnati, O. 

Butler Bros., Chicago and Minneapolis, 
Minn. 

Economy Electric Supply Co., Atlanta, 
Ga. 

Stewart Distributing Co., Kentucky and 
Indiana 

Jenkins Jewelry Co., Inc., 
Fla. 

American Mattress Co., Inc., New Or- 
leans, La. 


Jacksonville, 


Horton Mfg. Co. 


S. B. Welch, manager of distribu- 
tion sales of the washing machine and 
ironer division of the Horton Mfg 
Co., announces the appointment of the 
following distributors: 


H. E. Sorenson Co., Des Moines, lowa. 

*Steinman Hdwe. Co., Lancaster, Pa. 

*Stowe Hardware & Supply Co., Kansas 
City, Mo. 

*Swank Hdwe. Co., Johnston, Pa. 

*Witte Hdwe. Co., St. Louis, Mo. 


*Horton Pre-war distributor 


Lear, Inc. 


Announcement has been made by 
Nate Hast. home radio merchandising 
manager of Lear, Inc., of the appoint- 
ment of the following distributors for 
Lear radios: 


Fey & Krause, Los Angeles and San Diego 

Wood Distributing Co., Eldorado and 
Little Rock, Ark. 

Approved Appliance Co., Indianapolis, 
Ind. 

E. B. Latham & Co., New York City 


John Meck Industries, Inc. 


John Meck, president of the John 
Meck Industries, Inc., Plymouth, Ind. 
announces the appointment of the fol- 
lowing distributors on an exclusive 
franchise basis: 


James W. Clary Co., Birmingham, Ala. 

Tucson Radio Supply, Tucson, Ariz. 

Tanner Radio & Electric Co., Little Rock, 
Ark. 

Wise Radio Supply, Fort Smith, Ark. 

Radio Specialties Co., Los Angeles, Calif. 

Wave Miller & Co., Oakland, Calif. 

Pacific Wholesale Co., San Francisco, 
Calif. 

Inter-State Radio & Supply Co., Denver, 
Colo. 
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SOON you'll Step Up Sales and Profits 































Miracle MMM Ubi Tinth 


rn 
nt 


@ Like all Miracle Appli- 
ances, the smart-looking, all-metal 
‘ Miracle Automatic Coffee Maker 
is designed to SELL and STAY 
SOLD. 


The Miracle Automatic Coffee 
i, O. Maker has the sales features you 


polis, 


need and want for profitable small 


anta, 


appliance selling. e Designed to 








and 
gain customer attention. e Con- 
aville, ° 
structed to assure economical, easy- 
, Or- , 
to-use service in the home. 
The Miracle Automatic Coffee 
— Maker is destined to be a leading 
_ item with Miracle Appliance deal- 
of the 
ers. Call your jobber today! Learn 
s the profit possibilities of Miracle 
C : ° 
2 ia Practical Home Appliances. 
de b as? 
dising DELIVERIES TO BE ON PRIORITY BASIS... 
a ae Several Miracle Appliances are almost ready for delivery, and 
Mothers will follow in rapid succession. However, we can only 
Diego oe “4 sure delivery on a priority basis. All deliveries are made in 
o and ; F strict rotation, according to date orders are received. 
apolis, JOBBERS: 
We have a few MIRACLE PROTECTED FRANCHISES available. Write today 
Y Cee eeeeeeeee eee eee eee es ee 
& Miracle Electric Company 
Sie t 36 South State St., Chicago, Illinois 
h. Ind. & Gentlemen: Please send information on how we can secure 
he fol- g early delivery of Miracle Appliances. 
clusive # 
Division of MIRACLE PRODUCTS, INC. a 
Ale. ESTABLISHED 1925 ® 
z. 
e Rock, 36 South State Street, Chicago, Illinois a 
rk. Sales Offices: ; CITY ZONE STATE 
see New York * Kansas City + Los Angeles + San Francisco + Seattle , 
Lie BUYER 
q is JOBBER 
Venver, 
ELECTRICAL MERCHANDISING—JULY, 1945 PAGE 137 


ISING 


UreeWestin 


Here is YOUR 
“BOOK OF PROFITS” 


THE STORY OF 
SEWING MACHINE 
PROFITS 


Here is a book packed with proof of post-war profits. 
The story of how you can cash-in on the 

officially estimated 85 million dollar backlog for sewing 
machines! A book filled with facts to help 

you get your share of the tremendous post-war 


trade-ins — there are 23,000,000 sewing 


machines in American homes that are 5 years old or older! And 


the thrilling story of a product styled by America’s 
leading designers to make your job easier, 
faster, more profitable. Your wholesaler 

has this book ...ready to show you. Ask him about 

it or write us today. Free Sewing Machine 


Company, Rockford, Illinois. 
BUY WAR BONDS! 


CE 1870 -« ANUFACTURERS OF 


ghouse 


U 


NEW) Seeteeeat| COME: 


AMERICA’S FINEST SEWING MACHINES 





Ross Fey, president of Fey & Krause, signing contract for distribution of Lear 
home radios in Southern California. Standing (left to right): William P. Lear, 
president, Lear, Inc.; Bill Sutoff, sales manager, Fey & Krause; Bert Caygill, 
Lear's Southern California representation; and Nate Hast, merchandising manager. 





DISTRIBUTORS APPOINTED 











R. G. Sceli & Co., Hartford, Conn. 
Capitol Radio Wholesalers, Washington, 
D.C. 
Railey-Milam, Inc., Miami, Fla. 
Gulf Electric Supply Co., Pensacola, Fla. 
Welch Radio Supply, St. Petersburg, Fla. 
Electrical Wholesalers Inc., Atlanta, Ga. 
Butler Bros., Columbus. Ga. 
The Frank Corp., Savannah, Ga. 
Lurtz Electric Co., Belleville, Ill. 
Ashbach & Rubloff, Chicago, Ill. 
Tri-City Radio Supply, Rock Island, Ill. 
Harold Bruce, Springfield, Il. 
Wesco Radio Parts, Evansville, Ind. 
Arlington Distributing Co., Indianapolis, 
Ind. 
Archer & Evinger, Terre Haute, Ind. 
Wholesale Radio Laboratories, Council 
Bluffs, lowa 
Radio Equipment Co., Lexington, Ky. 
The Ferguson Co., Paducah, Ky. 
Shuler Supply Co., New Orleans, La. 
Zimmerman Wholesalers, Hagerstown, 
Md. 
Arvedon Electric Supply Co., Inc., Bos- 
ton, Mass. 
Pittsfield Radio Co., Pittsfield, Mass. 
Springfield Radio Co., Springfield, Mass. 
Radio Electronic Sales Co., Worcester, 
Mass. 
Wedemeyer Electronic Supply, Ann Ar- 
bor, Mich. 
Radio Electronic Supply Co., Detroit, 
Mich. 
Radio Electronic Supply Co., Grand 
Rapids, Mich. 
Ralph M. Ralston Co., Kalamazoo, Mich. 
Industrial Electric Supply Co., Muskegon, 
Mich. 
Kinde Distributing Co., Sebewaing, Mich. 
Sterling Electric Co., Minneapolis, Minn. 
Radiolab, Kansas City, Mo. 
Harry Reed Radio & Supply Co., Spring- 
7 field, Mo. 
Tom Brown Radio Co., St. Louis, Mo. 
Radio Equipment Co., Albuquerque, 
N. M. 
Aaron Lippman & Co., Newark, N. J. 
Chanrose Radio Stores Inc., Jamaica, 
N.Y. 
Masline Radio & Electronic Equip., Roch- 
ester, N. Y. 
Southeastern Radio Supply Co., Raleigh, 
N. C. 
Burroughs Radio Co., Canton, O. 
United Radio Inc., Cincinnati, O. 
Goldhamer Inc., Cleveland, O. 


Hughes-Peters Inc., Columbus, O. 

Joseph B. Smith Co., Toledo, O. 

Radio Supply Inc., Oklahoma City, Okla. 

R & S Distributors, Tulsa, Okla. 

Bargelt Supply, Portland, Ore. 

Radio Electric Service Co., Philadelphia, 
Pa. 

Dixie Radio Supply Co., Columbia, S. C. 


Sparks-Withington 


Ed C. Bonia, sales manager of Spar- 
ton radios, Jackson, Michigan, made 
known recently the new Sparton dis- 
trict merchandisers and their territory. 
Under the Sparton plan of Merchan- 
dising, radio and appliance distribu- 
tion is factory controlled, with local 
dealers operating under an exclusive 
franchise. The district manager sup- 
plants the conventional distributor or 
jobber. Although some territories re- 
main open, these appointments have 
been made :— 


District Merchandiser 

J. B. Wheeler, Jr. 
Cataument, Mass. 

Victor H. Meyer 

312 Fifth Avenue 

New York, N. Y. 
Nypenno Sales Co. 
Warren, Pennsylvania 
Edmiston-Rimmer 
Charlotte, North Carolina 
Lynn Dickerson Associates 
Houston 2, Texas 

William C. Allen & Associates 
Birmingham 6, Alabama 
A. G. Everett 

Lakewood, Ohio 

Gilbert B. Mueller 
Milwaukee, Wisconsin 
Campbell & Stenson 

St. Paul 4, Minnesota 
Harry Moll, Inc. 

Denver 3, Colorado 

L. A. Robinson 

Seattle, Washington 
Myron H. Kent 
Oklahoma City |, Okla. 
B. S. “Tommy” Tucker 
Los Angeles, California 
Whe-Gros Company 

St. Louis, Missouri 
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Lear 





Lear, 

ygill, 

ager. 

———— 

, Okla. 

lel phia, 

» S.C. 

f Spar- 

, made 

on dis- To whom do you look to keep you up to date on accurate facts facts dug out of the markets by reporters with a nose for sales. 
rritory. about everything from the progress of a world conference to . 
erchan- the batteries in yesterday's baseball game? bayer key markets of - ge from sae — 
istribw- Who’s the man who makes a business of knowing — and wo a ee — merce mag dag? ys ey Aone ae DP pata 
h_local pa Dm ne nes gaat IP ae survey material and localized knowledge of specific markets 
clusive porn nd em and conditions, the Hearst Advertising Service man receives 
nc» The answer, of course, is — the newspaperman! a continuous flow of valuable information. Trained analysts 
a re- The reporter covering his assignments, the rewrite man pre- assist in the interpretation and application of this information. 
s have paring the facts, the editor supervising all 


CALL THE H-A-S MAN So when the Hearst Advertising Service 

man comes to you with these facts behind 
Just drop us a note say- him — when he talks to you about sales — 
ing, “I'm interested in he speaks a language that makes sense. 


your market informa- 3 aati ‘ 
tion on (name your type Space is too limited — the subject too 


of product).” broad and deep — to describe here the 


and wrapping it up for easy understanding. 


Perhaps you ask, why isn’t there some or- 
ganization to collect sales facts the same 
way? Why isn’t there someone with a sales 
sense to interpret these facts — wrap them 






up for my quick use? 


Again we answer — there is! And again 
it’s that greatest of all fact-finders — the 
newspaperman. 


The Hearst Advertising Service makes a 
specialty of interpreting and evaluating 





service H-A-S offers. 

But it sums up this way: H-A-S has, or 
can get, facts important to the sales man- 
ager. And the H-A-S man, interpreter of 
sales facts and student of sales trends, 
stands ready to work with you—just as he is 
working with dozens of other advertisers. 





Hearst Apvertistine SERVICE 


HERBERT W. BEYEA, Manager 


Representing: 
New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 
Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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DISTRIBUTORS 
APPOINTED 


BUILDING A BACKGROUND 





Stewart-Warner Corp. 


Appointment of the following 
Stewart-Warner radio distributors was 
announced recently by Stewart-\Var- 
ner Corp.: 


Philadelphia Distributors, Philadelphia, 
Pa. 

George F. Motter's Sons Co., York, Pa. 

Kile-Jacobs & Co., Wilkes-Barre, Pa. 

The Bright Distributing Co., Knoxville, 


Tenn. 


Stromberg-Carlson Co. 


Clifford J. Hunt, manager of radio 
sales of Stromberg-Carlson Co., an- 
nounced the appointment of the fol- 
lowing distributors for the company’s 
post-war radio, FM and _ television 
line: 





Clark & Jones, Birmingham, Ala. 
Byars-Forgy, Inc., Tampa, Fla. 
Padgett Distributing Co., Dallas, Texas 
Tepfer Appliance Co., Cincinnati, O. 





Millions of potential and actual homeowners sales opportunity” will go on unabated in 
are reading about Victron Electric Ap- national publications. Its ever-mounting 
pliances. At war’s end they will want to appeal will spell consistent sales, consistent 
enjoy the comforts and services provided by profits for the merchandisers of Victron 
these electrical servants. A strong desire Electrical Appliances. Now is the oppor- 
for them will have been created in the con- tune time to select the fast-moving lines of to- 
sumer’s mind. This powerful means of morrow. Now isthe time to consider Victron 
“Building a background for a post-war —the mark of quality in things electrical. L. E. Latham, president of E. B. Latham 


& Co., signed up recently to distribute 
Lear radios in New York. 


AN OUTSTANDING PROFIT MAKER Warwick Mfg. Corp. 

wes the Victron Ventilating Fan. One is recommended for each one of these 
three most important rooms in the house—the kitchen, the bathroom and the Announcement was made recentl 
recreation room. The Victron Ventilating Fan keeps the kitchen free from unde- by Reau Kemp, general Sales — 
sirable cooking odors and grease-laden air . . . the bathroom free from steamy, 4 the Ww a Mig. ys erg 
clinging fog . . . the recreation room free from irritating stale smoke. You work, Cla bal ” = —— a < 
play and relax in a home where the air is clean and sweet at all times. People every- coment peagea 
where will want this type of scientific ventilation for Appliance Wholesaler, Newark, N. J. 
their homes. They'll be particularly interested in Vic- Irvin Kahn & Son, Louisville, Ky. 
tron, for it’s the name they will have come toknow - Western Reserve Distributors, Cleve- 
and respect as the mark of quality in things electrical. \ land, O. 

Wakem & Whipple, Inc., Chicago, Ill. 





TO BEAT 


Scorching hot days will have no terrors for 
the people who equip their homes with Vic- 
tron ‘“Miracle Breeze’’ Fans. A finger touch 
on the switch and they will revel in cool 


THE HEAT 


showers of refreshing air. This electrically 
provided comfort will be known to millions 
through the printed word. They'll be on 
the march to Victron dealers everywhere. 


Waters Conley Co. 


Waters Conley Co., Rochester 
Minnesota, announces that the follow- 
ing additional firms have recently been 


appointed exclusive distributors of the 
Phonola line of phonographs in their 


THE WAY WOMEN WANT THEM respective territories: 


Yes, the Victron Portable Ironer is designed the way women 
want them—low in cost, comparatively light in weight, 
easy to carry and the simplest electric ironer in the world 
to operate A natural volume seller if there ever was one. 





Ray Thomas Co., Los Angeles, Calif. 
H. R. Basford Co., San Francisco, Calif. 
Sunset Electric Co., Seattle, Wash. 
Sunset Electric Co., Portland, Ore. 
Complete details regarding these and other products in Flint Distributing Co., Salt Lake City 
the Victron line are yours for the asking. Write today. Utah. 


ee AIR CIRCULATORS—VICTRON EXHAUST . 
RTABLE IRONERS—VICTRON F.H.P. MOTORS Zenith Corp. 
Zenith Radio Corp., announces the 


VICTOR @@ ELECTRIC maaan on oes & 


radios, radio-phonographs and hearing 
PRODUCTS INCORPORATED aids, as follows: 
DEPT. §EM-745, 2950 ROBERTSON AVE., CINCINNATI 9, OHIO 


MANUFACTURERS OF VICTRON DESK at Po age 
FANS —VICTRON VENTILATORS —V 





Nash-Steele Motor Co., Raleigh, N. C. 


140 JULY, 1945—ELECTRICAL MERCHANDISING lic 





llowing 
Ors was 
t-W ar- 


delphia, 


k, Pa. 
Pa. 
noxville, 


of radio 
>0., an- 
the fol- 
mpany’s 
levision 


Texas 
i, O. 


}. Latham 
distribute 


recently 
manager 
Chicago 
putors of 


ON. JL 
te 


5, Cleve- 


go, Ill. 


Rochester 
re follow- 
ently been 
ors of the 
s in their 


_ Calif. 
o, Calif. 
ash. 

Dre. 

Lake City 


nunces the 
for Zenit! 
nd hearing 


h, N.C 


NG 
NOIS LECTRICAL MERCHANDISING—JULY, 1945 


7 


} AY tk Bil l 
we WB * 
gapio BATTERY race 


os a 
geen oe 


No. 748 1'4-volt “A,” 90-volt '’B’’ A-B Pack. 
Dimensions, 15 13/16" x 6 15/16 x4 15/32” 
Weight, 23 Ibs., 11 oz. 


A AT TS A A A A SS ST TTT 


I, WILL be much more than just a “smaller” battery! 
For the first time, an “Eveready” ‘‘“Mini-Max” B bat- 
tery will become part of a farm-type radio A-B Pack. 
As a result, you’re going to see a 30% smaller, 30% 
lighter “Eveready” “Mini-Max” farm type battery pack 
with the same service life as the conventional pre-war 
packs, such as our own “Eveready” No. 748 A-B Pack. 

Think what this means! Smaller, less expensive 
radios ... more easily carried from room to room... can 
be built around it. Or farm radios of present-day size 
with larger, better speakers using space formerly taken 
up by bigger batteries having no greater service life. 

These and other advantages will mean more profits 
in both radio and battery-pack sales for you! 

The name of the battery is “Eveready” No. 758 A-B 
Pack. It will take its place on a growing list of startling 





ot .. re ele eC py aN 
} 


heard about this coming new 


FARM TYPE RADIO BATTERY’? 


ae 738 | 


MINI MAX 





No. 758 114-volt “A,” 90-volt ““B” A-B Pack. 
Dimensions, 10 11/16" x 6 13/16” x 4 1/8”. 
Weight, 16 lbs., 13 oz. 


! 
! 
! 
! 
! 
! 
! 
! 
] 


postwar “Eveready” batteries... based on National Car- 
bon’s exclusive principles of battery construction as used 
in the “Mini-Max” battery. 


“EVEREADY” 


TRADE-MARKS 


MINI-MAX 


RADIO ‘’B’ BATTERIES 


NATIONAL CARBON COMPANY, INC. 
Unit of Union Carbide and Carbon Corporation 


General Offices: NEW YORK, N. Y. 


The trade-marks “Eveready” and ‘“Mini-Max”’ distinguish products of 
National Carbon Company, Inc. 
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Thousands of Cordley Electric Water 
Coolers are seeing worldwide action 
on ships of the U. S: Navy (Contracts 
NXs 9982 and NXsx 57045) and the 


Maritime Commission. 


Cordley battle-proven water coolers 
will be available for use in hospitals, 
factories, offices, restaurants, stores 
and other commercial requirements. 


The data on Cordley Electric Water 
Coolers is worth writing for. 


CORDLEY & HAYES 
422 Fourth Ave,, New York 16 


¢ 
— 
a al 


ptm 


Manufacturers of 
Water Cooler 
for * Year 














DISTRIBUTOR NEWS 





LITTLE ROCK, ARK.—Charles 
B. Grinnell, formerly of Dallas, has 
joined Gunn Distributing Co., as 
vice-president and general sales 
manager. He has had 19 years ex- 
perience as sales manager of a large 
appliance and homefurnishing dis- 
tributors in the South. 


LOS ANGELES, CALIF.—Kin- 
ney Bros., wholesale distributors of 
appliances in the Southern Califor- 
nia area are planning a new building 
which will serve as headquarters, 
offices, display rooms and ware- 
house, according to Roland T. Kin- 
ney, vice president. The site is on 
South Flower St. 


SAN FRANCISCO—A. B. Murphy 
has announced his association with 
C. A. Meier in the firm of Meier- 
Murphy Co. with headquarters in 
Western Merchandise Mart. The 
new organization, formerly M. and 
M. Sales Co. will continue j,original 
policies. Mr. Murphy was tormerly 
district sales development manager 
of Westinghouse Electric Corp. and 
has been located on the Pacific 
Coast for the past 10 years super- 
vising Westinghouse sales opera- 
tions in Northern California, Ne- 
vada, Utah and Idaho. 


JACKSONVILLE, FLA.—wW. D. 
Rowlands, president of Major Ap- 
liances, Inc., of Florida, announces 
that D. C. Cunningham has been 
named general sales manager. Mr. 
Cunningham has been in the appli- 
ance field for 25 years with Gaina- 
day Electric Co., and Easy Wash- 
ing Machine Corp. 


NEWARK, N. J.—Krich-Radisco, 
Inc., Newark, N. J. announces a 
line-up of 20 products and a “Triple 
A All-American Automatic Kitchen 
Institute,” which will be under the 
guidance of a home planner and 
economist. 


NEWARK, N. J.—Igoe _ Bros., 
Newark, N. J. distributors of hard- 
ware and building specialties an- 
nounces the expansion of its activi- 
ties to include radios and major 
appliances in northern New Jersey. 


BINGHAMTON, N. Y. — The 
Southern Tier Electrical Supply Co. 
Inc., will celebrate their 25th an- 
niversary by moving into their own 
building in August. Total floor 
space is 11,000 sq. ft. per floor. A 
modern show room, store and office 
will be on the main floor, an audi- 
torium on the second floor will seat 
about 100 for dealer meetings. An 
electric kitchen to prepare food for 
these dealer meetings and a stage 
with sound equipment and screen 
will be installed, according to Ira 
E. Greene. In addition to the Bing- 
hamton unit, Southern Tier has a 
complete and similar house in El- 
mira, N. Y. 


NEW YORK, N. Y.—Charles A. 
Koons & Co., 620 Fifth Ave., New 
York City have been appointed ek- 
port representative for F. L. Jacobs 
Co., Detroit, it was announced by 
Rex C. Jacobs, president. 


ROCHESTER, N. Y.—Erskine- 
Healy, Inc., Rochester radio and 
appliance distributors are celebrating 
their 25th anniversary of successful 


CONGRATULATING TONY—Harry Al. 
ter, Chicago Crosley distributor, congrat. 
ulates Tony Rasch, a friend of 15 years 
standing, and manager of Delight Utili. 
ties Co., Chicago, upon receiving the 
Crosley franchise. 





business under the leadership 
Don Erskine and Raymond Heal 
A 20-year old policy that has paid 
dividends in dealer good-will is sell- 
ing only to authorized dealers. 


CLEVELAND, O. — Announce. 
ment was made recently of the for- 
mation of a new firm of electrica 
manufacturers’ representatives—the 
Crain-Brennan Associates. In this 
new partnership James E. Brennan 
will be associated with E. J. Crair 
formerly with Electrical League 

Cleveland. Both have wide exper:- 
ence in the industry. Mr. Brenna 
formerly operated his own compat 
as a manufacturers representativ 
and prior to that was zone mai 
ager for Universal Cooler Cor 
They will handle electrical appli 
ances and cold cathode lighting 
equipment. 


OMAHA, Neb.—Harris & Pierce 
Omaha distributors for Bendix at 
tomatic home laundry announces 
the appointment of Alida Linnaw 
as home service director. 


COLUMBUS, O.—Former § stock 
holders of the American Sales | 
announce the formation of a ne 
company to be known as Americal 
Sales & Distributors, Inc., at 33-5) 
N. Grubb St., Columbus, O., wit 
a branch operation located at 4 
Linden Ave., Dayton, O. They w 
distribute floor covering and ma) 
appliances in approximately 

counties in central and _ souther 
Ohio. Officers of the new corpora 
tion are A. Goldenberg, president 
E. C. Brauning, vice-president 4 
general manager; T. E. Goldenber? 
vice-president; E. P. Mercer, trea’ 
urer; Glenn Jones, secretary; 4 
K. G. Brecht, Dayton manager. 


CHARLESTON, S. C.—The C § 
D Distributing Co., 198 E. Bay St 
Charleston, S. C. announce t! 

appointment as South Carolina 4 
tributors of ABC washers 2! 
ironers; Deepfreeze, Sonora, Viki! 
air conditioning and heating, (ou! 
pumps; Rex water heaters; Die! 
fans; Sunbeam small applianc 

American Rotary sewing machité 
Sylvania lamps. 
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Poa QUICK FACTS ON REDBOOK 
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ler Cor () ‘ Redbook buyers pay 25¢ an issue a . : f . 
sal eiat : — pay wo veal ne doodling and face this cold fact and simple logic: A 
lighting V4 oF A . . . 
is" ih Sar NATIONAL SHOW for $37,200 with a cohesive, im- 
& Pierce Sigh ediceriel pescenmes ‘tasnies portant audience of 1,500,000 families who enjoy good reading. 
endix at- cover-to-cover interest. : , ; ° 
—- The show is Redbook Magazine, with a full page in every one 
1 Linnaus ; ? 
> of its 12 issues . . . at a cost of $37,200 complete! 
— Twelve-time insertions 
Sales | often lower “complete “Gentlemen, I’m no advertising expert,” concluded the Chair- 
fa ne coverage” costs. “ . ” 
edd . man of the Board — “but this looks good to me. 
+» at 33-5 25¢ selling price cuts the show’s * - * 
, ae ¥ cost nearly $4,000,000. Monthly 
ot , . a 
‘They * issues guarantee longer life. Even though Redbook space is sold out, at the moment, it is 
aaa om Reader Research assures constant . . 
e: s not too soon to make plans for the day when space is available. 
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Detectives at Work 


66 ETECTIVES who protect Rheem customers are 
D an integral part of the Rheem organization. 
They’ re the Rheem Laboratory Group . . . techni- 

cal experts who track down trouble before ig happens 

. skeptical gents whose combined experience is the 
keystone of Rheem quality. 

Research and quality control for the whole Rheem 
line, and for all 15 of Rheem’s plants, center at the 
company’s modern laboratory in Pasadena, California. 
Spot checks of every part of every appliance are made 
by a staff whose creed is “It’s got to be good or 
it doesn’t get by.”’ 

R gid quality control and continuing research on 
product improvement go hand in hand at the Rheem 
laboratory. That’s why today’s Rheem products are 
better, safer, more economical in service. That's why 
you can depend on Rheem being ahead of the proces 
sion when our war contracts are finished and our 


new postwar products are announced. 


In your plans for the future . . . include Rheem 


RHEEM 


MANUFACTURING 





WARWICK GETS "“E" AWARD—Warwick Mfg. Corp. were presented with the 


Army-Navy “E" production award recently. 


Seen at the presentation ceremonies 


were, left to right: Col. N. Boruszak; center (behind flag) John Holmes, president of 
Warwick; right, Commander George C. Norwood, USNR. 








Appliance Repair and Replacement 
Need Increasing, Survey Discloses 


Milwaukee Journal Also Tabulates 
Post-war Appliance and Radio Wants 


Need for repairs and replacements 
of household electrical appliances is 
rapidly increasing in Milwaukee, as 
a result of wartime depreciation and 
lack of merchandise, according to the 
Milwaukee Journal’s 1945 “Consumer 
Analysis of Greater Milwaukee Mar- 
ket.” This need has become more acute 
since 1944, where there were 162,768 
families, or 72 percent, needing repairs 
and replacements. The number has 
grown in the past year to 176,638 fam- 
ilies, or 77.6 percent. 

Radio repairs and _ replacements 
loomed highest with vacuum cleaners 
and washing machines running in close 
second and third positions, as can be 
seen in the accompanying table which 
gives the 1945 and 1944 figures for 
comparisons 

From the table below it can be seen 
that many radios have been repaired 
since 1944 and new sets have been 
purchased. Vacuum cleaner and wash 
ing machine repair needs, on the other 
hand, have increased by more than 
11,000 families in the past year. 


The People Surveyed 
This survey, which has been done 


annually since 1922 by The Milwaukee 
Journal, covers the entire Greater 


Milwaukee area of 227,626 families 
and is broken down into four income 
groups by rental averages of $50 and 
over; $40 to $50; $30 to $40; and 
under $30. Questionnaires were mailed 
to 18,193 families and 7,008, or 38.4 
percent were filled out and personally 
brought into the Journal. Each ques- 
tionnaire contains a section for the 
housewife to fill in, and another section 
for the man-of-the-house. These re- 
plies are then projected against the 
227,626 families in the area. 


Refrigeration and Ranges 


It was found that 80 percent, 
170,370 families have mechanical re 
frigerators—gas and electric; 10 per- 
cent gas, the balance electric. If they 
were to replace their present refrige: 
ators, 82.3 percent, or 187,336 families 
said they would buy electric; 16.6 
percent, or 37,876 gas. 

Electric ranges are owned by 24,356 
families, or 10.7 percent of all range 
owning families. They are most com 
mon among the higher income brac! 
ets. It is interesting to note in the a 
companying table the opinions of range 
owning families as to what type of 
range they would buy if they had to 
replace their present one. The trend 
is heavily in favor of electric ranges 


Families Needing Major Repairs in Homes and Appliances 


1945 


1944 





Appliances % 


Number %G ilies 


moict market 


Radios. . . 
Cleaners 


27.27 
24.32 
22.83 
12.11 
10.77 
10.21 


COMPANY 


Executive and General Sales Offices 
New York -« San Francisco+ Los Angeles 
Chicago « ‘Washington, D.C. 


62,099 
55,370 19.5 
51,991 17.8 
27,574 8.5 
24,515 9.4 
23,249 8.0 
= 5.84 13,297 ° 
Lighting fixtures. . :' 7.80 17,752 . 
Furnaces or other heating equip- 
“a 9.0 20,346 
Furniture......... 17.34 39,476 12.6 28,484 


* These appliances were not included in the 1944 Analysis, comparative figures 
for 1944 are therefore not available. 


62,168 
44,083 
40,240 
19,216 
21,250 
18,085 
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“go places” 
With Dutch Oven! 


vith the 
‘emonies 
ident of 





These are days of decision for major appliance dealers! 
There are many lines to be offered, some old and estab- 
lished, some new to the industry. Which will be the 
leaders five, ten years from now? And which will play 
the minor roles? Your future prosperity depends large- 
ly on your decision today! 


Let’s see what Dutch Oven has to offer YOU! 


1. Over fifty years of major appliance manufacturing 
and merchandising experience. 


at 2. A factory, completely modernized, that is unexcelled 











Satie for efficient, low cost production. 
$50 and 3. A completely new, redesigned Dutch Oven Gas 
0; and Range, without radical innovations, but with a crisp 
e mailed clean beauty that is in complete harmony with the 
or 38.4 modern kitchen. 
ow M4 4. Every practical modern convenience a gas range 
Sor the should have, PLUS such exclusive features as the 
¥ aeetinn Dutch Cooker Well, Spiral Heat Burners, Oven Door 
ag Seal, Retained Heat Oven—and in ADDITION — 
inst the 5. the exclusive Automatic Oven Shut Off, that makes 

Dutch Oven the ONLY RANGE THAT AUTOMATI- 
CALLY TURNS OFF THE GAS AND KEEPS RIGHT 
ON COOKING! Read the consumer advertisement on 
cent, this page appearing in early issues of national mag- 
ical re azines and learn what this means to your customers. 

10 per- 

If they 6. Advertising and merchandising that has continued 
refviner. throughout the war and that is being increased to a 
foantlies powerful consumer advertising program to support 
Lon $66 your sales efforts. 

ae 7. A new application of mass production methods ap- 
y “4,39 plied to this high quality product, plus modern low 
ll range cost distribution, mean that the new Dutch Oven Gas 
et con Range will be an outstanding value for your customers 
4 = “s —at a price any family can afford! 
1 
~beys DOES ALL THIS SPELL OPPORTUNITY 
‘had to FOR YOU, MR. APPLIANCE DEALER? 
he trend . 

ranges WE THINK IT DOES 

GLOBE AMERICAN CORPORATION 
‘ Sales Office: 135 S. LaSalle St., Chicago 3, Ill. 
KOKOMO INDIANA 

lumber aa ail a ae 
92,168 , Sei 
14,083 
10,240 
9,216 
11,250 
a Ue es 
10,346 : 
28,484 } 
e figures ; 
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Alice beat her hushand home 


when he arrived! 


And what a dinner— 


a } » soft and 
mealy, vegetables rich in vitamins 
° 


and pie with tender, flaky crust. 


A miracle? No indeed 
~s > way ! 
Of course, if Alice had an mam 


have left the Red 


AE Rie 
maintained heat” w; 


utch Oven Gas Range, at one 0’clock 
she placed her complete dinner i 
the Dutch Oven Automatic Retained 
eat oven, lit the gas, set the time: 
and went gaily on her way. ” 
Only thirty minutes later the gas 
was turned off, automatically, and 
er dinner went right on cooking on 
securely locked in the oven. 


roast would h 
ours of gas. 
When Al 
she placed 
the table, 
Tom’s heart 
the house. 


ave required at least 2 
ice arrived home at six 


Piping hot, just before 
y greeting echoed through 


You can cook on a Dutch Oy 

e 
ange exactly as you would aca 
ordinary range, but IN ADDITION 
7 offers a this emancipation from 
the kitchen, through Dutch Oven 
Automatic Retained Heat Cooking 
Some day, soon, Dutch Oven Gas 
anges will again be available. Can 
you afford to be without o poem. 
itchen? 


Send for 
FREE BOOKLET 
“Delicious Early American Recipes” 


that explains the advan 
tages of 
Dutch Oven Retained Heat Cooking 


ne in your 









but dinner was ready 


ordinary range, her six. und @ j 


her delicious dinner on €: 


ONLY Dutch Oven out 
off the gas an : 
cooking on retain 

















































omatically turns 


d keeps right on 
ed heat! 






















GA S RANGES 
MIFICIAL—NATURAL— Born en 


GLOBE AMERIC AN CORPORATION 


Kokomo, Indiana 
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A TELECHRON SELECTOR 
FOR POST-WAR RADIOS 


Tas carefully engineered timer gives radio receivers dramatic 
two-way sales appeal. It’s a dependable electric clock that 
provides the accurate time listeners need. But it’s much more. 
It turns on the set automatically at any preselected time in 
the morning to waken a member of the family—or the whole 
household—with music. It switches the set on for favorite 
programs during the day and evening and shuts it off at bedtime. 


Set buyers will like the easy finger-tip control of this built-in 
Selector. There are no knobs to turn, no complicated settings, 
no difficult calculations. All that’s needed to set the timer for 
any 15-minute period is to pull one of the 48 keys around the 
large, legible Telechron clock dial. Fifteen minutes after the 
set has been turned on, it will switch off unless the next key 
is also pulled. Keys are automatically reset to “off” position 
after timing periods are passed. Programs can be selected as 
far ahead as 10 hours. 


The cost to radio set builders will be surprisingly low— 
less than $4. That recommends the Selector for moderate- 
price receivers. 


The Telechron Selector is only one of the full line of auto- 
matic timing and control devices we can supply for post-war 
appliances. All use famous Telechron movements and self- 
starting synchronous motors. 


For full information about this and other Telechron timers, 
wire or write Automatic Control Division, Dept. G. 


WARREN TELECHRON COMPANY ° ASHLAND, MASSACHUSETTS 
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Type Range They Would Buy If They Had to Repiace Present One 


Electric 





in all income groups, and particularly 
in the higher income groups. 

Of the families owning gas ranges 
now, it was found that a total of 
30.5 percent, or 59,547 families would 
replace them with electric ranges. 


Washing Machines 


Washing machines are owned by 
206,229 Greater Milwaukee families, 
or 90.6 percent, a substantial increase 
over figures of 186,262 families and 
88.5 percent for 1942, the last time 
washing machines were included in the 
Consumer Analysis. Questions are 
asked early in January each year, 
therefore, the 1942 figure was obtained 
before war restrictions limited the sale 
of washers. At the time of the washer 
“freeze” in the Spring of 1942, a 
considerable dealer stock pile existed. 
This, in addition to the purchase of 
used machines, accounts for the large 
increase in washing machine owner- 
ship. Ownership is high in all income 
groups on washers as shown by the 
accompanying table: 


Washer Owners by Income Groups 


Jo Number 
$50 rentandup...... 93.2 61,864 
$40 to $50 rent...... 89.4 53,113 
$30 to $40 rent...... 90.8 59,112 
Under $30 rent 87.7 32,140 


Of those families owning electric 
washing machines, 173,027 or 83.9 per- 
cent own the wringer type—the bal- 
ance runs as follows: 


Types of Washers Owned 


Jo Number 
Wringer type 83.9 173,027 
Spinner type 18,973 
Fully automatic... ... J 3,093 
Don't know......... 11,136 


Families were asked which type they 
would buy if they were to replace 
their old one, with the following 
results : 


Type Families Would Buy if 
Replacing Washers 


Jo Number 
Fully automatic...... 37.4 85,132 
Wringer type. . . 79 669 
Spinner type... . . 14.5 33,006 
Don't know a> Sa ee 


Sewing Machines 


Electric sewing machines were cov- 
ered for the first time in the Con- 
sumer Analysis tabulation of 1945. A 
total of 57 makes were found to be 
in use in Greater Milwaukee homes 
and the owners constituted 33.6 per- 
cent. of the families, or 76,482. Own- 
ership was found greatest in higher 
income groups—42 percent in the $50 
rent and up, and 33 percent in the 
$40 to $30 rent class. 


Radio Sets 


Families owning radio sets have in- 
creased greatly in Greater Milwaukee 


~ 


Number 


32,347 
23,053 
21,284 
10,042 


_— 


86,726 


since 1942. Radio ownership in all 
income groups is almost on a par, 
Owners were asked which of four 
types—cabinet or console, table, console 
radio-record combination and table-rec- 
ord combination they owned, and it was 
found that the first two types were 
most popular with 63.2% and 33.9% 
respectively. In post-war this ratio will 
increase to 71.4 and 20.3 respectively. 

In answer to the question “In a new 
radio, which of the following features 
will you want?” television came out on 
top 84.3 percent ; F-M was second, 77.4 
percent; regular broadcasting, 75.9 
percent; automatic record changer, 
68.6 percent; short wave, 62.6 percent. 

The use of phonograph records has 
increased consistently. They are being 
used in 1945 by 81,035 families, or 
35.6 percent as against 26,213 or 13.3 
percent in 1940. Records are pur- 
chased by a larger number of families 
in the highest income group, but, al- 
though a smaller number of families 
in the under $30 bracket buy phono- 
graph records, a larger percentage buy 
them than in the intermediate brack- 
ets. In 41 percent of the homes chil- 
dren were found to buy the records, and 
in 32 percent of the homes records 
are purchased by the husband. 


Home Ownership 


More than half of the families re- 
porting said they own the homes they 
are living in. . . .115,634 or 50.8 per- 
cent of the total families. The rental 
value used in the income group break- 
downs indicates the rental value of 
the home owned or the actual rent 
paid for those rented. Forty-six per- 
cent live in duplexes; 45.7 percent 
live in single dwellings, and 8.1 per- 
cent live in apartments. 





WHATS BEHIND 


¥ 


DISCUSS POST-WAR RADIOS — Over 
500 radio dealers from Northern New 
Jersey attended a dinner conference ft 
cently to discuss post-war radio sete 
Above (left) Joseph Gerl, president of 
Sonora Radio & Television Corp. is shown 
with Robert Beller, president of Beller 
Electric Co., Newark, N. J. 
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* times more powerful 
new G-E Loud Speakers! 





@ G-E Alnico 5—another of G.E.’s 
many great contributions to more 
perfect radio reception and per- 
formance—is more compactand 22 
times more powerful than any other 
magnetic material used in speakers 
before the war. Alnico 5 makes 
possible the equivalent of a much 
larger and more powerful loud 
speaker in all sets and especially in 


those smaller AC-DC models where 
heretofore power output has been 
limited. 

Plan to sell the coming line of G-E 
radios that will have so many sen- 
sational features. Get in touch with 
your nearest G-E Radio Distributor 
today or write now to Electronics 
Department, General Electric, 
Bridgeport, Connecticut. 


*See subsequent General Electric ads for all 8 money-making 
features of the coming G-E Electronic Radio Line. 


GENERAL &@ ELECTRIC 


178-07 


PORTABLES + TABLE MODELS + CONSOLES + FARM SETS 
AUTOMATIC PHONOGRAPH COMBINATIONS + TELEVISION 
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“We've got our hearts set on 
having AUTOMATIC OIL 
HEAT after the war, just as 
so many other families have. 
We want the added comfort 
and economy of oil heat— 
and we insist on the wonderful 
convenience of thermostatic 
furnace control. 


“However, like three out of 
every four American families, 
we'll live in a small, five- to 
six-room house. The furnace 
will need to burn only two or 
three quarts of oil an hour to 
keep every room comfortable. 


“We understand that a pres- 
sure type burner cannot be 
operated successfully on less 
than a gallon of oil an hour 
(which is excessive in a small 
home), whereas a vaporizing 
burner can operate at peak 
efficiency on the two or three 
quarts an hour which will be 
exactly right for our needs. 
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*Well, that narrows our choice, 
for among all manufacturers 
of vaporizing equipment, 
H. C. Little Burner Co. leads 
the field, with the only fully 
automatic, electric ignition, 
natural draft vaporizing type 
burner available in a complete 
line, including Floor Furnaces, 
Basement Furnaces, Utility 
Room Furnaces, Space Heat- 
ers, Water Heaters, Wall 
Furnaces, etc.” 





“How did I get so aap) 
about oil furnaces? I've 
read the ads and I wrote 
H. C. Little for complete 
information. If you're 
going to sell me after the 
war, you'd better do the 


same thing. od 

















ot 





HEAD OFFICE: 

San Rafael, California 
Branches in Principal Cities 
Specialists in Low-Cost 
Automatic Oil Heat for 
Small Homes 
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Deepfreeze Div. 
Motor Products Corp. 


F. F. Duggan has been appointed 
general sales manager of the Deep- 
freeze Division of Motor Products 
Corp., according to an announcement 
recently made by G. H. Smith, vice- 
president and general manager. 


F. F. DUGGAN 


In his new position, Mr. Duggan 
will be charged with responsibility 
for the direction of sales of both Deep- 
freeze home freezers and Deepfreeze 
industrial chilling equipment. 

Coming to Deepfreeze from the 
C. & D. Distributing Co. of Charles- 
ton, S. C., where he was an active 
partner, Mr. Duggan is acquainted 
with all phases of appliance merchan- 
dising. Prior to this connection, he 
was manager of the Refrigeration 
Division of Edison G. E, Appliance 
Co., Inc. 


Frigidaire Div. 
General Motors Corp. 


Frank R. Pierce, former sales man- 
ager for the Frigidaire Div. of Gen- 
eral Motors, has been elected a vice- 
president of the corporation by the 
board of directors. 


FRANK R. PIERCE 


Mr. Pierce served with Frigidaire 
products for a number of years, begin- 
ning in 1921 when he became asso- 
ciated with the J. J. Pocock, Inc., 
Philadelphia, distributor for Frigid- 
aire. In 1932 he joined the Frigidaire 
Division as manager of household 
sales, later becoming sales manager. 
In 1939 he became general sales man- 
ager of the Kelvinator Division of the 
Nash-Kelvinator Corp. and in 1941 
was named vice-president in charge of 


JULY, 


— 


both refrigerator and automobile fo, 
that company. 

He rejoined General Motors as map. 
ager of the Detroit office of Public 
Relations Department in July, 194 
and was assigned to the personnd 
staff in 1944. 

Paul V. Sprout, service manager 
Frigidaire Division, General Motor; 


HOWARD E. VAN SCOYK 


Corp., has announced that Howard E 
Van Scoyk has been appointed 
ant service manager of the Technic 
Division of Mr. Sprout’s department! 
E. E. Landis will continue as assist- 
ant manager in charge of the Fid 
Contact and Service Parts Sales, 
other departments associated with the 
office, inventory control, shipping 
cataloging. 


Emerson Radio & 
Phonograph Corp. 


Morrie W. Rosenfeld, field manag 
of Emerson Radio and Phonograpl 
Corp., has temporarily taken over thé 
duties of general sales manager of 
company. He succeeds Charles Rob 


MORRIE W. ROSENFELD 


bins who recently resigned to & 
gage in business for himself. M 
Rosenfeld was formerly district ma 
ager of the New England and N 
York State territory. : 

In his new work, Mr. Rosenfeld 
enlarging the sales and field servic 
staffs of Emerson radio and is direct 
ing the company’s distributor-deale 
salesman training program prelimin 
to the firm’s announcement of post 
war promotion campaigns. 
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NDISINS 
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1 Lightness of Weight...ease of op- 
eration (just what the housewife 


wants in postwar appliances.) 


2 High Standard Performance (can 
be used in every room in the house 


with maximum results comparable 


to the finest appliances of their type 
made. Constructed for durability.) 


3 Reasonably Priced (have the ad- 
vantages of more expensive appli- 
ances, with many exclusive extras... 


each product an outstanding value.) 


Get the story now of how Regina companion products can 
build real volume for you postwar. Write at once to us or to 
the distributor nearest you, listed at the right. 


REGINA 


ELECTRICAL MERCHANDISING—JULY, 


CORPORATION 
Fine Products.for the Home since 1892 


REGINA SMOOTHCUT CAN OPENER + REGINA VACUUM CLEANER 
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IOWA 
KY. 
LA. 
ME. 
MD. 

_ MASS. 
MICH. 
MONT. 

MO. 
NEB. 

NEV. 


“NE 
}. 


DISTRIBUTORS OF THE 


'-» ELECTRIKBROOM AND THE REGINA 


ELECTRIC FLOOR POLISHER 


Walther Brothers Co. 
Rye Auto Supply Co. 
Los Angeles 21. Southwest Hardware Co., Inc. 


West Palm Beach... Thurow Radio Distributors 
Chas. S. Martin Dist. Co., inc, 

Woodward Hardware Co., Inc. 

The Harry Alter Co. 

.. A.C. McClurg & Co. 

Springfield Oe amiie ose .Capital City Paper Co. 
Hardware Products Co, 


Allied $ teed Distributors" 
. The A. B. Gray Co. 


.The Ridge Co. 
" Midwest- Timmermann Ca: 





Billings Northwestern Auto Supply Co. 
‘Kansas City 1 .Golden Star Polish Mig. Co,, Inc, 
Omaha 2 Appliance 


"8 
s 


Smith-Perry Electric Co. 

Albert Mathias’& Co. 

Houston .Electric Equipment Inc. 
San Antonio 6........... .... A. B. Frank Co, 
Salt Lake City 1l........ ....W. H. Bintz Co. 
Burlington Hagar Hardware & Paint Co. 
Goodman Electric Supply Co. 

Thurman & Boone Co. Inc. 

.Schwabacher Hardware Co. 

Harper-Meggee Inc. 

Valley Equipment Co., Inc. 

Manitowoc , -Rahr Supply Co. 
Milwaukee. . ' General Utilities Distributors 


"Distributors of Floor Polishers only 


RAHWAY, “NEW JERSEY 


Vogel, Birch & Co.:. 
Radio Equipment Co.” 
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Marching Home fegain! 


Among the things he longs most to see 
are familiar faces and familiar places. 
God speed the day when he will see both 
to his heart's content! And that will 
make us happy too. 


Producing the weapons that will help 
get him home again has kept our 
production lines busy. Soon they will 
be humming with production of those 
appliances that will help him forget the 
sound of marching feet and the fury of 
battle. 


Keep Your Eye On Dominion! 


Let's Put Everything Into 
The Finish Of Japan! 


DOMINION ELECTRICAL MFG., INC. 


=< 
inion 


TRADE MARK 

















> New G.E. Sales Promotion & Ad Mm @ 


A. L. SCAIFE 


" General Electric Co. 


A. L. Scaife has been appointed 
advertising and sales promotion man- 
ager of the General Electric Com- 
pany’s appliance and merchandise de- 
partment, it. was announced recently 
by C. R. Pritchard, general sales man- 
ager. 

The appointment is one of several in- 
volving major changes in the depart- 
ment’s advertising and sales promotion 
division. “ 

Scaife, who succeeds B. W. Bullock, 
who has resigned, will also continue to 
serve as merchandising manager for 
the department. In this new capacity, 
he will be in charge of all advertising, 
sales promotion and merchandising 
plans connected with the sale of G-E 
major appliances, traffic appliances and 
construction materials. He will be re- 
sponsible to Mr. Pritchard. 

Assistant manager of the division 
will be George B. Park. E. F. Vickery 
will be operating manager. 

In announcing these appointments, 
Pritchard said that, under the new 
setup, the advertising and sales pro- 
motion division will closely parallel 
the organization structure announced 
last fall for the sales divisions of the 
appliance and merchandise department. 


Sales Promotions Manager 


Scaife joined G-E. 15 years ago as 
a member of the advertising division 
of the former speciality appliance. 
department at Nela Park, Cleveland, 
and since has been advertising and 
sales promotions manager of that di- 
vision, merchandising manager of 
major appliances and subsequently of 
the entire appliance and merchandise 
department. 

Park will have complete supervision 
of all creative plans, copy, displays, 
etc., for the advertising and sales 
promotion division. He came to G-E in 
1939 after three years as advertising 
and sales promotion supervisor of 
Westinghouse air conditioning. He has 
served as copy chief in G-E’s adver- 
tising division at Bridgeport and re- 
cently had charge of the radio pro- 
gram, “G-E House Party”. 

Vickery will handle all details of 
business management including ac- 
counting, personnel, budget control, 
contracts and distribution services. 
Cooperative advertising expenditures 
and policies will also come under his 
supervision. Vickery comes to the 
appliance and merchandise department 
from Schenectady, N. Y., where he 
joined G-E. in 1930. He has served 
in the general statistics and account- 
ing division. 
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GEORGE B. PARK 


E. F. VICKERY 


G. E. Mullin, Jr., has been ap- 
pointed manager of the farm sales di- 
vision of General Electric’s appliance 
and merchandise department, C. R. 
Pritchard, general sales manager, an- 
nounces. 

Mullin’s experience in the farm field 
has been extensive since joining Gen- 
eral Electric in 1925. From 1936 to 
1939 he was in the company’s rural 
electrification, electrical contractor 
and educational sections in Schenec- 
tady. From 1940 to 1942 he was man- 
ager of the farm sales section. 


General Electric Lamp Dept. 
Nela Park, 


W. H. Robimson, Jr. has been named 
manager of G.-E. Lamp Department's 
advertising division with headquarters 
at Nela Park, Cleveland, to succeed the 
late H. Freeman Barnes. 


W. H. ROBINSON, Jr, 


Mr. Robinson has a background of 
22-years of lamp and lighting experi- 
ence. He joined the street lighting 
division of General Electric at Lynn, 
Mass., in 1925 and has since engaged 
in special lighting sales work .t Sche- 
nectady, New York City, Chicago and 
Los Angeles. He was appointed dis- 
trict engineer for the Lamp Dept’s 
South Pacific Sales District in Los 
Angeles in 1935, and was made super- 
visor of Hollywood studio lighting and 
lamp sales the following year. He was 
transferred to Nela Park headquarters 
in 1942 in charge of the Lamp Dept.’s 
war program of conversion from lamp 
making to electroriic tube production 
for radar and other military needs, 
and was made sales manager of elec- 
tric discharge lamps earlier this year. 











ap- 
$s di- 
lance 
a 4 


» an- 


field 
Gen- 
36 to 
rural 
‘actor 
enec- 
man- 


named 
ment’s 
larters 
ed the 


4 


‘ound of 
- experi- 
lighting 
at Lynn, 
engaged 
it Sche- 
cago and 
nted dis- 
» Dept.’s 
; in Los 
de super- 
hting and 
He was 
dquarters 
p Dept.’s 
rom lamp 
roduction 
ry needs, 
r of elec- 
this year. 





Rae 
Ay 
. 
y * 


Fe 




















ar) sane - 
= as “A 
~~ ~ ~ 
iy <A 
“ ry 
4 & 
a. ‘ 




















Wilcolator Thermostats also meet every test in the 
WORLD’S TOUGHEST TEST KITCHEN 


HEIR precision performance un- 

der rugged going has won many 

vital war assignments for Wilco- 
lator Thermostats. Few instruments can 
boast of a wider range of application or 
of a more impressive service record than 
those designed, engineered and pro- 
duced by Wilcolator. 


In aircraft, Wilcolator Products have 
done a vital wartime job as inverter 
controls and fire detectors—as thermo- 
stats for heaters and duct systems. On 
guns as heater thermostats. In combat 
anks and armored cars,.as the heart of 
ire detection equipment. Wilcolator’s 
‘know how” and resources, developed 


in a highly specialized field, have also 
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been important factors in the production 
of intricate and accurate mechanisms 


for ordnance use. 


Months of “hard fighting” still lie 
ahead for Wilcolator’s men, materials 
and products. During the war Wilco- 
lator’s research engineers have also been 
studying, testing and preparing designs 
that will be outstanding in their perform- 


ance on post war appliances. Wilcolator 



















ILCOLATOR 


1945 


is ready to put into production tempera- 
ture controls reflecting these lessons 
learned during the war. Temperature 
controls, whose simplicity and precision 
will set new standards of performance on 


as ‘ 
ranges and other peacetime products. 


Then you will find it to your advan- 
tage to use Wilcolator Products on the 
appliances you sell. The Wilcolator 
Company, Elizabeth, New Jersey. 


aa 


PAGE 15! 














PLAN TO HANDLE THE QUALITY LINE 


Grand as RANGES 


Albany, New York, Henzel-Powers Company 

Altoona, Pennsylvania, Electric Appliance Distributors 
Amarillo, Texas, Dulaney Distributing Co. 

Atlanta, Georgia, The Yancey Company, Inc. 

Baltimore, Maryland, Jos. M. Zamoiski Company 
Bangor, Maine, Maine Industries Company 

Billings, Montana, Billings Hardware Company 
Binghamton, New York, Morris Distributing Co., Inc. 
Birmingham, Alabama, Alabama-Florida Distributing Company 
Boston, Massachusetts, Northeastern Distributors, Inc. 
Buffalo, New York, Joseph Strauss Company, Inc. 
Charleston, West Virginia, Eskew, Smith & Cannon 
Charlotte, North Carolina, McClain Distributing Company 
Chicago, Illinois, Wakem & Whipple, Inc. 

Cincinnati, Ohio, Griffith Distributing Corporation 
Cleveland, Obio, Cleveland Distributing Company 
Columbus, Ohio, American Sales & Distributors, Inc. 
Dallas, Texas, Radio City Distributing Company 

Dayton, Ohio, American Sales & Distributors, Inc. 
Denver, Colorado, Radio & Appliance Distributing Co. 
Des Moines, lowa, A. A. Schneiderhahn Company 
Detroit, Michigan, Buhl Sons Company 

Dodge City, Kansas, Mullin Furniture & Appliance 

El Paso, Texas, W.G. Walz Company 

Erie, Pennsylvania, Young Brothers 

Evansville, Indiana, Kentworth Corporation 

Everett, Washington, Washington Stove Works 

Fort Wayne, Indiana, The Wayne Hardware Company 
Grand Rapids, Michigan, J. A. White Distributing Company 
Harrisburg, Pennsylvania, Jules Alexandre, Inc. 
Hartford, Connecticut, Roskin Distributors, Inc. 
Indianapolis, Indiana, Griffith Distributing Corporation 
Kansas City, Missouri, Federal Distributing Company 
Knoxville, Tennessee, C. M. McClung & Company, Inc. 
Little Rock, Arkansas, Holcomb Guan, Inc. 

Los Angeles, California, Gough Industries, Inc. ? 
Louisville, Kentucky, Kentworth Corporation ‘ 
Memphis, Tennessee, McDonald Brothers 

Middletown, New York, Roskin Brothers, Inc. 
Milwaukee, Wisconsin, Radio Specialty Company 
Newark, New Jersey, Apollo Distributing Company 

New Orleans, Louisiana, Radio Specialty Corporation 
New York, N. Y., Times Aggtiocne Company, Inc. 
Norfolk, Virginia, Bowers Wholesale Corporation 
Oklahoma City, Oklaboma, Dulaney Distributing Company 
Omaha, Nebraska, Major Appliance Company 
Philadelphia, Pennsylvania, Judson C. Burns ; 
Phoenix, Arizona, W.G. Walz Company a 
Pittsburgh, Pennsylvania, J. A. Williams Company 
Portland, Oregon, Washington Stove Works 
Providence, R. 1., 1. Feldman Company 
Rochester, New York, Beaucaire, Inc. 
Sacramento, California, Dallman Supply Company 

Salt Lake City, Utah, Flint Distributing Company 

San Antonio, Texas, Southern Equipment Gomageey 

San Francisco, Cal., Dalco Appliance; Div.of Dallman Supply Co. 
Shreveport, Louisiana, Interstate Electric Company 

Sioux Falls, S. D., Rudning-Robertson Company 
Spokane, Washington, Washington Stove Works 

St. Louis, Missouri, The Artophone Corporation 

St. Paul, Minnesota, Motor Power Equipment Company 
Syracuse, New York, Morris Distributing Co., Inc. 
Toledo, Obio, Gerlinger Equipment Company 
Washington, D. C., Columbia Wholesalers, Inc. 

Wichita, Kansas, Federal Distributing Company 
Wilkes-Barre, Pennsylvania, R. B. Wall Company 
Williamson, West Virginia, Persinger Supply Company 


WHEN PEACE comes, iT wit Bt Gaand 
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NEW POSITIONS 


OF THE MONTH 





Eureka Vacuum Cleaner Co. 


William A. Matheson was elected a 
vice-president of the Eureka Vacuum 


WM. A. MATHESON 


Cleaner Co. at an executive meeting 
held in Detroit recently, it was an- 
nounced by H. W. Burritt, president. 
Matheson formerly was president of 
the Williams Oil-O-Matic Heating 
Corp. which was acquired by the 
Eureka company. 

In his new capacity, Matheson will 
be manager in charge of the Williams 
division of the recently expanded Eu- 
reka company. He will be responsi- 
ble for sales and management of the 
Bloomington, IIl., plant which will 
manufacture oil burner units and air 
conditioning equipment, postwar. 

The Eureka division, which will pro- 
duce home cleaning systems, cordless 
electric irons, and electric garbage 
disposers will operate under the direc- 
tion of George T. Stevens, vice-presi- 
dent and manager of this division. 

Prior to serving as president of 
Williams Oil-O-Matic Matheson was 
manager of the Eastern branch of the 
General Motor Sales Corp.; manager 
of the Chicago branch of Williams; 
after having held the post as sales 
manager with the Hart Oil Burner 
Corp., of Peoria, Ill.; and the Power 
Plant Engineering Co., Seattle, Wash. 


Hurley Machine Div. 
Electric Household Utilities Corp. 


It has been announced that Jim 
Pease, advertising manager, and Frank 


JIM PEASE 


J. Simpson, assistant sales manager, 
were elected vice-presidents of the 


Hurley Machine Division of Electric 
Household Utilities Corp. at the an. 
nual stockholders’ meeting rec: ntly, 
All other officers were reelected. 


FRANK J. SIMPSON 


F. L. Jacobs Co. 


Charles B. Eisenhauer has beer 
elected vice-president and a director 
of F. L. Jacobs Co. and will be i 
charge of the company’s eight plants 
under C. S. Jacobs, vice-president and 
general manager. He was experi 
mental engineer of the Anderson Mig 
Co., Cambridge, Mass., when it wa: 
acquired by Jacobs in 1936. He re- 
mained with the company and in 194] 
was appointed genera! manager of the 
Lonyo, Detroit, plant which developed 
the M-4 tank suspension and became 
one of the largest producers in the 


country. \ 


Sylvania Electric Products Inc.. 


Paul S. Ellison, director of adver- 
tising arti publicity, Sylvania Elect: 
Products Inc., announces the appoint- 
ment of Edward G. Adams Jr., « 
Roslindale, Mass., as assistant adver- 
tising manager of the Lighting Di- 
vision of Sylvania. He will be in 
charge of the Advertising Depart- 
ment’s Salem, Mass., office, and will 
report to John P. Waters, advertising 
manager of Lighting Products. 

Prior to his Sylvania appointment, 
Mr. Adams was assistant advertising 
manager of the Dennison Mfg. Co., in 
Framingham, Mass., and a former ac 


EDWARD G. ADAMS Jr. 


count executive for the Arthur W. 
Sampson Co., Inc., Boston, Mass. 
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Mr Joe Turp Writes 


By DAMON RUNYON 
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Damon Runyon 
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«. | Funny—how this guy 


of adv 


te always draws a crowd... 

ns f., 

ant adver 

ing RUNYON'S got something that gets people.. The same 
g Depart goes for the top-notch talent that produces the pictorial- 
aie ized news, the sophisticated cartoons, the amusing col- 
el umns and the news of stage and screen in Sunday 
oars Pictorial Review. E. V. Durling, George Dixon, Barbara 
aaah Shermund! They draw crowds to the tune of over 5,000,000 


families every Sunday, in nine major markets—represent- 
ing one-third of the nation’s sales potential. When you ad- 
vertise in Sunday Pictorial Review your product shares this 
box office appeal. Always draws a crowd. 
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aimee a t Times San Francisco Examiner 
a 
American Detroi American t-Intelligence® 
New York Journal Chicago Herald Seattle Pos 
Ne ei 
‘02 American e ukee Sentin eee 
Jr. Baltimore Telegraph Milwa + Block 6 Associates) 
Pittsburgh Sun ted ‘ndividually by Pau 
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Represented nationally by HEARST ADVERTISING SERVICE 
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Electronics Dept. 
General Electric Co. 


a * S 1 i ere 
4: c r i=] 0D AV y COM PLETE tude So Blachonc: . 
I FROM BU MPERTO partment of General Electric C 


Bridgeport, Conn. 


Automotive advertising of “yesterday” is typ BUMPER Paul L. Chamberlain has been ap. 


ically represented by this Oldsmobile advertise- pointed manager of sales for the Re. 
ment which appeared in the Cincinnati Times- == ceiver Division, by I. J. Kaar, ¢ 
Star of November 15, 1928 } : a ; 2 vision manager. Mr. Chamberlain ha; 

) es . been in the selling end of radio sinc 
During the “yesterday’’ years of 1928-1940 : . | 1925, having served with the Coli; 
MORE Cincinnatians were being told in the : 














Times-Star about MORE makes of automobiles 
than in any other Cincinnati newspaper. Na 
tional automotive advertisers placed 9,363,899 
lines in the Times-Star, almost as much as in all 
other Cincinnati newspapers combined 


we 


OLDSMOBI 


PrRoovucT OF GCGENERAL MOT | PAUL L. CHAMBERLAIN 








B. Kennedy Corp., the Brunswic 
Phonograph Co., and the Ochiltre 
Electric Co., the latter a G-E dis 
tributor in Pittsburgh. He enters 
G-E’s Electronics Dept in 1943. 
Henry A. Crossland has been ap- 
pointed assistant to the manager 
the Government Division by V. 
Lucas, division manager, and will 
located in the Washigton D. C. offic 
; Mr. Crossland joined General Electric 
and with more goods available in normal in 1930 in the radio sales section 





as 
Tomorrow with the removal of restrictions 


the , He later became manager of tub 
4 ; sales, manager of television sales, an 
ture, national automotive advertisers ac- Times-Stor will continue to be the first i in 1940 went to San Francisco 


: Sa t t 
Despite curtailment of civilian manufac- quantities to Greater Cincinnatians 


cord first place to the Cincinnati Times- this rich $500,000,000 stable market : regional sales manager for the Re 

Star in the wartime years 1940-1945. : ceiver Division. In 1943 he was matt 
AS manager of sales of the Receiver Div: 

CINCINNATI TIMES-STAR . 1,907,130 lines i ) , sion. 

Sunday paper. 854,675 lines + James D. McLean has been 

Other evening paper... 1,374,701 lines [aun | pointed manager of sales for th 


> : Transmitter Division by C. A. Priest 
Morning paper 733,458 lines and will be located at Schenectady 


He has been coordinating the develop: . 
ment and manufacture of airborn 
radar and radio equipment supplie 
by the company to the Army A 
Forces and the Signal Corp since 19 
In addition, he has been in charge 
the sale of television broadcast equ 
ment for use after the war, sin 


1943. 








New Electronic Representatives 


Appointment of George E. Phill: 
as district“representative for the C 
tral District, and C. E. Moore for t 
West Central District was announce 
recently by “A. A. Brandt, gener 
sales manager of the Electronics De?’ 
Both men will be responsible for 
sale of products of the Ken-Rad D 
vision, radio service test equi)m¢ 
and other special electronic products 
their territories. 

Mr. Phillips will report to Geor? 
S. Peterson, Central District ele 
tronics manager with headquarters ! 
Chicago. Mr. Moore will report ' 
R. J. Meigs, West Central Distr¢ 
electronics manager. 
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. these are the plus factors that have made our trade 

. relationships so successful in the past decades. 

Brunswic With few exceptions, all components of Howard Radio receivers are sig et ge 
- “ designed and built right in our own plant—many of them under valuable ©, be, | By 
z- dis 6 s) 

—_ patents which we control. From the most intricate mechanical and electrical * aa 
beer parts to the rich character-styled cabinets, Howard Receivers are our own productions. 

lanager 

by V. \ With this policy of Howard engineering and production personnel both 

nd will 

. C. offic working under one roof with the finest and most modern equipment, it is possible to 

‘al Electric . P » . . 

% ection maintain efficient manufacturing schedules and the highest de- 

al =. gree of quality control—important factors that add up to greater 

| Sales, a 

ancisc’ A consumer values and better business for Howard dealers. 

wr the Re 
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. A. Priest 


chenectat§ dealers and distributors . .. 


et ate Howard, as America’s Oldest Radio Manufacturer, has 
F ew proved its abilities to design and build radios that enjoy 
— popularity, prestige and sales success. If you want a 
war, si nationally advertised radio line with which you can build 
permanent post-war business get in touch with us now. 

entatives 


Ph HOWARD RADIO COMPANY 
a 1731-35 BELMONT AVE e CHICAGO 13, ILL. 
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What'll happen when they 


demand ‘Quality at a Price’? 


YURE, you're going to get 
» your share of postwar cus- 
who will 
buy any appliance you stock. 


tomers—customers 


But when the buying spree 
s over, when women demand 
“quality at a price”—how will 


you stand? 


Will you have an appliance 

ne that keeps en selling for 
you—in your customers’ 
homes? A line that continues 
to bring new customers into 

our store—and keeps old 

nes sold? A quality line that 
means quality profits? 


We believe you can look 
forward to this kind of busi- 
ness when you carry Manning- 
Bowman's “Quality Quins”— 
like the popular Smokeless 
Table Broiler shown above, 
just one of a famous family 
of M-B appliances. 


Manning-Bowman has 
meant quality to housewives 
since 1857. Today, it means 
best to thousands of women. 
After the war, this “hot line” 
is going to mean more busi« 
ness for dealers everywhere. 


Will you be one of them? 


Manning-Bowman 
Mears Best 


MERIDEN, CONNECTICUT 


Toaster-with- 
the-Tester 


long-lost 
Percolator 


tron-that- 
wags-its-tail 


Twin-O-Matic 
Waffle Boker 


THE LINE THAT'S ALWAYS IN DEMAND 


Buy War Bonds and Keep Them 
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NEW POSITIONS 


OF THE MONTE 





Apex Rotarex Corp. 
Charles W. Rexford has been ap- 


| pointed Central Division sales mana- 
| ger of the Apex Rotarex Corp., it 


| New 
| states, it was announced by 


| headquarters 


was announced recently by A. C. Scott, 
vice-president in charge of sales. Mr. 
Rexford will supervise the sale of 


CHARLES W. REXFORD 


Apex washers, ironers and vacuum 
cleaners in eight central states, in- 
cluding Ohio, Pennsylvania, Indiana, 
Kentucky, Michigan, West Virginia, 


| western New York and southern Il- 


linois. 

Mr. Rexford joined Apex in 1942, 
and recently held the position of as- 
sistant director of purchases. 


| Free Sewing Machine Co. 


Sterling MacDonald, for the past 
eight years manager of the Eastern 


| Division for the Free Sewing Ma- 
| chine Co., 


Rockford, Ill, has been 
appointed district sales manager for 
York and the New England 
c— 

vice-president in charge of 
Mr. MacDonald will maintain 
in the company’s new 


LeVee, 
sales. 


STERLING MacDONALD 


offices and show rooms on the 79th 
floor of the Empire State Bldg. New 


York City. 


| 


_}| 


In his new duties, Mr. MacDonald 
will supervise the development of 
Free’s post-war plan of expansion in 


| the East, especially in New York City, 


Providence, Boston, Portland, Hart- 
ford, Albany and Schenectady. 


me 


American Ironing Machine Co. 


Joseph Groshans, general sales man- 
ager of the American Ironing Machine 
Co., announces the appointment oj 
Marshall Danforth as division man- 
ager covering division No. 1, compris- 
ing the New England States, including 


JOSEPH GROSHANS 


the state of New York except metro- 
politan New York. - Mr. Danforth was 
employed as buyer and sales manager 
of the Major Electric Appliance De 
partments of the Parke-Snow stores ir 
New England. His chief responsibili- 
ties were selection of merchandise, the 
supervision of salesmen, and planning 
of promotional activities for that com- 
pany. During the war he is employed 
as a cost analyst in one of the large 
shipyards located in Massachusetts 
but he will assume his active duties 
as soon as production of Simplex 
ironers is resumed. 


American Central Mfg. Corp. 


The appointment of Willis M. Mar- 
shall as North Eastern district sales 


WILLIS S. MARSHALL 


manager for the American Central 
Mfg. Corp., manufacturers of steel kit- 
chen sinks, wall, and base cabinets is 
announced by C. Fred Hastings, get 
eral sales manager. Mr. Marshall has 
been associated for the past nine years 
with the Horton Mfg. Co. of Ft 
Wayne, of which he was parts and 
service manager. 
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-M. Mar- @ This “traveling recording studio” of the Office of War Information has everything 
trict sales for making recorded pickups for broadcasting on international short wave. Such 
important equipment must be the finest that science can provide, so Raytheon High- 
Fidelity Tubes are used to assure the highest quality reception. 

Wherever they are employed, Raytheon Tubes live up to their reputation for fine 
performance. That is why they are first choice among electronic engineers planning 
post-war products . . . and first choice among radio service-dealers who are building 
soundly for the future. 

There’s a real promise of greater profits and greater customer-satisfaction for 
service-dealers who feature Raytheon Tubes. And there’s a revolutionary Raytheon 
merchandising program planned, too . . . to help you be more successful than ever 
before. 

Switch to Raytheon Tubes now! 


Increased turnover and profits, plus easier stock control, are benefits 
which you may enjoy as a result of the Raytheon standardized tube 
type program, which is part of our continued planning for the future. 


Raytheon Manufacturing Company 
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MEET YOUR NAVY" 


Every Saturday Night 
RADIO RECEIVING TUBE DIVISION ne any Na co 
e coos ° oas 
Newton, Mass. ° Los Angeles ° New York «+ Chicago ++ Atlanta 181 Stations 


4 
L es \ nD 
All Four Divisions Have Been Awarded ° ZA, : : A 
Army-Navy “E"’ With Stars Wigle tdelkily I 
ELECTRONIC AND RADIO TUBES 
DEVOTED TO RESEARCH AND THE MANUFACTURE OF TUBES FOR THE NEW ERA OF ELECTRONICS 
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Westinghouse Electric Corp. 


Election by the board of directors 
of three vice-presidents to head the 
treasury, law and patent departments, 
and lamp manufacturing and lighting 
equipment divisions of Westinghouse 


| Electric Corp. Manufacttring Com- 
[ has be od by A. W. 
Our veaders are different | = Rk gga 


They are L. H. Lund, who has been 
treasurer since 1941; William E. Mil- 
ler, who had been general attorney in 
charge of the law and patent depart- 
ment since 1944, and Ralph C. Stuart, 
in charge of the Lamp and Lighting 
; ( Divisions. 

Mr. Lund and Mr. Miller have their 

hen ey CoOOd fied 2 t offices in Pittsburgh, Pa. Mr. Stuart 

will administer the four plants of the 

Lamp Division at Bloomfield, Belle- 

ville and Trenton, N. J., and Fair- 

mont, W. Va., and the Lighting Divi- 

sions’ Cleveland, Ohio, plant from the 

Lamp Division headquarters at Bloom- 
field. 

Mr. Stuart joined the company at 
the Bloomfield Works as an assistant 
foreman in 1918. Soon after he en- 
tered the Army, but returned in 1919 
and the following year was transferred 
to the Canadian Westinghouse Co., in 
Hamilton, Ontario, where he became 
manager of the lamp plant in 1930 
There he organized two foundries, a 
radio tube plant and a lighting fixture 
plant, operations which—together with 
the lamp-making plant—now comprise 
the West Plant of the Canadian West- 
inghouse Co. He was transferred to 
the Bloomfield headquarters plant of 
the Lamp Division in 1941 as manager 
of manufacturing. 











New Products Manager 


F. D. Newbury, vice-president of 
the Westinghouse Electric Corp., has 
announced the appointment of Frank 
W. Godsey, Jr., as manager of the 
New Products Division. 

Mr. Godsey replaces G. H. Woodard, 
who has been transferred to South 
Philadelphia as manager of the cor- 
poration’s Aviation Gas Turbine 
Division. His headquarters will be 
at the Pittsburgh office. 














District Supervisor 





The appointment of H. C. Bourns 
as Central District supervisor of the 
Refrigeration Specialties Dept. of the 
Westinghouse Electric Appliance Di- 

e|° vision has been announced by J. E. 
Because to the 1,350,000 fami lies Hugo, central manager of the Division. 
Mr. Bourns comes to Westinghouse 


in the American ttome ’ with a background refrigeration ex- 


perience, having been previously with 


° 2 ° he B d Gloekler Co., Mills Nov- 
homemaking \S 7 JOY. not a chore. i Ca» ‘tad Harold L Shaeier. 


Thats why they read the Amevican Home Magazine 








Detroit Lubricator Co. 


C. H. Hodges, Jr., president of the 
Detroit Lubricator Co., announces the 
appointments, of E. J. Doucet, general 
sales manager, to vice-president and 
general manager sales, with head- 
quarters at Detroit; and K. B. Thorn- 
dike, manager, Western Regional 
Office, to vice-president, Western Re- 
gional office, with headquarters in 
| Chicago. 





JULY, 1945—ELECTRICAL MERCHANDISING 





Bloom- 


| (fee GILBERT PLU 


a And Here Are the reasons Why: 


sferred 


a & in 
became ® Gilbert Plugs are insurance against appliance failure due to 


oad cords pulling out of plug. 

er with 

omprise 
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ondevel : For free samples and complete information on Gilbert Plugs, 
will be write Gilbert Manufacturing Co., Inc., 24-20 48th Street, 
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Proctor Electric Co. 


The appointment of Major Walter 
Trittipo, AUS, as central sales man- 
ager for the Proctor Electric Co, 
Philadelphia, Pa., was announced by 
R. M. Oliver, vice-president recently, 
Major Trittipo was formerly Chicago 
district manager for Proctor. In his 
new capacity, Major Trittipo will be 
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Shipping space- 
225 cubic ft. 





MAJOR WALTER TRITTIPO 


Bl . 2 : | responsible for hiring, coordination and 

@ Here's real efficiency that will save direction of six district managers and 

| twelve salesmen in the Kansas City, 

Minneapolis, Chicago, Detroit, Cin- 
cinnati and Pittsburgh territories. 


you many dollars... for it not only 


allows full use of valuable space 


Whether your product requires a crate Five District Managers 
in your shipping de ent,— but or a box you get all the exclusive advan- 
y pping partm : tages found in Wirebounds. This typical At the same time Mr. Oliver an- 
icient six-tier | nounced the appointment of five new 
enables you to adopt modern warehouse scene shows efficien Rt 5 = - 
stacking of Wirebound crates. district managers : 
y : g Kenneth W. Bullen was appointed 
high-speed methods that substantially Buffalo district manager, covering all 
| of New York state except metropolitan 
reduce the cost of your entire | cee Nese ons 
uffolk counties. 
, . . P Frank C. Barrington was appointed 
packing and shipping operation. Florida district manager. Mr. Bar- 
rington has been associated with the 
electrical industry for many years, 
starting at the age of 17 when he 
-) ne , organized the Columbian Electrial Co. 
Put “shipping” into your postwar plans, too! Arrange now to His most recent association was with 
Westinghouse Mfg. Co.. as manager of 
have a Wirebound Box or Crate designed especially for SS ey District: of Ge 
| Lamp Division. 
P . . Walter H. Kelley was appointed 
your postwar product... it will be fully pre-tested in one Shem" ~All + gy 
' f 4 ? ‘ ritory consists of Maryland, District 
of the leading Shipping Laboratories in the country _____ of Columbia, Virginia and the eastern 
half of North Carolina 
all without cost or obligation! Simply it =e | ale ele Rag eat Fiecegpe 
‘ istrict manager. Mr. Bond was as- 
: . b 3 sociated with the Korsmeyer Co., dis- 
write Wirebound Box Manufacturers ~ tributors in Lincoln, Nebraska, and 


ei me Cj more recently he has been associated 
Association, Room 1826, Borland will | 


with the Maxon Construction . Co., 
Dayton, O., and with the Line Ma- 
Building, Chicago 3, Illinois. Send today for your free copy of | | terial Co., Milwaukee, Wis. 
this 24-page book, “YOUR C. Hap Hunter was appointed Cin- 
PRODUCT. .. How to ship it safely cinnati district manager. Mr. Hunter 
* and at lower cost.’’ Here are a few | was associated with Proctor before 
of the important points’covered ... the war in a similar capacity. His 
territory will comprise the Eastern 
@ howto reduce @gain greater half of Missouri, Southern Illinois, 
shipping charges strength, climinat- half of Indiana, Western Ohio, Ken- 


.@) 

/ with a Wirebound . f Tennesse 
| Ly y ae cht: GP tmecedeieion tucky and parts of Tennessee. 
LU A A} & | 4 





mates ensessive Mr. Bullen, Mr. Barrington and Mr. 
weight! damage claims! Kelly will work under Major Oswald 
Mac Carthy, recently appointed East- 


Te) > 4 E s & ¢ RAT ct 3 a oom, ern sales manager; Mr. Bond and Mr. 


Hunter will be under the direction 
and cneinat pine .dapartnent of Major Walter Trittipo, Central 


sales manager. 
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... but they all know that any RANGE 


MUST HAVE GOOD INSULATION 














Tomorrow’s buyers of ranges will be primarily 
interested in cooking results. Sure, they'll want 
smart styling and good looks—and extra features 
when they can get them—but, even more im- 
portant, they ll want a dependable oven. They'll 
want an efficient, well-insulated oven that bakes, 
roasts and broils to perfection; an oven thrifty to 
use; an oven built for long years of service. 
Range designers are taking this fact into account 
in specifying Fiberglas* Insulating Wool, type 
[W-F, for their postwar ranges. Actually, in- 
organic, nonsettling Fiberglas gives range manu- 
facturers two important advantages: First, the 
assurance of high thermal insulation effi- 
ciency for the life of the range; second, a 


selling feature that buyers know and appre- 


FIBERGLAS 


*T. M. Reg, U. S, Pat. Off. 


ciate—a potent “plus value” for retailers as well 
as manufacturers. 

Owner satisfaction with millions of Fiberglas- 
insulated ranges, refrigerators and other house- 
hold appliances has given Fiberglas great accept- 
ance with the buying public. Aggressive retailers 
will capitalize on this consumer preference to 
make sales easier.. and quicker... and more 
profitably, postwar. 

Yes, Fiberglas Insulation will be a swell feature 
to sell, And from present indications you'll find it 
in most of your best household appliances after 
the war. 

Owens-Corning Fiberglas Corporation, 
1853 Nicholas Building, Toledo 1, Ohio. 


In Canada, Fiberglas Canada Ltd., Oshawa, Ontario. 


THERMAL 
INSULATION 
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New Position: 
of the Month 





Maytag Co. 


Verne R. Martin, assistant ma iager 
of the Kansas City branch of The 
Maytag Co., Newton, Iowa, was ap. 
pointed general sales manager the 
company, according to a recen: ap- 
nouncement. 


VERNE R. MARTIN 


As sales manager, Mr. Martin wi 
direct Maytag’s entire sales organiza 
tion, including those territories serve 
by distributors. He will be responsibi 
directly to Roy A. Bradt, vice-presi- 
dent, who will continue to exercise get 
eral executive supervision over the 
entire field of distribution, including 
sales, advertising, and customer serv- 
ice. Mr. Martin will spend much of 
his time in the field. 

Mr. Martin rang the first doorbel! 
for Maytag in July, 1925. He subse. 
quently served as district, divisional 
and regional manager in Michigan 
Indiana and Kentucky, and Ohio. |: 
1943 he was drafted as director 
personnel procurement. After solving 
this problem he went to the Kansa 
City branch. He will be succeed 
there by Claire Ely, regional manager 
in the Minneapolis branch. 


Kienly Rejoins Eberhard 


Andrew C. Kienly formerly pro: 
nent in the appliance industry, but f 
the past several years sales manager 
for the Royal Typewriter Co., In 
returned to The Geo. H. Eberhard | 
to reestablish their appliance divisi 
which has been interrupted by the 

The Eberhard Co. operating as sell- 
ing agents covering the 11 Wester 
states and Hawaii, have for ma! 
years served prominent Eastern man 
facturers. This company has a recor 
of 54 years of aggressive, success! 
operation and maintains an experi 
and dependable sales personnel 
tecting the identity of each concer 

The Geo. H. Eberhard Co. executiv 
offices are in its own building at 2 
First Street, San Francisco, with 4 
branch office in Los Angeles and als 
headquarters staffed by resident sal 
men in Portland, Ore.;  Seattl 
Wash.; Salt Lake City, Utah 
Denver, Colo. 


Potter Agent Appointed 


Potter and Halsey, Inc., 545 Fifth 
Ave., New York, has been appointed 
by Refrigeration Patents Corp of Bul 
falo, N. Y. as its sole agent fo the 
purpose of negotiating licenses wit! 
responsible manufacturers under Pot- 
ter et al Patent No. 2,056,165 pertat- 
ing to household refrigeraters. 
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Satistied customers mean 4 lot to a dealer. 
If you want grins, not “gripes”, sell ‘em 
a motor they know:-- Westinghouse: 
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Je} “THERE IS ONLY ONE 
ZZ PERMAGLAS” | 


SS 


In this land of many waters, SMITHway engineers devoted 
23,000 test-years to the perfection of the Permaglas formula. 
Regardless of the type of water encountered . . . soft waters of 
the mountains, hard waters of the plains, acid waters of the 
bayous, iron-laden waters of the ore regions, or any of the 
other waters harmful to most water heaters . .. Permaglas 
“plays no favorites.” -It resists the attacks of even the most 
destructive of waters. 

No trace of rust or corrosion can originate inside a SMITH- 
way Permaglas tank. Hot water as pure as the original water 
supply itself is always assured. 

There is only one Permaglas ... the sparkling blue, mirror- 
smooth, glass-fusedto-steel that makes SMITHway Permaglas 
Electric Automatic Storage Water Heaters easiest to sell, and 
most satisfactory in use. 

Write for “The Inside Story of Permaglas”—a great aid 
to sales. 





Buy an Ezha War 
Bond Thi Month 


Guinway ELECTRIC 
WATER HEATERS 


A. O. Smith Corporation, Dept. E345H, Milwaukee 1, Wis. 
Please send me a copy of “The Inside Story of Permaglas.” 


Name 


RADIO SERVICE—An up-to-date radio repair department is one of the features 
of the new Mash Appliance Co., recently opened in Montrose, Colo. C. V. Mash 


is the owner. 











LITTLE ROCK, ARK.—The 
Helena Electric Co. filed articles of 
incorporation recently. They plan 
to engage in electrical contracting, 
sell appliances and make repairs. 
The firm listed 200 shares of stock 
at $100 each; total capital $10,000. 
Incorporators: Phil C. Herlein, 
West Helena; Ralph Mclllwain and 
Rubin Mclllwain of Helena; and 
C. A. Reitz, Memphis. 


LITTLE ROCK, ARK.—Gillespie 
Appliance Co. announced the formal 
opening of their appliance business 
at 306 W. 7th recently. Mr. Gil- 
lespie has been connected with the 
appliance business for many years. 


NEW BRITAIN, CONN.—North 
End Appliance, 692 Main St., 
recently filed articles of incorpora- 
tion papers. 


NEW HAVEN, CONN.—Herman 
R. Levitz, recently applied for in- 
corporation papers for the West 
Haven Electric Co., 98 Campbell 
Ave. 


CLEARWATER, FLA. — South- 
ern Radio and Appliances, Inc., was 
recently incorporated to operate a 
radio shop; 18 shares, $500 par 
value was the capital listed; Henry 
\. Bivins, Jr.; Sheldon D. Smith 
and George R. Smoyer, Jr. were 
the principals. 


MIAMI, FLA.—A charter was 
granted recently to Southern Appli- 
ances, Inc., Miami; 100 shares no 
par value; 100 shares $100 par 
value; Raymond M. Craig; S. F. 
Patter and Homer K. Kimbrell are 
the incorporators. 


TAMPA, FLA.—Gulf Electrical 
Appliance Distributors, Inc., 
Tampa, Fla. filed certificate of in- 
corporation recently; 1,000 shares, 
$100 par value; LeeRoy Fernandez, 
Joseph Requeira and Seth Dekle 
were the principals. 


CHAMPAIGN, ILL.—Leo Weisel, 
yeoman Ist class, USN, will oper- 
ate a new electrical appliance store 
at 115 So. Neil St., Champaign, III. 


Before entering the service Mr 
Weisel was engaged in cleaner 
agency work in Chicago. 


CHICAGO, ILL. — Certificate of 
incorporation was recently issued 
to Sunbeam Corp., 5600 W. Roose- 
velt Rd., to manufacture, buy, sell, 
deal in electrical household appli- 
ances and equipment; 10 shares par 
value common at $100. Incorpora- 
tors: Bernard A. Graham, Edward 
X. Ploner, Meyer Morton. 


CHICAGO, ILL.—Lucas Appli- 
ances, Inc., 11 W. Chicago Ave., 
were recently incorporated 200 
shares common, p.v. $100; Incor- 
porators: Harry M. Lucas, D 
Fanti and A. Wrabel. 


PEORIA, ILL.—A charter was 
issued recently to the Central Illinois 
Radio Corp., at Peoria. Joseph H. 
Giddan, Max J. Lipkin an James F. 
Kyler, incorporators, are author- 
ized to manufacture, buy, sell, and 
distribute radio apparatus. 500 
shares common at $100 per share, 
were issued. 


DETROIT, MICH.—The Hot ‘N’ 
Kold shop has its first branch at 
14623 Harper Ave., and expects to 
expand in proportion to post-war 
business. R. G. Whitehurst heads 
the organization. The firm will not 
do any service work. 


BUFFALO, N. Y.—Articles of in- 
corporation have been filed for the 
West Side Appliance Co., 383 Sum- 
mer St., by James E. Clancy. 


BUFFALO, N. Y.—The General 
Appliance Sales & Service, 117 Kel- 
burn St., was recently opened by 
Vincent L. Krause. 


BUFFALO, N. Y.—Sheral Furni- 
ture & Appliance Co., Inc., has been 
incorporated with a capital of 200 
shares. Incorporators are A. 
Irving Milch, Eileen Richards and 
Gladys Schmidt. 


BUFFALO, N. Y.—Paul F. McGiv- 
erson recently opened the Park 
Electric Sales & Service Co., at 29 
North Buffalo Ave., Orchard Park. 
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T is a fact that other ma- 
terials offered as insulators 
for electronic and electrical 


™ STANDARD 
ii FOR COMPARISON wine Tete Cpprocc 


the combined properties of ALSIMAG Steatites. 
Study the Property Chart shown below. 
Whatever you are planning in the elec- 
tronic or electrical field, the chances are 
ALSIMAG will do it better. Our specialized 
knowledge, and our engineering and re- 
search facilities are at your service. Let’s 
work together. 


AMERICAN LAVA CORPORATION 


Chattanooga 5, Tennessee 
43RD YEAR OF CERAMIC LEADERSHIP 











ALCO has been awarded 
for the fifth time the 
Army-Navy " E" Award 
for continued excellence 
in quantity and quelity 

of tial war prod 
















ALSiMacG 


Mash 


MECHANICAL AND ELECTRICAL PROPERTIES OF ALSIMAG CERAMICS 















































e Mr 
sleaner 
STEATITE 
ate of even wie “a ALSIMAG | ALSIMAG | ALSIMAG | ALSIMAG | ALSIMAG 
bars A-35 A-196 197 211 | 243 
oose- 
y, sell, Specific Gravity i i“ 25 | 7 it oy a Oe 
appli- Density | ——_| Ibs. per cu. in. 09 | oe | oe Tose | 
res par Volume | cu. in. per |b. 11.11 10.64 10.65 10.26 9.91 
ete Water Absorption iD1 16-42(A) | % | 0-05 O—05 | OI 08 | 0-05 | 
Color ee —— White White White White Buff 
: “| 1450 1 440 1445 1 400 1 40 
Appli- Softening Temperature C24-35 oF 2 642 2 624 | 2633 | 2552 wal > 624 | 
» Ave., Resistance to Heat 
d 200 (Safe Limit for ; ——— "S; 1000 1000 1000 1000 1000 
Incor- Constant Temperature) on » 1 832 1832 1 832 1 832 1 832 
as, D Hardness ciide Mohs’ Scale 75 75 75 75 75 
Linear 
or was Coefficient 25-100°C. a Per °C. 6.9x10-¢ 7.3x 10-8 7.7x10-8 7.3x10-6 9.1x 10-6 
Illinois of Thermal 25-600°C. a 8.7x10-¢ 8.9x10-* 10.4x 10-8 9.2x10-® 10.4x 10-6 
eph H. Expansion 
ames F. |_ Tensile Strength ‘DI16-42 | __ Ibs. per sq. in. _ 8500 | 10000 8500 | 750 | —— | 
author- | Compressive Strength | _D667- 427 | ___ Ibs. per sq. in. ae 000 | | 85 000 | _75 000 | 65 000 85000 | 
=, & - Flexural Strength | D667-42T | Ibs. per sq. in. | 18000 | 20000 | 20000 | 18000 | 20000 
r share, Resistance to Impact (Y2” rod) | ,charPy inch-Ibs. 45 5 18 20 — 
Thermal Conductivity cal./sec./cm. 
Hot ‘N (Approximate Values) per °C 006 £06 006 006 008 
wed at Dielectric Strength 
sects to (step 60 cycles) D667-42T volts per mil 225 240 210 240 240 
ost-w ar Test discs “44” thick 
t heads 25°C. 77°F. > 10" > 104 > 104 >10'* | > 10 | 
will not Volume 100°C. 212°F. Ohms | 2 1x1012 1x1033 8.1x1013 >10'* | 5.0x10'% 
Resistivity 300°C. 572°F. —_—— per )_ 6.0x107 __1.8x10® 2.5x 102° 9.0x1012 _ 7.0x10** _| 
: at Various 500°C. 932°F. Centimeter we 2x10 9: 0x 10° 8.8x107 3.5x10% | (1.2x10'° | 
s of in- Temperatures 700°C. 1 292°F. Cube __23x10* im Ox105 | 4.2x10° | 4.810" — | —*1.0x10° | 
tn He 900°C. 1652°F. | 7.0x10° _|__7.0x10* | 6.8x10° | 2.5x107 3.0x10° 
= Cc. 440 640 840 > 1000 > 1000 
y Te Value une °F. 824 1184 1544 |>1832 | >1832 
General nantes { 60Cycles 6.1 5.9 6.3 —- 6.3 
117 Kel- } soa ” |' 000 K. C. D667-42T — 5.9 5.8 6.0 5.8 6.2 
ened by ee 10 M. C. 58 57 58 57 6.2 
‘ { 60 Cycles 015 0022 0020 — 0014 
. ower 
: Fura 1000 K. C. D667-42T — 0035 0021 0012 0004 | —.0004 
has been er: | Bee 0030 ‘0015 ‘0010 ‘0003 ‘00035 
1 of = 60 Cycles __ 09 013 0126 —__| 0088 | 
= * - e. 1000 K. C. D667-42T cnduaee 021 O12 0072 0023 | 0025 
ards an - 10 M. C. 017 008 0058 0017 0022 
McGi Capacity Change Per °C. —— — +160 +160 +160 +120 + 130 
; cGiv- 
he Park , 
‘o., at 29 
ird Park. 
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You cant 
be seen 
going to 

the office 
like this! 


u've favored the 


n sweltering summer days. Y oo 
ave, too. But since conve 

ad, the next best thing 
moving air—the 
air-volume, 
s Fans. 


Baur chances are yo 
idea 0 
employees h 
tion shakes 1s he 
cooling, 
+ from large 
Robbins & Myer 
you can prevent 
'* For suitably 
properly 


er wide 


is plenty of 
kind you ge 


quiet running 


In the factory, t0O 
“summer slow-down. fl 
laced R & M Fans prov 

vered atv circulation OV . 
ang -ep your workers on their toes, 
poorer A nothing to operate, are a 
breeze to service i ey. 
If you're fortunate enoug paves ~ 
some of these R & M energy-sey ed, 
would be well to have them ¢ 
cleaned, and 
oiled betore the 
mercury gets up 


out of sight. 


nd, we'll be 

n of any ki 

if you need fo ey formation about 

giad to send um of - vorenits we te —— 
M Fans ae somm = tial industria 

aon m for other t “4 Available only for 


ol industrial use 


facture th motors, 
R&™M ala 
and cranes 


es electric 
manufactur essenti 
use 


pump 


ROBBINS & MYERS ° INC. SPRINGFIELD, OHIO 


ef Canada itd., Brantford, Ontario 
e. “ 


hoist 


in Canads: Robbins & Myers ¢ 


H 0 T Tl P This hot-off-the-press 


Robbins & Myers ad avoids promoting ill 
will among fan customers by making it 
clear that you haven’t any R & M Fans for 
other than essential industrial application. 
It makes no bones, either, about the fact 
that we, and you, would like to get a line 
now on the non-industrial folks whose 


needs can be served when WPB says “90.” 


PARTS COUNTER—A crowd can always be found around the busy radio and 
washer parts counter of the Radio Electric Service Co., in Philadelphia, Pa., one 


of the John Meck Industries distributors. 














CHARLOTTE, N. C.—Certificate 
of incorporation has just been 
recorded for Ross & Witmer, Inc., 
to deal in air conditioning and re- 
frigerating equipment. Authorized 
capital stock $100,000; subscribed 
stock $20,000 by F. H. Ross, C. N. 
Witmer, F. H. Ross, Jr., and James 
M. Ross, all of Charlotte. 


TOLEDO, O.—A new modern 
store was recently opened by the 
Graydon Electric Co., 2310 Mon- 
roe St., owned by Donald H. Karg 
and Grayden Knox. They will sell 
and service a complete line of appli- 
ances. 


TOLEDO, O.—Brewster Appli- 
ance Co. was recently incorporated 
in Toledo; principals; Fred W. E. 
Buck, William A. Smith. Author- 
ized capital $25,000. 


TOLEDO, O.—Kenyon Appliance 
Co. received articles of incorpora- 
tion recently; authorized capital 
$25,000. Principals: Fred Buck; 
Mark Smith, and Anne Smith. 


TOLEDO, O.—Columbia Appli- 
ance Co. recently was incorporated 
by Hugh F. MacDonald, Bertha C. 
MacDonald, Alivia Kellogg. Au- 
thorized capital, $25,000. 


PORTLAND, ORE.—The Sun 
Radio & Electric Appliance Co. has 
opened at 1314 E. Burnside St. 


PORTLAND, ORE.—A new elec- 
trical appliance firm in Portland is 
the Hollywood Electric Co. 


OIL CITY, PA.—The Lalonde 
Electric Co has opened a new and 
modern electrical store at 106 East 
Front St. 


ERIE, PA.—Spitzer Bros. Co., is 
a new appliance business located at 
1802 Parade St., where they will 
retail appliances, tires and bicycles. 
Principles: Mack Spitzer, Morris 
Spitzer and Ralph Cohen. 


SPARTANBURG, 5S. C.—Paul 
Lowe and J. D. Martin, for several 
years associated with Randall Elec- 
trical Co., announce the opening of 
their own business, Lowe & Martin 
Electrical Co., at 157 Trade St. 


JULY, 


GREENVILLE, S. C.—Freeman- 
Babb Hardware Co. opened for 
business recently at 101 W. North 
St. They have taken over the busi- 
ness and stock of Sullivan Hdw. 
Co., and will add appliances, gifts, 
china to the line. 


AUSTIN, TEXAS—A business 
permit was granted recently to 
Electric Supply Co., Inc., a Louisi- 
ana concern with home office at 
Shreveport, to open an office at 
Center, Carthage, San Augustine, 
Nacogdoches, Lufkin and Hemphill, 
all in East Texas. Capital stock 
$15,000. 


DALLAS, TEXAS—H. B. Green, 
owner of the Dallas Electric Supply 
Co., recently acquired and moved 
into the building occupied by 
Solton Box Co. at Magnolia and 
Hord. Many new lines of electri- 
cal appliances will be retailed as 
soon as available. 


WINDSOR, VT.—Ernest J. Bon- 
neau of Claremont, Vt. announces 
the opening of a store in Windsor 
known as the Record Shop at 99 
Main St. 


OLYMPIA, WASH.—Bale Electri- 
cal Shop opened recently at 109 
N. Franklin St. under the manage- 
ment of Ralph Bale. They will 
handle appliances, fixtures, repairs, 
radios and radio repairs. 


SCOBEY, WASH.—Alvin Olson 
recently acquired the electrical and 
lumbering business of Edward G. 
Leibrand. 


SEATTLE, WASH.—McKay Ap- 
pliance Co., recently filed papers of 
incorporation. Capital $100,000. 
Incorporators: William O. Mc- 
Kay, Charles A. McKay, Leah M. 
McKay and Morris Allper, all of 
609 Westlake N. Seattle. 


NANAIMO, B. C.—J. Schwartz 
has opened an electrical business in 
Nanaimo on The Crescent, under 
the name of the Modern Electric. 
Mr. Schwartz has been engaged in 
radio sales and service for the past 
22 years in Winnipeg, Medicine 
Hat and Cranbrook. 
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ange” This modern miracle petitor can’t equal. 
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Superflame DELUXE TWIN of finish, a tough, able now. We’re in production and can fur- 
Exclusive Economy Features long-lasting surface nish merchandise to progressive distributors. 
at a You Can Really Sell that won't Pd or Alert dealers will welcome the opportunity 
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AMERICAN CENTRAL “PLAN-A-KIT"—An adjustable, easily operated board 
where customer's kitchen layout can be reproduced to scale has been introduced 
by American Central Mfg. Co., as a sales tool for dealers and distributors. 
Miniature units representing American Central steel sink and cabinets, and 
replicas of refrigerator and range makes it possible for dealer to create an accu- 
rate layout of customer's finished kitchen. 


MOTORS 


Two things you can depend on when you select 
Delco motors to drive your new appliances: 


You will have the right motor to meet your par- 
ticular needs—correctly designed and built to 
provide a neat, compact power unit for your 
products. Delco Products’ engineering know-how 
is attested by the wartime performance of millions 
of Delco-powered appliances. 


You will have a manufacturing source of supply 
that can meet your production requirements— 
keep pace with any and all expansions you have 
planned. Delco Products will apply greatly in- 
creased manufacturing facilities to the needs of 
postwar appliance manufacturers. 


For dependability in performance and delivery; 
let Delco Products meet your motor requirements. 
Delco Products Division, General Motors Corpo- 
ration, Dayton, Ohio. 


Keep Buying War Bonds 


TOMORROW'S LEADING APPLIANCES 
WILL BE 


PRODUCTS \ 





DELCO-POWERED 


— i _— —_ —~- - — << —_ 





DAYTON, OHIO 


Plan-A-Kit Helps Dealers 
Sell Complete Kitchen 


Post-war distribution plans of the 
American Central Mfg. Corp. Conners- 
ville, Ind., include a new sales help 
to the dealer in the form of a “Plan- 
\-Kit”—an adjustable, easily operated 
board upon which the customer’s kit- 
chen layout can be reproduced to scale 
in a matter of minutes. 

Miniature units representing the 
complete American Central line of 
steel sinks, wall and base cabinets, to 
the scale of one inch to the foot, 
permit the dealer to create before the 
customer’s eyes an accurate layout of 
her finished kitchen. 

First setting the outline measure- 
ments on the board to the kitchen 
dimensions required, the salesman lo- 
cates windows and doors by inserting 
plastic models of these openings. A 
sink panel of the proper size is then 
located beneath the window as a first 
step in planning the kitchen. Replicas 
of refrigerator and stove are set in 
nlace, and the intervening spaces are 
filled with similarly “tailored” base 
and wall cabinet units. 

Proper step-saving is taken into con- 
sideration in the arrangement of major 
appliance and utility cabinets. Corner 
wall cabinets make it a simple mat- 
ter to carry wall storage space around 
the sides of the room in a smooth, 
unbroken line. Upon completion of the 
layout, a final floor plan can be sup- 
plied the customer by inserting a pre- 
pared sheet of paper under the pro- 
posed kitchen arrangement and out- 
lining the sink and cabinet units in 
their correct positions. 


Frigidaire Presents 
Frozen Food Film 


A program describing proper 
methods of preparing, packaging, stor- 
ing and cooking frozen foods of all 
sorts was presented recently to a group 
of newspaper, magazine and radio peo- 
ple by the Frigidaire Division of Gen- 
eral Motors Corp., Dayton, O. 

The presentation was made with the 
aid of a series of slides showing foods 
in natural colors, the results of a 


frozen food research program con- 
ducted during the past several years 
in the Dayton Home Economics Lab- 
oratories of Frigidaire. 

Verna L. Miller, director of home 
economics, who has supervised the ex- 
perimentations presented the slides, 
which dealt with processing vegetables, 
fruits, meats, fowl, cooked foods, cakes 
and pies. They showed the proper 
method of handling and cooking frozen 
foods, and also glorified many foods 
not usually associated with the frozen 
food realm. 


Water Systems Council 
Issues "Proof" Booklet 


“Here’s Proof of what an Electric 
Water System will do for You” is the 
title of a new booklet just issued by 
the Electric Water Systems Council. 

The booklet consists of statements 
by representative farmers who tell 
how their electric water systems are 
helping them to produce more meat, 
milk, poultry, and vegetables, as well 
as providing comfort, convenience, and 
fire protection. 

The book has an immediate and a 
long-range objective. The immediate 
aim is to help increase food produc 
tion by the use of running water, as 
described in the book. The long-range 
objective is to keep the many advan 
tages of a mechanized farm water 
supply before prospective buyers in the 
post-war period. 

By publicizing the experiences of 
farmers who have found their water 
systems an invaluable aid in increas- 
ing production, the booklet is aiding 
the water system industry in pre-sell- 
ing the post-war market and _ thus 
reaching the goal of 500,000 electric 
farm pumps and water systems in the 
first full year of unrestricted produc- 
tion. Manufacturers now engaged in 
the water system business have ample 
production capacity to achieve this 
post-war goal. 

The booklet contains testimonia! 
statements on the advantages of elec 
tric water systems from various types 
of farmers including a general farmer 
a stockman, a dairy farmer, a poultry- 
man, a gardener, and a farm housewif¢ 
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Daily News has attracted for its following more than a million reader- friends. 
And. from the abundant means and desires of these people, Daily News adver- 


tisers have received profitable response. So profitable, that the Daily News has 


become nationally recognized among business executives as 
CHICAGO’S BASIC ADVERTISING MEDIUM 


For 44 consecutive years the Chicago Daily News has carried more Total Display 
linage. liquor omitted, than any other Chicago newspaper — morning, evening or 


Sunday. The Chicago Daily News does not accept advertising for alcoholic beverages 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
NEW 


APVERTISERS anout Zzzyz 


YORK OFFICE: 9 Rockefeller 
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Standards of Manufacture 


ITTENHOUSE has always subscribed to the 

belief that true product worth has its in- 

ception in the manufacturing integrity and skill 
of those who produce it. 


>» Upon the foundation of skilled craftsmanship, quality 
materials and continually improved production methods, 
Rittenhouse has attained a standard of manufacturing lead- 
ership that has won and held national recognition for years. 


> Built into every Rittenhouse Electric Door Chime is the 
ingenuity and ‘“‘know-how’ acquired since 1903, when 
Rittenhouse first began the manufacture of electrical equip- 
ment. During the ensuing years it has been Rittenhouse 
policy to maintain product control from the raw material 
right through to the finished appliance. This time-tested 
policy continues today. Virtually the entire chime is made in 
the Rittenhouse plant, by Rittenhouse craftsmen; each stage 
of the manufacturing process under expert supervision. 


» These and many other noteworthy factors of leadership will 
be reflected in the Rittenhouse Chimes of Tomorrow—chimes 
that will meet every challenge of peacetime performance. 


hittenhouse 


oo ei & J CC 
. Somer rot 1S Letter Soon C7 Mims 


THE A. E. RITTENHOUSE COMPANY. INC., HONEOYE FALLS, N. Y. 

















NEW LITERATURE 





American Central Mfg. Corp. 


“A new stove or refrigerator does 
not modernize an old kitchen,” ac- 
cording to a new manual prepared by 
the American Central Mfg. Corp., 
Connersville, Ind. “It takes new cabi- 
nets and a sink to complete the job.” 

The manual also points out that a 
modern sink and cabinets for a kitchen 
represent as big a sale as the stove or 
the refrigerator—often as big a sale 
as both combined. The new “Plan-A- 
Kit,” available for helping the con- 
sumer visualize a finished kitchen js 
also described in the new booklet. 


Cornell University 


“Using the Home Freezer” is the 
title of a new bulletin for homemakers 
just released by the New York State 
College of Home Economics at Cor- 
nell University, Ithaca, N.Y. 
Written by Nancy K. Masterman, it 
represents a report on a series of 
studies under the direction of a Re- 
search Committee on food processing 
and storage from the staff of the Uni- 
versity, and covers such subjects as 
types of ‘cabinet; temperatures main- 
tained in cabinets; sizes of freezers; 
location of home freezer ; kinds of food 
stored; experience with frozen food; 
improvements in home freezers and 
home experiments with freezing foods 


Tyler Fixture Corp. 


A new folder recently was issued by 
Tyler Fixture Corp., Niles, Mich., 
which recently purchased the Harder 
Refrigerator Corp., Cobleskill, N. Y. 
The folder illustrates the new 
“Harderfreez” home and farm freezer 
locker 


The Kawneer Co. 


A new 16-page booklet has just been 
published by The Kawneer Co., store- 
front manufacturers, Niles, Mich., 
entitled “Machines for Selling.” The 
booklet explains a new concept of 
store-fronts as a medium of retail 
advertising—as a part of the store, 
rather than merely a part of the build- 
ing. 


Westinghouse Electric Corp. 


To simplify planning of modern 
wiring systems for homes within popu- 
lar price ranges, a new Home Wiring 
Handbook for architects, builders, 
wiring contractors and financial in- 
stitutions has been announced by 
Westinghouse Electric Corp. More 
than 50 diagrams and illustrations are 
included in this 120-page handbook. 
It is available at production cost of 
$1 from the Industrial Relations 
Dept., Westinghouse Electric Corp., 
Pittsburgh, Pa. 


Cory Coffee Brewer Moves 


Cory Glass Coffee Brewer Co. has 
moved to 2100 South Marshall Boule- 
vard, Chicago. The Cory executive 
and sales offices with display rooms are 
now at 221 North La Salle St., in the 
La Salle-Wacker building. H. G. 
Blakeslee, general manager, can be 
reached at the 221 North La Salle St. 
address. 





1945—ELECTRICAL MERCHANDISING 





LEC 
























— —_ 
. 
r does 
- a 
red by 
Corn, 
y Cabi- 
job 
that a 
citchen 
Ove or 
a sale 
lan- A- 
© con- ] 
hen is | 
et. 
is the - ‘ , 
‘eo What dealer problem? .. . With an unimaginably 
State . ‘ . 
t Cor- vast farm market for machinery and mechanical appliances, 
= : 
a, * manufacturers report too few new dealers in farm areas . . . The 
ries ot 
a Re- . : - : 
cessing early postwar period will solve the problem. Thousands of farm 
ie Uni- 
ects as boys and young men will come back out of the services with 
main- 
eezers ; ; , aS Si a 
of food tcehnical experience beyond their widest pre-war possibilities, 
1 food; 
rs and proficiency in servicing and maintaining mechanisms far more 
r foods 
delicate and complex than farm machinery! Each has 
sued by potential credit of a $4,000 veteran’s loan. Local 
Mich 
Harder banks which know local men will back the loans. . . 
N. Y 
“eared making men, experience and money available 
freezer é 
to all the new and old manufacturers of farm 
implements and appliances! .. . 
ust been 
., store- . 
Mich Helpful solution of the dealer problem 
- ee 
cept of P can be found in SuccessFuL FARMING. 
f retail ; 
. Its 1,150,000 subscribers in the fifteen 
1d 
ie build- 7 
| 
best farm states include the country’s 
z best farmers, who own and operate 
modern . 
= poe most of the country’s farm machinery, 
Wiring : ( 
builders, : 
cial in- and are prospects for hundreds of 
iced by 
_ More millions of dollars more... the best 
ions are 
andbook ital 
f source of new distribution as well 
cost 0 
Xelations 
¢ Corp., as new sales... Advertising in SF 
can do the dual job of building 
distribution as well asdemand! .. . 
$s 
Co. has Inquire any office .. . 
ll Boule 
»xecutive - . - 
gah SuccessFuL Farminc, Des Moines, 
ooms are m 
t., im the ee ?i : : : 
- G New York, Chicago, Atlanta, San 
> 5 > 
can be 
Salle St 


Francisco, Los Angeles... 


ISING PRELECTRICAL MERCHANDISING—JULY, 1945 PAGE 171 





“PERFECTION {S A MATTER OF 


TRIFLES, BUT PERFECTION IS 


NO TRIFLE’’ 
... Michelangelo 


This automatic Expediter 


Ce . 
AS prevents production bottlenecks 
Sv 


yeaa | 


i 


an) 


iW 


WTih 


. 
: 


, 
ALLL 


. 
. 
" 


NWN 


AY 
SO 


LAN 
We 


AK 


\ 
i 


\ 


CAMAAAY 


AAA 


WON LN SS 


33 


wk. wees 

AN AN 

WANK 
NS wa YY \ 


QO 


ue 


‘ A, 
SS 


@ Like the chart which enables a train dispatcher 
to keep tracks open and trains on schedule, this 
board keeps Horton war production moving in 
clear channels. It is one of many devices we've 
adopted at Horton to speed precision production 
for the Armed Forces. This same board will insure 


a smooth and steady flow of improved washers 
ind ironers after victory is won. 


For information on the advantages of 
dealer participation in Horton’s postwar adver- 
tising, merchandising and production, write to... 


MAKERS OF AMERICA’S FIRST AND 
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Horton has been awarded: 
The Army-Navy E 
with Four Stars 
The Army Air Force 
Quality Rating 
with full responsi- 
bility for detailed 
inspection of pro- 
duction 

The National Secu- 
rity Certificate 


FORT WAYNE, INDIANA 
FINEST WASHERS FOR 73 YEARS 


HAVE YOU HEARD 


AMERICAN CENTRAL MPFc. Corp. 
Connersville, Ind., opened New York 
offices on the seventh floor of 101 Park 
Ave., recently, A permanent display 
of the several types of steel kitchen 
sinks, wall cabinets and base cabinets 
will be on view as individual units 
and as kitchen ensembles. Amer 
Central’s peacetime line will incor- 
porate many suggestions resulting from 
a recent survey of thousands of womer 
in cooperation with Parents’ Magazin 
Raymond Loewy has styled additiona 
new models for the company. 


Can 


\rmy-Navy “E” awarps have bee: 
made to the following companies 
Automatic Washer Co.; Detrola Radio 
Div. of International Detrola Corp 
Detroit, Mich.; Admiral Corp., Chi 
cago, Ill.; A. J. Lindemann & Hover 
son Co., Milwaukee, Wis.; R. C. A 
Laboratories at Princeton, N. J 


C. A. B. Hatvorson, consulting er 
gineer for General Electric Lighting 
Division at Lynn, Mass., and one oj 
the nations outstanding leaders in out 
door lighting, retired recently after 47 
years with the company. 


TEMPLETONE Rapio Merc. Corp 
New London, Conn., announces further 
expansion of advertising activities 
Newspaper ads stressing the Temple 
theme, “In Person” reception, is al 
ready scheduled for 20 major cities in 
rotogravure and black and white 


Guten B. Princey, 46, president oi 
the Cleveland Refrigeration Council 
and head of Lighthouse, Inc., Cleve- 
land, refrigerating and air condition- 
ing firm, died recently. 


A GROUP OF LEADING APPLIANCE 
DEALERS in New Haven have organized 
a trade group, the purpose of which is 
to enter an agreement under which 
those subscribing will handle only such 
electrical appliances as were manu- 
factured in prewar days. 


\pmMirAL Corp. has moved its East- 
ern regional headquarters, under the 
management of Sidney H. Rogovin 
from 1780 Broadway to 40 East 32nd 
St. New York City, where larger 
quarters are available for display pur- 
poses and for distributor and dealer 
conferences. 


Douctas W. Bonner, merchandise 
and power sales supervisor for the 
Narragansett Electric Co. in Westerly, 
R. I., has been named merchandise 
manager for a group of New England 
Power system companies in central 
Massachusetts. 


AN UNUSED, PREWAR WESTINGHOUSE 
ROASTER brought $4,800 in war bonds at 
a recent auction in Nogales, Arizona 


Frep S. Dewey, 64, general sales 
manager of the Cincinnati Gas & Elec 
tric Co., died recently of a heart attack 
suffered during a golf match. Before 
coming to Cincinnati in 1928, he had 
been general manager of the Muscatine 
Light Co., and vice-president in charge 
of sales of the Kansas City Power & 
Light Co. 


TEN OF THE MOST PROMISING ENGI- 
NEERS-OF-TOMORROW, top-ranking s¢t- 
iors in high schools from coast-to- 
coast, were awarded the George West- 
inghouse Scholarships, valued at $1,850 


JULY, 1945—ELECTRICAL MERCHANDISING 
































SAMSON weatine Paps 


wo 


ling et! 
Lighting 
one 0 
in out 
after 47 


Corp 
. further 
ctivities 
Temple 
, is al 
cities in 
‘hite 


ident of 
Council 
, Cleve- PATENTED 

yndition- 

PLIA NCE Safe = 
rganized 

which is SELECTIVE HEAT 


r which 


nly such : 
» manu- ( | R ( U { i 


its East- 
nder the 
Rogovin 
ast 32nd 
e larger 
lay pur- 
d dealer 


The facilities that won the Army- 
Navy “E” for Samson United 


: assure volum aceti . 
With the SAMSON Patented SAFE-T Selective Heat CIRCUIT, current is au- fen of euuinpditiine a 
















tomatically regulated to keep heat'“fixed” at the temperature 


a 





selected, and each “fixed” heat has 4 Safety Thermostat Controls. 


‘chandise Bf | 
(ad ind 
for the ¥ $64. x 


lf 
ie LONG This patented safety feature prevents overheating, saves aM If 4, 


England 4 
. central electricity. Genuine wet-proof NS permanently sealed cover 
Sante tt permits safe use of wet applications. Zelan-treated cover fabrics resist 
“s 






Arizona 


. naa stain, ya repel water, can be cleaned repeatedly. Soft padding 4) [ | a \\ 


irt attack 

_ Before 

he had 

Auscatine ' D> Pr. 

in charge . Ho ® sEENN 

eer 0 withstands abuse. Choice of many models, Dy SAMSON UNITED CORPORATION 
g Ch ROCHESTER 10, N. Y. 

NG ENGI boxed : to form . 

aged a, f a self-selling counter display 

coast-to- 


ge West: 
| at $1,850 


insures cushioned 





Samson United of Canada Limited, Toronte 


VISING 
ELECTRICAL MERCHANDISING—JULY, 1945 PAGE 173 






for SUMMER MARKET! 


@ A product with proved de- 
mand—=millions of these orig- 
inal “Insect Repellent’ Lamps 
were sold prior to “Pearl Har- 
bor’. Get your share this year. 
Two sizes, 60 and 100 watts, 
now being made again. Cuts 
night flying insect attraction up 
to 92%. For porches, gardens, 
amusement parks — wherever 
people spend summer eve- 
nings out-of-doors. 

EYE CATCHING DISPLAY 
PROMOTES FAST TURNOVER 

.. +» QUICK, EASY PROFIT! 














og nel AIR FILTER 


(SATIN FINISHED) 











Ask for details on the small unit 
packed Deal “‘L” including the prewar 
dispenser display and literature. All 
orders filled in their order of receipt. 





SCIENTIFICALLY DESIGNED 
TO MODERNIZE ICE BOXES OR 


REFRIGERATORS 


SELLS FAST pocked in beoutitul 


4-color package that tells a complete 
story. Display it and you will sell it. 


PROFITABLE -rerait at $3.85 ea. 


Packed 24 to a case. Less 40%, 
(45% in gross quantities). Freight 
paid—48 or more. Each 

case contains a display kit. 


ORDER NOW! 


THE PRES 
933 Mulberry 


PAGE 174 


ANUVUFACTURE 


© COMPANY 


Kansas City 7, Missouri 


Se 


i 





WATERPROOFING “MIRACLE LIQUID" | 
—A revolutionary waterproofing liquid 

known as “PIB” for electric motors, igni- | 
tion systems, batteries, and numerous | 
other devices subject to corrosion or | 
affected by moisture, has just been re- 

leased for civilian use by U. S. Industrial 

Chemicals, Inc. Shown above is a 110- 

volt, '/ h.p. single-phase motor, and an | 
exposed bulb, which after treatment with 

“miracle liquid,” have operated continu- 

ously while completely submerged in the 

aquarium tank for over two years. 








The winners will attend the Col- 
| lege of Engineering of the Carnegie 

Institute of Technology in Pittsburgh. 
| Examinations were administered by 
| the college entrance examinations board | 


| each. 


lat more than 300 points in 44 states | 


and selections were made from 887 
| candidates from 587 high schools, ac- 
| cording to J. C. McKeon, manager of 
| University Relations. 
G. M. Ho tt, prominent retailer of elec- 
trical appliances in Burlington, N. C.| 
| was named mayor of Burlington re- 
cently at a special meeting of a new | = 
| 5-man city council of which he was a 
| member. 
| 
| Mr. DHARMAKUMAR, head of one of | 
Bombay’s largest trading concerns, 
Hirachand & Dharmakumar, arrived in 
this country recently to secure an ex- 
| clusive selling agency in India for the 
Ansley line of radio-phonographs. 


RopertSHAW ‘THERMOSTAT Co. an- 
| nounces a change of address of their 
New York offices from 30 Church St., 
| to 19 E. 47th St. 


GeneraAL ELvecrreic’s new air condi- 
tioning department will be represented 
|at San Francisco by E. W. Howes, 
who will have charge of California, 
Arizona and part of Nevada. W. H. 
Stover will be located in Seattle from 
which he will supervise the Pacific 
Northwest territory in this department. 


| Twat 82.1 percent of the public has 

learned to correctly identify the name 
“Coolerator” is the discovery of the 
| Coolerator Co., South Duluth, whose 
| post-war plans are not only the manu- 
| facture of ice refrigerators but electri- 
| cal refrigerators and home and farm 
freezers. A recent folder issued by 
| John H. Ganzer, vice-president and 
| general sales manager, revealed that 
| the two plants have produced 890,000 
home refrigerators in the last ten 
years. 
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® Uncle Sam has given 

us the “go ahead!” We are 

* again producing USALITE 

Flashlights and Batteries 

for civilian use... and we're 
making deliveries. 

We've built up a volume 
of valuable “know-how” in 
the course of our wartime 
experience, and you'll find 
that USALITE Flashlights 

* and Batteries re- 

flect this knowl- 
> edge. Now as in 
» the past, you can 
“e d d a 
epend on USA 

LITE Quality and 

Performance to 

ring the bell. 


NO. SW-22 SWIVEL-HEAD 
FLASHUGHT. AN EXCLU 
SIVE USALITE PATENT 


Also Back Again 
USALITE Radio “A” 
and “B” Batteries. 


BUY WAR BONDS 


NO.75 DATED CELL 


Flashlights & Batteries 


UNITED STATES ELECTRIC MANUFACTURING CORP. 


Factory and Executive Offices: 


222 West 14th Street, New York 11, N. Y. 


Branch Office: Chicago, III. 
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New Eureka 
Complete Home 
Cleaning System 

A completely new concept 
of home cleaning equip- 
ment exclusive with 
Eureka...does every clean- 
ing job from cellar to attic 
quicker, easier, better. 


EUREKA'S “Qualified” Dealers Will Get All Three! 


A fast-moving sales picture is the bright 
prospect ahead of every “Qualified” Dealer 
when product production is resumed. 

For every Eureka Dealer will get the full 
benefit of Eureka’s new, unique “Qualified 
Dealer Policy” that gives each one a full 
profit line . . . with an adequate opportunity 
for profit for every dealer under Eureka’s 
“Tailored Market Coverage Plan.” 


Based on Eureka’s past experience work- 


ing with dealers as outlets for Eureka prod- 







Eureka Tank-Type Cleaner 


A new design of Tank-Type 
Cleaner . . . light to handle, 
easy to use... for every 
type of cleaning job from 
curtains to attic rafters. 











THE EUREKA 
POSTWAR MARKET 


That the postwar market for home 
appliances will be unprecedented is 
an acknowledged fact. But so will 
the number and choice of products 
to satisfy this market. Eureka 
Dealers will have the advantage of 
Eureka’s new concept of home 
cleaning . . . other new products . . . 
plus the hard-hitting Eureka mer- 
chandising program ... and the 
extra profits possible with Eureka’s 
new distribution plan—“Tailored 
Market Coverage with Qualified 
Dealers.” 








k 11, N.Y. 
itt. 











ucts, the new Eureka franchise offers a truly 
new selling idea in its concept of home care 

. - AND a new appliance merchandising 
plan of powerful sales impact. 


Yes . . . action, sales and profits from a 
sound, long-term business will be the pattern 
of the great future ahead of Eureka Dealers. 
Write us today for details on this great 
Eureka “Qualified Dealer Policy.” 


EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICH. 


CANADIAN DIVISION, KITCHENER, ONTARIO 


Eureka Upright Cleaner 


The finest Upright Cleaner ever built in the 
entire 34 years of Eureka history .. . with 
the new Motor-Driven DISTURBULATOR 
... the new, improved ATTACH-O-MATIC 
...» the new Motor-Driven Waxer. 


New Eureka Cordless 
Electric lron 


You'll agree that it’s 
really the wonder iron. 
No cord to tangle and 
wear out... heat ad- 
justable to every fab- 
ric, fully automatic, 
fire-safe. 


























PRODUCTS 
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for Smart Sty ling... 


@ An attractive, accurate cook- 
ing-timer and clock mechanism 
that can be readily styled to 
match the trim of any modern 
range. 

@ A large dial and well-spaced 
adjusting knobs make it easy to 
read, to set, and to clean—selling 
features that count. 

@ Has a maximum cooking time 


@ Simple to install, either built- 
in or aS an accessory. 
® Simple to understand and op- 
erate pull pins opposite the 
cooking period desired are pulled 
out to operate the range; the 
pull pins indicate when the 
timer is in operation. As cooking 
is completed, the pull pins return 
to normal position and auto- 
matically turn off the range. 
Send for Booklets GEA-4418 


*Trade-mark reg. U.S. Pat. Off. 


ing (left) or in 
plastic case. 


of 8 hours in a period of 17 
hours--—another sales point. 

@ Designed for vertical or hori- 
zontal mounting, and utilizing 
the famous Telechron* motor. 
Made in two sizes: with a 3- 
inch or a 2!4-inch dial. 

@ Produced by the largest manu- 
facturer of timing devices 
mass-production economies as- 
sure low price. 


For panel 
mounting (ex- 
treme left) or 
as an accessory 


and GEA-4449. For prompt de- 
livery (following WPB release) 
order now from our nearest 
office, or address: General Elec- 
tric Co., Schenectady 5, N. Y. 


GENERAL (:; ELECTRIC 
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EUREKA HEADS MEET JOBBERS — The 3-man “steering committee" represent- 
ing national distributors of Eureka Vacuum Cleaner, held their first sales planning 


meeting with company officials for 


early production and distribution on Eureka 


products. Committee members (shown at left): Abe J. Reid, Cambria Equip- 


ment Co.; Joseph Thiele, Thiele, Winslow 


Co.; Thomas Joyce, Raymond Rosen 


Co; George T. Stevens, Eureka's vice-president; Henry Dinegar, American Stee! 
Export Co., foreign sales representatives; and Henry W. Burritt, president of 
Eureka. 


Eureka-Williams 
Merger Approved 


Stockholders of the Eureka Vacuum 
Cleaner Co., Detroit, Mich., and of the 
Williams Oil-O-Matic Heating Corp., 
Bloomington, IIl., voted approval to a 
plan of merger of Williams into the 
Eureka company at special meetings 
held recently, H. W. Burritt, presi- 
dent of Eureka, announced. 

Under the terms of the merger 
agreement the Eureka company will 
increase its capitalization by 100,000 
shares of its $5 par value common 
stock. Holders of Williams’ stock 
have the option of exchanging two 
shares for one share of Eureka stock, 
or receiving cash payment. 

Consummation of the acquisition of 
the Williams company by Eureka 
merged both companies into a single 
corporation which will operate as two 
divisions of the Eureka Vacuum 
Cleaner Company. Eureka receives all 
the rights, privileges and powers and 
all the property, real, personal and 
mixed, of the merging corporations. 


Burritt Remains President 


H. W. Burritt, who came to Eureka 
in 1939 as president will continue with 
the newly enlarged company in the 
same capacity. George T. Stevens will 
continue as a vice-president and will 
become manager of the Eureka divi- 
sion. William A. Matheson, who has 
been president of Williams, will be- 
come a vice-president of Eureka and 
manager in charge of the Williams 
division. 

The acquisition, made in line with 
Eureka’s post-war plans which call for 
expanded production and diversification 
of home appliance products, brings to- 
gether two leading manufacturers in 
the electrical appliance and heating 
equipment industries. As soon as war 
conditions permit, production of home 
cleaning systems, cordless electric 
irons, electric garbage disposers, oil 
burner units and air conditioning 
equipment will be started in the com- 
pany’s plants in Detroit and Bloom- 
ington. 

The Eureka Vacuum Cleaner Com- 
pany was established in Detroit in 
1910. Prior to the war the Williams 
Oil-O-Matic Company produced oil 
burners, specializing in the manufac- 
ture of the low-pressure types. In 
addition, water heaters, refrigeration, 
and air-conditioning equipment has 
been produced. 
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G.E. Announces Plans for 
New Research Laboratory 


A new building for the General Elec- 
tric Co.’s Research Laboratory, which 
will afford some 50 percent more space 
than present facilities provide, will be 
erected at a cost of $8,000,000, it was 
announced recently by President 
Charles E. Wilson. Construction will 
begin as soon as WPB approval can 
be obtained. 

The site has been a private estate 
known as “The Knolls,” and includes 
219 acres, about 4% miles from the 
main plant and offices in Schenectady 

“The two buildings now occupied by 
the Laboratory were built in 1914 and 
1922,” said Dr. C. G. Suits, G-E 
vice-president and director of Re- 
search, “and while they were the 
last word in laboratory construction 
then, this is no longer true. For some 
time we have been cramped for space 
and this condition has been aggravated 
in the past few years when all our 
facilities have been devoted to war 
work. We have a very much ex- 
panded program for the post-war 
years, which will increase our staff 
from its present 540 to about 800.” 

The new building, in the general 
shape of the letter T, will vary from 
two to five stories in height and will 
include 200,000 sq. ft. of laboratery 
working space in addition to an audi- 
torium seating 300, a dining room, 
conference rooms, etc. 

Walls between rooms will be mov- 
able, capable of being placed at 18- 
inch intervals so that rooms may 
easily be made large or small as 
desired. The building will be air-con- 
ditioned throughout. Wires and pipes 
carrying various kinds and voltages of 
electricity, compressed air, suction, il- 
luminating gas, hydrogen, oxygen, etc., 
will interlace the building whence they 
can be brought into any room. 


Lear Radio Sales 
Top 8-Million 


Nate Hast reports that he already 
has signed well over eight million 
dollars worth of bonafide firm sales 
orders for Lear home radios, covering 
the entire line from consoles with FM, 
television, phonograph combination 
with automatic recorder changer, to 
portables. Wire recording will be a 
sales feature of most Lear sets. 
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In this plant—one of the largest steel fabricating are ample facilities not only for the extensive pro- which result from quantity production. Resources 
plants in the country—tools, dies and production duction of the sensational Coroaire gas-burning and and engineering and manufacturing facilities that 
machinery all are ready to swing into an expansive oil-burning heaters and winter air conditioners but are practically unlimited assure quality, advanced 
manufacturing ochetele that seems destined to es- also other Coroaire products soon to be announced. engineering service and fast deliveries of products 
tablish new records in the heating industry. Here Orders already in hand assure all the advantages of the highest quality. 






T= THE SENSATION OF THE HEATING INDUSTRY 


all our 

/ Coroaire, a product of just prior to the surface. The tubes are placed in a staggered arrangement, 
pp y war, is a new and different type of heater causing the flame to take a zig-zag course, with surface 
r staff i which, with a model no larger than a con- contact equal to 93 square feet of prime heating surface. 
sole radio and without a duct system, pro- And this Coroaire Heat Exchanger is made of cast iron 
general vides marvelously improved automatic which absorbs more heat than sheet steel. Another ad- 
winter air conditioning at sensationally vantage in the shape of the Venturi tubes is that they cause 
low operating cost. the air forced through by a powerful FLAME TRAVEL 
The heart of any heater or furnace is the a fan to take on a spinning motion (like Sy emervarpeme 
Heat Exchanger—the part that gathers a funnel spins a liquid). This motion as vf y Nas 
the heat and makes it usable. Unlike the results not only in more air being heated in passing oe Jat k Nat 

average heater with a single cylindrical through the 46 tubes but also in better delivery—the te N te 
combustion chamber that gently swirling, spinning heated air penetrates to re- a WAN /' 
serves as a heat exchanger, ‘ mote rooms and corners in a manner unequalled by > Yay dant’ 
Coroaire has an exclusive,  [ any other heater. “BURNER 
air-con- a PATENTED Heat Ex- fi] - The marvelous performance and economical operation of Coroaire have 
d pipes changer composed of 46 tubes—not ordinary cylindrical rj a. been proved by many installations, including the heating of 5- and 6-room 
i tubes but Venturi tubes, which are of smaller cross sec- “a homes in the Great Lakes region for as little as $4 to $5 a month, with 
tional area at the middle, thus providing more heating ‘ natural gas. Burners for natural, manufactured and bottled gases and oil. 
















As easy to install as a console radio, Coroaire offers marvelous performance and almost unbelievable 
appliance distributors and dealers exceptional sales operating economy of Coroaire have been PROVED 
opportunities in small homes, new and old, and all _in actual use. Desirable territories are still open. 
kinds of business places. Coroaire is the sensation Write or wire, stating size of your organization, 
of the heating industry—a new, different and better experience and territory covered. 
winter air conditioner burning gas or oil. The 
already 
million 
m_ sales 
covering 


THE COROAIRE HEATER CORPORATION 


GENERAL OFFICES * CLEVELAND, OHIO 
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GET IN LINE 
Nee 
OP-LINE 


now 


FAST SELLING, 
HIGH PROFIT JUVENILE 
ITEMS, STEP-STOOLS, 
CABINETS AND HOUSE. 
WARES. 


























FOR YOUR 
POST-WAR PROFIT 


. Electric Heaters 
Electric lrons 
Electric Churns 
Electric Water Heaters 
Electric Fans 
and other 
Electric Appliances 











ADDRESS: DEPT. 119 


TOP © LINE 


HOME APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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ADMIRAL PLANS — Admiral officials go over merchandising plans, (left to 
right) R. A. Graver, vice- -president, radio division; W. C. Johnson, manager field 
activities; L. H. D. Baker, vice-president, appliance division; and Seymour Mintz, 


advertising manager. 


Admiral Corp., Chicago, announced 
comprehensive merchandising plans 
and unveiled models of postwar radios, 
electric refrigerators, electric ranges 
and home freezers at a series of home- 
office and regional distributor meet- 
ings. The gatherings began in Chi- 
cago recently. 

Seven models of radios and radio- 
phonographs, three models of re- 
frigerators, two of electric ranges, and 
the home freezer were shown at the 
meetings, according to Wallace C. 
Johnson, manager of field activities for 
Admiral. In addition, Admiral’s com- 
plete line of radio accessories were 
announced by Richard A. Graver, vice 
president in charge of the radio divi- 
sion. This line comprises tubes, bat- 
teries, phonograph needles and phono- 
graph record cabinets. 

The first meeting was a three-day 
session, June 7, 8 and 9, in Chicago, 
for Admiral officers and key execu- 
tives. At these conferences, con- 
ducted by Ross D. Siragusa, presi- 
dent of Admiral, matters of reconver- 
sion, selling policy, advertising and 
the allocation of merchandise were 
discussed in detail. 

These executive sessions were fol- 
lowed, on June 11, by the first dis- 
tributor’s regional meeting, also in 
Chicago. Distributors from Illinois, 
Wisconsin, North Dakota, Minnesota, 
Michigan, Indiana and Ohio were in 
attendance This and _ subsequent 
regional meetings were conducted by 
Johnson, Richard A. Graver, vice 
president, radio division; L. H. D. 
3aker, vice president, appliances divi- 
sion; Harold D. Conklin, manager of 
the electric range division, and 
Seymour Mintz, advertising manager. 

From Chicago this group went to 
New York City, Atlanta, Kansas City, 
and Los Angeles. 


Merchandising Plans 


At each regional gathering compre- 
hensive merchandising plans for the 
retail sale of Admiral products to the 
consumer, when first available, were 
given, together with Admiral’s pre- 
selling dealer identification plan. The 
display of postwar merchandise also 
was viewed at each meeting. 

The distributors were given a pic- 
ture of Admiral’s over-all production 
plans by Johnson, and received cur- 
rent marketing data on the radio and 
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Admiral Products, Plans 
Unveiled at Regional Meetings 


accessory line from Graver, on re- 
frigerators and home freezers from 
Baker, on ranges from Conklin, and 
on advertising from Mintz. 

They will also get their first glimpse 
of the new Admiral “X-ray” presen- 
tation book for consumer selling; 
copies of the free consumer booklet, 
“A Promise from Admiral,” now 
being advertised in national maga- 
zines; signs of various types, and an 
elaborate dealers’ window display for 
national distribution. 


“Flex-O-Plan" Displays 


The distributors also learned that 
they will be made exclusive outlets 
for the sale of Admiral “Flex-O-Plan” 
display units for store interiors to all 
appliance stores, whether Admiral 
dealers or not. Admiral has author- 
ized the manufacture of these pre- 
fabricated units by the Ad-Craft Com- 
pany of St. Louis, Mo., but will per- 
mit their sale to stores only through 
Admiral distributors. 


Zenith Ready For 
Expanded Radio Exports 


With the day approaching when pro- 
duction of civilian radios can be re- 
sumed, Zenith Radio Corp. has com- 
pleted its plans for a vast post-war 
expansion of its export business, ac- 
cording to E. E. Loucks, sales man- 
ager of the company’s export division. 

Loucks said that Zenith will be in 
production on a completely new line 
of radio receivers for the export trade 
within a few weeks after the govern- 
ment permits resumption of civilian 
manufacture. 

Zenith’s position in the export field 
was strengthened substantially, Loucks 
stated, by the appointment two years 
ago of American Steel Export Co., as 
the company’s exclusive export agent 
Aseco has a fine merchandising and 
service organization with offices at 
strategic points in all parts of the 
world, he said, and handles world-wide 
export operations for a number of 
leading manufacturers of non-compet- 
ing products who specialize in their 
respective fields. This policy, Loucks 
pointed out, is tailor-made to fit 
Zenith’s program of specializing in 
radionics exclusively. 
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Ever since Grandmother Eve’s first clamshell 


casserole, woman has been scouring pots and pans — and 
pro- 


. re- getting her Adam to help her. Today’s alert advertisers 
com- . . ° . 
wal know that for a quick and conclusive clean-up it pays to in- 
» ac- 
man- 
ision. 
a€ in “™~ . . . . 

line Edited with dual sex appeal, The American Magazine double- 
trade es “17: ona: 
vern- exposes advertising to millions of men and millions of 


iliz o enae sd 4 + 
= women — multimillions of aspirational Americans who buy of the Nation 
The American Magazine on the newsstands, who subscribe, 


terest both male and female in their products. That’s why se 


many advertisers today are using The American Magazine. 


In the Service 


field 
— 
“and THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
the PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 
Le - 
their 
oucks 
) fit 
ig in 


or who beg, borrow, or steal somebody else’s copy. 
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How big will the home freezer market be? The industry believes 
about one million units will be sold the first year after victory 
Freez-All advance consumer advertising has already brought 
many thousands of mailed inquiries. ny personal survey you 
care to make will be amazing proof of the size of this great ready 
made market 4 lot of men are going to make a lot of money on 
home freezers and on Freez-All home freezers in particular. 
Dealers are now being franchised through exclusive Freez-All dis- 
tributors. Write for name of Freez-All distributor in your territory. 


FREEZ-ALL DIVISION 
Portable Elevator Mfg. Co. 


Dept. T24 BLOOMINGTON, ILLINOIS 




























..@ Sales Challenge 
for the Live-wite “Appliance Merchant 


When the farmer gets Central Station service, appliances to supply 
running water for his home and animals generally come first . . . even 
ahead of radio, washer, refrigerator or table appliances. 


A comprehensive survey by ELECTRICITY ON THE FARM (1944) 
shows that 77°, purchase a pressure water system within one year, 
19°%/, more within 4 years. Almost 100°/, install electric pump jacks 
immediately. 


We invite correspondence with Appliance Dealers 
interested in a profitable post-war franchise on . . 


Electric Pump Jacks and 


Pressure Water Systems 
U. S. ENGINE & PUMP CO. 


Division of Batavia Metal Products, Inc. 
700 WILSON ST. BATAVIA, 




















ILLINOIS 

















Lovell Distributors Optimistic 


On Clothes Dryer Market 


A meeting of uncommon interest to 
consider the marketing of a new pro- 
duct—the clothes dryer—was held by 
the Lovell Manufacturing Co. in Erie, 
Pennsylvania, on June 15. This meet- 
ing was a round table discussion be- 
tween the manufacturer, distributors 
from the East North Central area, and 


guests. Those attending were as fol- 
lows: 
Benton G. L. Dodge, Marketing 


Counselor, Cleveland, Ohio; Dave 
Robeson, Batten, Barton, Durstine & 
Osborn, Buffalo, N. Y.; Mrs. Helen 
Kendall and Tom Coleman, Good 
Housekeeping Magazine, New York, 
New York; Frank Coyle, EvecrricaL 
MERCHANDISING, Philadelphia, Pa.; E. 
Hamburg and Frank H. Stiening, 
Hamburg Brothers, Pittsburgh, Pa.; 
C. C. Conrad and G. M. Nutter, Cleve- 


land Radiolectric, Inc., Cleveland, 
Ohio.; M. Goldman, H. D. Raylor 
Company, Buffalo, N. Y.; George 


Winter, Jr. and W. W. Willow, Tri- 
State Appliance Co., Erie, Pa. 

Lovell men at the meeting were: 

A. M. Doll, President; E. C. Doll, 
Executive Vice-President; E. V. God- 
frey, Plant Superintendent; W. L. 
Kauffman, Chief Engineer; R. G. 
Miller, Assistant Chief Engineer; P. 
N. Berner, Sales Manager, Dryer 
Division; W. J. Schuler, E. W. 
Londregan, F. C. Wagenknecht, R. J. 
Hatheway. 


Dryer Has Big Future 


Outstanding was the conviction on 
the part of the distributors that the 
home clothes dryer is an appliance 
with a very important future indeed. 
This is based on an actual experience 
in the limited sale which the automa- 
tic dryer had before the war and the 
value which the owner attaches to this 
important addition to the complete 
home laundry. It was stressed that in 
the introduction of this product close 
co-operation must be maintained be- 
tween the manufacturer, the distributor 
and the retailer—stressing also the im- 
portance of the utilities’ promotion of 
this product, and also, and perhaps 
more especially, the necessity for the 
salesman who takes the product into 
the home of knowing it thoroughly and 
being able to demonstrate its functions. 


Present users should be employed, 
each one of them acting as a most 
important sales promotion center 
Therefore a close follow-up of all users 
is necessary, so that the highest de- 
gree of satisfaction will be obtained 
by owners from their dryer. 

Prominent among the guests was 
Mrs. Helen Kendall, of the Good 
Housekeeping Institute. She brought 
an expert knowledge of what the dryer 
will do in the home as compared with 
outdoor drying. One of her valuable 
suggestions was that sample displays 
be made up to show both the white and 
colored fabrics dried a certain number 
of times in the sun after washing, then 
identical samples dried the same num- 
ber of times in a dryer. The Good 
Housekeeping Institute has made ex 
periments of this nature and found 
that the fabric after having been dried 
in the home dryer has less breaking 
strain tendency than those dried in 
the sun. 

The company on the question of pro- 
duction and delivery stated that they 
were expecting to be in production by 
the first part of 1946, possibly earlier 
or perhaps even later, depending en- 
tirely on the supply of material. 


Bendix to Make 
Radios On Coast 


Bendix Aviation Corp., will manu- 
facture, on the Pacific Coast, a com- 
plete line of radios and radio-phono- 
graph combinations for marketing in 
West Coast trading areas, it was dis- 
closed recently by W. P. Hilliard, 
general manager of the Bendix Radio 
Division in Baltimore. 

“This new move,” Hilliard told a 
recent distributor meeting, “will give 
our far western dealers and the Pacific 
Coast radio-buying public the bene- 
fits of more efficient delivery service 
and lower costs made possible by re- 
duced shipping charges on both mate- 
rials and finished products. 

“Our engineering and manufacturing 
organization already has set in motion 
joint plans for launching production of 
radios and radio-phonograph combina- 
tions in Baltimore and in California 
as soon as the situation permits.” 





BENDIX WEST COAS§T PLANS — Meeting with West Coast distributors these 
Bendix radio division officials recently announced plans to manufacture radios on 
the Pacific Coast in post-war, (left to right): C. C. DeWees, McManus, John and 
Adams advertising agency representative; Leonard C. Truesdell, general sales 
manager radio and television; W. P. Hilliard, general manager; Paul J. Reed, 
assistant advertising manager; Earl Hadley, advertising manager; Fred Gutekunst, 
comptroller; George Eltgroth, patent attorney. 
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d 
~ one big reason why the mushrooming de- 
sed, mand for Congoleum Rugs necessitated a 
+ 
” that cut the price. That’s the natural re- 
sult of brand advertising. 
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It happened to Congoleum Rugs 


Congoleum brand advertising, with its 





NE day, back in 1893, after Grandpa had grunted, sworn, tugged, shoved, and 
finally got Grandma laced into her corset, they went to the Chicago World’s 
Fair. Grandpa saw something there that made him mad. 

“T don’t see why they don’t put one of those things on corsets,”’ he growled. “One 
of those things” was the first slide fastener. A man named Judson was displaying it at 
the Fair. He had invented it that year to fasten the tops of his shoes. 

It took brand advertising to put the slide fastener permanently into everyday 
American lives. 

Talon, Inc., largest manufacturer of slide fasteners in the world today, has done 
much of the job. Brand advertising has helped to create mass desire for Talon slide 
fasteners, and resulted in the mass production of better slide fasteners at constantly 
lowered prices. More than 100 million Talon slide fasteners were being used as far 
back as 1935—and year after year, have cost less. 

The story of brand advertising’s results is always the story of benefits to the 
public. Only 17 years after it cost you, on the average, $600 for an electric refrigerator, 
you could get a better, nationally advertised one for $170. The average radio cost 
$125 in 1927; a better, nationally advertised one averaged $31 just before the war. 
Gillette Safety Razors dropped from $5.00 in 1906 to 49c (with five Blue Blades!) in 
thirty years of brand advertising. 

This wouldn’t be—couldn’t be—America, if brand advertising hadn’t helped create 
mass production, cut costs, and provide all of us with the better things we want to 
live with. 


FREE REPRINTS OF THESE STORIES OF ““WHY AMERICA’S GREAT” 
$18.00 in 1920 but $6.95|in 1942 This series of newspaper and magazine advertisements is of- 
fered as a public service by Fawcett Publications, Inc., 295 
emphasis on quality through the years, is Madison Avenue, New York 17, N.Y. Write for free proofs. 


constantly expanding mass production FAWCETT PUBLICATIONS, INC. 


P WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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Ben-Hur “Farm and Home” Freezers 
Are Quality Built 








TO INSURE 


YOUR PROFIT AND PRESTIGE! 


. « » A Line Engineered to Give You These 
Outstanding Advantages to Feature: 


SOUND AND DURABLE Construction — with lasting insula- 


tion, properly built in. 


FULLY LABORATORY TESTED — Under Every Conceivable 


Operating Condition. 


PRACTICAL AND EFFICIENT IN DESIGN — for Conveniently 


Accessible Food Storage 


ENGINEERED AND PERFECTED by Foremost Refrigeration Ex- sell, 


perts. Built for Long-lasting, Trouble-Free Operation. 
A COMPLETE LINE OF SIZES—to Meet the Needs of Every 


Family — City or Rurol. 


BEN-HUR MFG. CO. 


324 E. Keefe Avenue 


Milwaukee 12, Wisconsin 


Continuous Manufacturing For Over 33 Yeors. 


EN alll 


The Popular Electrically Lighted 


Wall Switch Plate 
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Beauty! Safety! Utility! 
Convenience! 


WORY OR 
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Novelty! 
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ee 
ARM & HOME FREEZERS Ee 


The Standard for “Light Switching” 


A beautiful plastic switch plate featuring a tiny, shielded 
electric light. Glows softly in the dark; goes out when lights 


are turned on 


Ends fumbling, saves walls from fingermarks, 


shows when lights remote from switch have been left burning. 


Used in homes, hospitals, hotels - 
found! An ideal nite-lite for nursery, sick- 
room, or bedroom. Serves equally well on 
3-way and 4-way switches. Special units 
form multi-gang plates. Operates for less 
than 2c per year .... lasts for years with- 
out a burn-out! Backed by unconditional 


renewal guarantee! Write! 


Sales-boosting plywood counter demonstrator, 
complete with LumiNite plate, toggle 
switch, interior light socket, cord, and 
colorful display card — only $2.00! 


Associated Projects Co., 74 E. Long 
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wherever wall switches are 


St., Columbus 15, Ohio 














REACH-IN CONVENIENCE —The new 
upright home freezer which will be manu- 
factured by Westinghouse is a compan- 
ion piece to the refrigerator in size and 
finish. Front-opening door and sectional! 
inner doors provide reach-in convenience. 
Above, Jane Schleicher, Westinghouse 
home economist is transferring steak with 
thermocouple attached to measure temp- 
erature within the meat, from the freez- 
ing section to the storage compartment 
below. Thermocouples — miniature and 
highly sensitive thermometers, give com- 
plete history of temperatures within 
foods at all times. 


Westinghouse to Make 
Upright Home Freezer 


Upright home freezers for city and 
farm use with front-opening doors and 
sectional inner doors for easy food 
storage and removal, will be manu- 
factured by the Westinghouse Electric 
Appliance Division shortly after civil- 
ian production of electric appliances 
is resumed, T. J. Newcomb, sales 
manager, announced. 

“This upright design, in contrast to 
the horizontal models, will make the 
new home freezer the companion piece 
to the household electric refrigerator 
in size and finish and will provide the 
same reach-in convenience of the re- 
frigerator,” said Mr. Newcomb. 

“Since the cabinet will occupy no 
more floor space than a refrigerator 
of comparable size,” he continued, “it 
can be located in the most convenient 
place in the home.” 


Three Models 


The Westinghouse home freezer will 
be produced in three models, starting 
with a 6 cu.-ft. size, to meet both 
urban and farm requirements. The 
two functions of freezing and storing 
foods will be done separately in all 
models. 

“Sectional inner doors and shelves,” 
Mr. Newcomb pointed out, “make it 
possible to select specific foods from 
an individual section of the cabinet 
without disturbing food arrangements 
or temperatures in other sections. 
Zero temperature is maintained in 
storage compartments. On the freez- 
ing surfaces, temperatures range from 
10° below zero to 20° below zero. 

The new upright home freezer will, 
like the domestic electric refrigerator, 
have a hermetically sealed system. 
Thus, service will be simplified to a 
point comparable to household refri- 
gerator servicing. 

“Our home freezers,” Mr. Newcomb 
continued, “are tested in the laboratory 


JULY, 


under home conditions for both 
chanical performance and ability 
freeze and store foods. Some of 
engineering tests on the cabinets 
conducted in special copper-lined 
midity rooms. The refrigeration 
chanism itself is being subjecte: 
rigid tests in a soundproof ro 
mounted on giant springs at our [as 
Springfield, Mass., plant, where units 
for all home freezers will be built. 

“The Westinghouse Home Econom- 
ics Institute, under the direction of 
Mrs. Julia Kiene, tests the freezers 
from the homemaker’s point of view 
for their proper care and use and pre- 
pares information on how to freeze, 
store and package fresh and cooked 
foods,” he pointed out. 


Home Freezer Promotion Launched 


The design of these post-war home 
freezers for city and farm was shown 
in advertisements in 15 trade publica- 
tions in June, according to Roger H. 
Bolin, manager of advertising and 
sales promotion for the Division. Bal- 
ance of the announcement advertise- 
ments will appear in four July issues, 
the advertising manager reported. 

Consumer advertising, carrying an 
illustration of one of the two farm 
sizes of home freezers will appear in 
Country Gentleman for July, Farm 
Journal for August and Progressive 
Farmer for September. 


Casco Products 
Elects Officers 


At the annual stockholders’ meeting 
of the Casco Products Corp., Bridge 
port, Conn., Joseph H. Cone was re- 
elected president of the corporation, it 
was announced recently. Other officers 
elected are: A. O. Samuels, vice-presi- 
dent; Bert G. Cochrane, vice-presi- 
dent; Edward T. McCarthy, vice 
president and controfler; Daniel J 
McCarthy, secretary; Emil F. Klein, 
treasurer; Jack Schenberg, assistant 
secretary; and Lawrence E. Fenn, 
Assistant Treasurer. 

The following were elected by the 
stockholders to membership on_ the 
Board of Directors: 

Joseph H. Cone; Bert G. Cochrane; 
A. O. Samuels; Emil F. Klein; Dan- 
iel J. McCarthy; George R. Wynus; 
Edward T. McCarthy; Samuel Cone; 
Lawrence E. Fenn; Jack Schenberg 


CASCO PRESIDENT — Joseph H. Cone 
(left) recently elected president of the 
Casco Products Corp., Bridgeport, Conn. 
looks over post-war automatic cigarette 
lighters with Bert G. Cochrane, vice 
president. 
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how our methods of service 
help him develop sales. 


















“During the years that I have used your service, many 


competitive deals have been offered me and I have 





reviewed them carefully, but in my opinion none has 
afforded the complete advantages of Commercial Credit 


plans and facilities. 


“Your speed in investigating and passing credits is a 
very real help in closing our sales. Your collection 
ci system keeps past-dues at a minimum and still retains cus- 

tomer goodwill. We have particularly noticed that your 
Ct personnel is trained to expedite the dealer’s sales and 
to treat his buyers with every reasonable consideration so 


that all possible will be developed.” 


Hearn Pres. 


Herb Names, Inc. 





Denver, Colo. 


COMMERCIAL CREDIT COMPANY 


BALTIMORE 2, MARYLAND 
Capital and Surplus more than $65,000,000 
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lamps and fixtures, styled to present a 
| pleasing appearances either lighted or 





| sult that, while the lighting itself pro- 
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Sylvania Lighting Center 
Opened in New York 


Introducing modern, fluorescent 
lighting styled especially for the home, 
Sylvania Electric Products Inc., opened 
its new Sylvania Lighting Center in 
New York City recently. A group of 
roms—living room, bedroom, study, 
kitchen and bathroom. 

The Lighting Center, according to 
William F. Rooney, head of the prod- 
uct styling group, provides the com- 
pany with a laboratory for experiment- 
ing with new residential lighting ideas. 

“In setting up the Lighting Center,” 
said Mr. Rooney, “our problem was 
to make fluorescent lighting attractive 
in a typical home setting so that it 
would harmonize with the other deco- 
rations. Color of the walls and furnish- 
ings were taken into consideration, and 





unlighted, were installed. Moreover, 
all the lighting at the Center is within 
the price range of the average family.” 


Incandescent and Fluorescent Blend 


One of the outstanding features of 
the rooms is the successful use of both 
fluorescent and incandescent light 
sources. Both are used in the living 
room and bedroom. Several new ma- 
terials have been used in designing 
the fluorescent fixtures with the re- 


vides good seeing, the fluorescent fix- 
tures harmonize perfectly with cus- 
tomary incandescent fixtures besides 
following the mood of the other fur- 
nishings. 


Flexible Kitchen Fixture 


In the kitchen, where, according to 
a recent Sylvania survey, modern 
lighting is most in demand, continuous 
strips of fluorescent lamps have been 
mounted on the ceiling over the work 
surfaces. The unit follows the con- 
tour of the surfaces, with light com- 
ing down on the areas where food is 
prepared. This flexible type fixture 
| according to Kathleen Hanway, Syl- 
vania’s Residential Lighting Consult- 
ant, will become a major appliance in 
post-war kitchens. 

Fluorescent lamps and fixtures are 
used throughout the bathroom elim- 
| inating mirror shadows for make-up 
and shaving. A number of interest- 
ing developments in residential light- 
ing are incorporated in the living 
room. Concealed behind the window 
valance, fluorescent lamps make a focal 
point of the window by highlighting 
| the draperies; portable incandescents 
beside each seating unit furnish extra 
light for close work; decorative fluor- 
escent ceiling fixtures supply general 
illumination. Fluorescent lamps are 
enclosed in lacy ceiling fixtures in the 
studio bedroom. In the study-type 
| office at the Center, a louvered fluores- 
cent ceiling fixture provides indirect 
general illumination and good working 
light on the desk itself. 

“From too many unfortunate ex- 
amples of conspicuous commercial 
installations -we know consumers 
have a prejudicial attitude toward 
fluorescent lighting,” said Miss Han- 
way, “but we know also that 
they expect wonderful things from it. 
To get these results, however, women 
will have to take lighting seriously. 
They must consider what we have 
studied and are continuing to study 
here at the Center. As may be seen 
from the rooms here, fluorescent light- 
ing can be a major decorative note 
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Oasis Electric Water Coolers are always “out in front” 
when it comes to low-cost delivery of cool, refreshing 







water. Their trim, rugged, compact design . . . pleas 
antly splash-free bubbler action . . . carefree, quiet- 
running performance —all are the result of EBCO's 
20 years of progressive leadership in the electric water 
cooler field. Wherever thirst is a problem, OASIS 
is the answer! 















The EBCO Manufacturing Co. 


401 W St Columbus 8, O 


How to select - operate - maintain 


the right controllers for 
your electric motor power 





Town 


















Here is your controller guide for selecting and using the 
control apparatus that will best harness your electric motor 
power to your load requirements. This book takes the guess- 
work out of control purchase and presents the operator with 
all the facts on controller operation and design. Hundreds 
of diagrams, illustrations, curve charts and tables, together 
with a simple, direct text, instruct operating men, engineers, 
purchasers of control on each detail of proper selection, 
operation and maintenance. 


Just Published! 


CONTROLLERS FOR = 
ELECTRIC MOTORS rtzjazrsrmc= 


contactors 
By HENRY DUVALL JAMES - —ehapeeaniaatebenaal 
Consulting Engineer, Pitteburgh, Pa. Use of two power tubes to giv 




























more uniform d-o er 
and LOUIS EDWIN MARKLE Time-Hiealt methods of acceler: 
Design Engineer ating motors 
Motor-generator contro! of mo 
324 pages, 6/2 x 9%, 276 figures, 6 tables, $3.50 tor voltage 
New types of time-delay over 
This book brings you up to date on the latest control apparatus load relays 


—new uses of the electron tube, magnetic contactors, time-limit @ There is a section on ho 
method of acceleration, development of plugging control, and of 
he Regulex, Ampledyne and Rotorol, and new types of time-delay 
rverioad relays. Here is analysis of popular commercial types, 
and most successful methods of aqcelerating motors, speed con- 
rol, mechanical and dynamic braking, regeneration, and voltage 
‘ontrol for d-c motors, with special sections on protective devices, 
national codes, installation and maintenance, and future control 
levelopments. 
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Send this McGRAW-HILL coupon 
McGraw-Hill Book Co., Inc., 330 W. 42nd St., New York 18, N. Y. 
Send me James and Markle’s Controllers for Electric Motors for 10 days examination on 
approval. In 10 days I will send $3.50, plus few cents postage, or return book postpai‘ 
(Postage paid on cash orders.) 





PON ici ndccc ceva tndagentegsccnd Cpudasebaseetabeethdes sts ewnaesaeredete vabeblebree: 
DOGTERR «oc 6 Sb esidcnscecvovepeaeteseeccce dies GHORMGET 6c ce ccvcescccsccceceescves: 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN’S HOME COMPANION 
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Each month, more and more clever retailers check 


the names in this picture. Then they reap the extra 





| profits. All they do is put these products out 
3 front in window and counter displays together with a copy 


< of the Companion. Because products advertised in the 





a Companion move even faster when you display 
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baal WOMAN’S HOME COMPANION 
—_—— 250 PARK AVENUE, NEW YORK 
ISING 


EDITOR’S NOTE: With spare parts so 
2 


scarce these days, as a wartime measure 
as well as good business, it is suggested 
that Air Express affords a way of keeping 
inventory of parts at a minimum and still 
render efficient service, since the speed of 


delivery from any supplier is so rapid. 


Inventory Low? 


the entire inventory of every 
supplier in the country is only 
hours away from your business 


when you specify 





AIR EXPRESS 


Serve customers the fastest way now and they won’t forget it lat 
when inventories are back to normal. Specily delivery of urge 


orders via 3-mile-a-minute Air Express. 

(nd here’s another economical way Air Express can serve yo 
business. Now and later. You make your money on fast-turn stan 
ard items. You run up inventory cost on slow-turn, high-cost iten 
Why not call on Air Express for same-day or overnight delive 
on slow-turns — after you take the order? 

Figure it out. When you do business that way you hold down yo 
invested capital. You make Air Express earn its weight in gold. 
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Specify Air Express— A Good Business Buy 


Shipments travel at a speed of three miles a minute between principal 
towns and cities, 


delivery between many airport towns and cities. Rapid air-rail service to 


U. S. 


with cost including special pick-up and delivery. Same-day 


23,000 


off-airline points in the United States. Direct service to scores of foreign countries. 





Write Today for interesting “Map of Postwar 


Town 


Ibs. | 5 Ibs. |10 Ibs. 
picturing advantages of Air Express mies| 2 's- | 5 tbs “ 


25 lbs 





to community, business and industry. Air Express 250 | $1.04 | $1.25 | $1.57 
Division, Railway Express Agency, 230 Park 


$2.63 








Avenue, New York 17. Or ask for it at any Airline 500 | $1.11 | $1.52 | $2.19 


$4.38 





or Express office. 1000 | $1.26 | $2.19 | $3.74 


$8.75 








| 








2500 | $1.68 | $4.20 | $8.40/$21.00 
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GETS THERE FIRST 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 


STUDENT TALENT HUNT—An opportunity for high school students to display enter- 

tainment talents is being sponsored by Admiral Corp. through its new television 

program “Young Chicago," inaugurated recently over Chicago television station 

WBKB. Richard A. Graver, left, vice-president of Admiral discusses program with 

George Jennings, right, acting director of the Radio Council of the Chicago Board of 
Education. 








NEWA Offer Help 
In Employing Veterans 


In an effort to further veteran’s em- 
ployment within the electrical industry, 
an attractive window or counter card 
has been prepared by the National 
Electrical Wholesalers Association for 
distribution throughout the industry. 
It pictures a_ soldier, sailor and 
marine; and bears a short but en- 
couraging message for ex-service men, 
technically trained and interested in 
obtaining employment in the electrical 
industry. 


Employment Application 


An employment application blank to 
be answered by ex-service men also 
has been prepared for industry-wide 
use. The blanks, when completed by 
an applicant, will be helpful in deter- 
mining his qualifications and prefer- 
ences. The “window or counter card” 
and “application blank” can be pro- 
cured in desired quantities by any 
local electrical league or club, local 
industry group or individual company, 
at only the cost of printing and mail- 
ing. The cost of art work, plates, etc., 
has not been included in the cost of 
printing and a large quantity of these 
materials has been purchased by 
N.E.W.A. to supply the expected 
large demand of local groups and in 
dividual employers 

Orders, with reinittances, to cover 
cost, should be sent to the Associa- 
tion at 500 Fifth Avenue, New York 
18, New York. The schedule of prices 
is: 

Window or Counter 
$6.00 per hundred 
$ 50 per hundred 


For local industry adaptation, the 
“Suggested Veteran’s Reemployment 
Program”, as created by the National 
Electrical Wholesalers Association last 
October, points to the fact that the 
entire electrical industry will be in di- 
rect competition with all other indus- 
tries for manpower in the post-war 
era. The use of window and counter 
cards will arouse immediate interest 
on the part of prospective employees. 
At the same time, their use also will 
promote better public relations locally 
and nationally. 


Application Blanks 


JULY, 


Four steps were suggested to have 
the local plan operate successfully 


1. Develop local industry cooperation. 
2. Stimulate interest of veterans seeking 
new jobs. 

. Arrange for equitable distribution 
throughout all branches of the electri- 
cal industry of applicants for employ- 
ment. 

. Exchange, among localities, of infor- 
mation and data about applicants in 
order to bring about the fullest pos- 
sible employment, nationally, through- 
out the industry. 


Ray-O-Vac Batteries 
Back on Market 


After an absence of three years, Ray 
O-Vac Leakproof flashlight batteries 
are again available for consumer use 
the sales department of Ray-O-Va 
Co., Madison, Wis., has announced 
Ray-O-Vac portable radio batteries 
and a number of others are also back 
on the market. 

“Our production schedule is strictly 
at the command of the armed forces,” 
said Norman D. Vea, Ray-O-Vac gen 
eral sales manager, in making the an 
nouncement. “Temporarily, however 
we will have a considerable quantity 
available for the trade. They will be 
allocated to our regular distributors.” 

“We would like to point out that 
while WPB has permitted manufacture 
of two and one-half times as many 
cells for civilian use, this quarter over 
last, all of these will not go into flash- 
light batteries. Many will go into 
portable radio and oher types of bat- 
teries.” 


Home Builders Convention 
Planned for February 


The National Association of Home 
Builders of the United States has 
announced that plans are under way 
for its 1946 convention and exposition 
to be held February 25 to 28 inclusive 

Paul S. Van Auken has been ap- 
pointed convention and exposition di- 
rector, and headquarters have beet 
established at 111 W. Jackson Bivd, 
Chicago, III. 
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METAL TUBES 


In homes everywhere, Ken-Rad Metal Tubes serve 
by keeping alive radio’s entertaining voice . . 
These rugged, self-shielding tubes—now better 
than ever because of added great new facilities— 
tomorrow will help furnish greater enjoyment for 
listening millions ... making the Ken-Rad fran- 
chise still more desirable and profitable. 


KEN-RAD 


178-03-8880 oe A 3. b-)- 20) 20nen 24, Belial © 4 
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YOU 


were the “silent partner” 





..-when the BIG POSTWAR PUSH was planned for 


TEMCO Gae FLOOR FURNACES 


: ENGINEERS were finished 
with redesigning and testing 
the new TEMCO Gas FLOOR 
FURNACE. And the A.G.A. put 


its seal of approval on their work. 


Then came the question of selling 
TEMCO after the war. And that’s 
where you silently stepped into 
the circle of merchandising, sales, 
advertising and promotion men 


who were making the plans... 











Petroleum) with 


Quick Facts 
about the | 
| new TEMCO || 
| Gas FLOOR | 
| FURNACE | 
| Re-engineered, to nelude new features | 
ieee neneeat | 
| ne - Fuel Gases atural, manufac- | 

| 


Fully Automatic — Minneapolis-Honeywell 

shesmectet trols, optiona 

| 100% Safe—! guarded by safety devices 

} built in ded in selling price 

! Has the new ““WHISPER-QUIET BURNER” 
Your assurance of silent flame performance. 


Easy to install. 











plans pointed at one single objec- 
tive—to make selling smoother 


and more profitable for YOU. 


That job is ready now .. . in shape 
of a big, complete selling package 
—packed with sales dynamite — 
packed with every proved selling 
tool—readv to go to work with 
dealers who want to make money 


in the postwar heating market. 


GET THE WHOLE STORY—NOW 


TEMCO dealers are being ap- 
pointed now. Write us for the 
name of the nearest TEMCO dis- 
tributor and he'll give you the 
whole picture of the enormous 
home heating market, and of your 
opportunities as partner in the 
big TEMCO selling job that will 
be done. TENNESSEE ENAMEL 
MFG. CO., NASHVILLE, TENN. 


TEMCO also manufactures a complete 
line of SPACE HEATERS,— Radiant 
and Circulating—Gravity and Forced 
Air, combining the ultimate in heating 
efficiency with appealing beauty of 
design. Specially engineered Bu-Pro- 
Fire Models for L. P. Gas, 
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“The Biggest Little Thing 


a 








SAN FRANCISCO CONFERENCE RECORDED—Entire proceedings of the San 


Francisco Conference were recorded for official State Department reference on a 
Utah wire recorder, Fred R. Tuerk, president of Utah Radio Products Co., Chicago, 
announced recently. Working with WLS engineers, Burt Carter, Utah's wire recorder 
technician, established headquarters in the Palace Hotel, and machines were set up 
to record from all conference rooms and directly from the rostrum at the conference 
hall. Copies were rushed to radio station WLS for broadcast and additional copies 
of each record will go to library of State Department in Washington. 





Westinghouse Doubles 
Appliance Advertising 


New advertising and merchandising 
programs on_ refrigerators, home 
freezers, ranges and water heaters and 
continuance of the present full-line 
and automatic washer campaigns in- 
volving advertising expenditures alone 
for the last half of 1945 just double 
those of the first six months, are plan- 
ned by the Westinghouse Electric Ap- 
pliance Division, Westinghouse Elec- 
tric Corp., Mansfield. O., said Roger 
H. Bolin, advertising and sales promo- 
tion manager of the Division, in thak- 
ing the announcement 


Refrigerators, Freezers Lead 


“The largest individual product pro- 
motion for the next six months is on 
household refrigerators and home 
freezers. Two separate campaigns are 
planned—one on _ refrigerators and 
home freezers, beginning in late June, 
in general magazines (Life, Colliers’, 
Ladies’ Home Journal and American 
Vagazine) and one on the larger sizes 
of home freezers for the farm in July 
issues of Country Gentleman, Farm 
Journal and Progressive Farmer,” the 
advertising manager said. 

“The general magazine series an- 
nounces three types of refrigeration by 
Westinghouse for postwar: (1) basic 
refrigeration in household units similar 
to prewar models, (2) two-tempera- 
ture refrigerators with extra large 
storage space for frozen foods, and 
(3) upright home freezers with ‘reach- 
in convenience’ in six, 16 and 25- 
cubic foot sizes. Farm series features 
a 16-cubic foot home freezer. Situa- 
tion photographs by Keppler are also 
used,” he continued. 

“A complete trade paper advertising 
and direct mail announcement program 
on the new Westinghouse home 
freezer, employing more trade maga- 
zine insertions than ever used previ- 
ously for the announcement of a new 
product, has been released,” Mr. Bolin 
said. Posters for retailers’ windows 
and special commercials on the com- 
pany’s two radio programs round out 
the consumer announcement. 

“There are also,” said Mr. Bolin, 
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“two series of electric range adver- 
tisements—one for general magazines, 
starting in September issues, the other 
for the farm and rural market, begin- 
ning in July issues of McCall's, Better 
Homes & Gardens, Parents’, Country 
Gentleman, Farm Journal, Electricity 
on the Farm and Progressive Farmer. 

A complete range and water heater 
tie-in program of local advertising is 
also being made available for utilities 
and rural dealers. 


Radio Men Urge FCC 
to Speed FM Rulings 


Representatives of eleven manufac- 
turers of FM receivers and transmit- 
ters, in a resolution sent to the Fed 
eral Communications Commission re 
cently, formally protested that group’s 
“delay in determining final frequency 
modulation channel allocations.” The 
resolution, which urged an immediate 
decision, declared that the FCC’s at- 
titude poses a serious threat to the 
entire radio industry and “adds to the 
general confusion of the reconversion 
period.” 


Freed Elected Chairman 


The manufacturers’ group, which 
met in the Waldorf-Astoria and elected 
Arthur Freed, vice-president and gen- 
eral manager of Freed Radio Corp. 
as chairman, signed the resolution of 
protest on behalf of the following com- 
panies: Ansley Radio Corp., Long Is- 
land City; Espey Mfg. Co., Inc., New 
York; Freed Radio Corp., New York; 
Garod Radio Corp., Brooklyn; General 
Electric Co., Schenectady; Meissnet 
Mfg. Co., Mount Carmel, Ill.; Pilot 
Radio Corp., Long Island City; Radio 
Engineering Laboratories. Inc., Long 
Island City; Scott Radio Laboratories, 
Inc., Chicago; Stromberg-Carlson 
Co., Rochester, and Zenith Radio 
Corp., Chicago. 

The resolution declared that delay 
in making allocation of FM frequen- 
cies results in “discrimination in favor 
of manufacturers producing AM 
(standard broadcast) sets . . . inas- 
much as manufacturers of these sets 
can place orders for their components 
now, thus tying up future deliverics 
of components for FM sets.” 
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+] And Finds New Tona: Quality In 
. the Recordings Played By The Meissner 


listen to the majestic beauty of Beetho 


of the Meissner radi 


phonograph. 


great new 


Eugene Ormandy, the noted conduc 
tor of the Philadelphia Orchestra heard 
these same records «played by the 
Meissner. “I had the feeling I was 
listening to a concert performance in 
the historic Academy of Music,” he 
said, “I heard every detail of the Orches 
tra’s performance with perfect clarity.” 

x x x 
You, too, will find new thrills in recorded 
music with your postwar Meissner. 
Record 


playing doth sides of any 


The Meissner’s Automatic 
Changer 
record in sequence will astound you 
with its mechanical perfection. The 
Meissner’s AM, FM and Super Short 
wave radio reception will enable you to 


hear the world’s finest broadcasts. 








































Today, only one Meissner exists. Per- 
fected before the war, it is now on loan 
to the high school of Mt. Carmel, IIL, 
the Meissner’s home. When the services 
of Meissner are no longer required for 
war production, they will turn again 
to producing the great new Meissner 
that will introduce you to this new 


world of sound. 


(OF SOUND AY 
ao \ 








en... to the clear, full tone of each 
nstrument in the hands of a virtuoso... 
ynicn . . . 
swe to the inspired reading that comes only 
oer nder the guiding hand of a great con 
‘orp.. er 
pn ° . . 
This is a great orchestra. . . Eugene 
ce " ee ° ° s 
“a rmandy himself is directing ... yet 
New the setting is not a concert hall but a 
fork; pacious apartment... this performance 
n } - 
_ 8 being reproduced from records! 
ISS! Pe ‘ 
Pilot Listen as each stirring crescendo brings 
Radio e thrill that comes only from the 
Long eer impact of beautifully blended 
fori 7 > ° i al ° 
arlson und . . . blood-tingling in its excite 
Radio ent... this is reproduction of recorded 
usic at its finest . .'. this is the voice 
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que 
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AM 
in 
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Print of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 














Your Community 
will point with pride 
to its 

Meissner Dealer 


Why? Because the man who will 
be the Meissner dealer in your 
community has already estab- 
lished a reputation for quality 
and service with a clientele that 
appreciates the finest in any 
product. He has the facilities, 
the ability and the financial 
strength required to add an 
instrument such as the Meissner 
electronic radio-phonograph to 
his present line. He knows that 
the many people in his commu- 
nity who have responded to ad- 
vertising like that shown here 
will naturally look to him for 
their postwar Meissner. 
x = x 

You may be the Meissner dealer 
in your community. In many 
areas, Meissner exclusive dealer 
franchises are still available. 
The men who obtain these 
franchises will find new profits 
and prestige during the postwar 
period, and an immediate group 
of prospects who have been 
attracted to the Meissner by 
an extensive national adver- 
tising campaign. 

If you meet the requirements 
outlined above, write to our 
936-A North 
Michigan Avenue, Chicago, III. 





Chicago office 


today. An executive of our 
company will contact you at the 
earliest possible opportunity. 


METSSNE RB. 


MANUFACTURING COMPANY + mT, CARMEL, ILE 





@asé Address your inquiries 
Pl 1d 1 7 
to Chicago Office: 
936-A NORTH MICHIGAN AVENUE 
CHICAGO, ILLINOIS 











PAGE 189 








fp: 3=PIECE 
AUTOMATIC HEAT 
REGULATOR SET 


DESIGNED TO SAVE TONS OF FUEL 
TAKE ORDERS NOW! 





installation of this “A-P’’ 3-Piece Automatic 
Heat Regulator Set saves your customers fuel 
—insures uniformly healthful heating from hand- 


Next, and “A-P” Limit Control is placed 
on the furnace bonnet. This prevents the 
furnace heat from overshooting the set- 
ting of the room thermostat. Keep Limit 
Control adjusted to outside weather for 
satisfactory sentineling of fire 


Attach the 
inside wall, about 4 feet above the floor. 
This device will “float” the fire so as to 
prevent excessive heat. 


fired furnaces. ‘‘Shovel-it-on, 
take-a-chance” methods of 
firing must be stopped if our 
fuel shortage is to be relieved. 


“A-P” Thermostat 


to an 


«< 


Then install the “A-P’” Damper Regulator 
Motor, and connect to Room Thermostat 
and Limit Control. This wear-resistant 
unit is treated to avoid rusting from sum- 
mer basement dampness. 


These efficient, fucl-saving “A-P’” 3-piece Automatic Heat Regulator 


Sets will soon be available again. 
of installation orders—and future 


Meanwhile, build your own backlog 
PROFITS! 


With an estimated 40- 


Million-ton coal shortage facing us, it is imperative that none of your 


customers continue on a 


shovel-it-on, take-a-chance’’ basis. 


AUTOMATIC PRODUCTS COMPANY 


2400-C N. 32nd Street 


Milwaukee 10, Wisconsin 


DEPENDABLE 


CONTROLS 


FOR HEATING e AIR CONDITIONING e 


REFRIGERATION 


Big Saving to Home Fluorescent 


Lighting Seen in Sylvania Survey 


By the time fluorescent lighting is 
12 years old, in 1950, the industry will 
be selling at the annual rate of ap- 
proximately 10,000,000 fluorescent 
lamps and about 3,500,000 fluorescent 
fixtures for residential use alone, with 
every fourth wired home in the coun- 
try a customer, according to indica- 
toins from a nationwide home lighting 
study released recently by Frank 
Mansfield, director of sales research 
for Sylvania Electric Products Inc. 

“Six - and - a - half-million families 
will have new or additional fluorescent 
lighting after the war,” Mr. Mansfield 
predicted, “and we can give it to them 
within a year or two after total vic- 
tory.” . 


Utility Areos First 


One out of every ten homes called 
on boasts some fluorescent lighting 
and of these families, half plan instal- 
lations elsewhere in the house. Old 
and new customers alike put the kit- 
chen first on the list to receive this 
modern type lighting, want it in the 
bathroom and bedroom next. Both 
groups hope eventually to have it in 
all rooms, the majority planning on 
permanent fixtures. A smaller group 
say they will choose portable fixtures, 
while close to 20% intend to have 
both types. 

Asked what they thought about fluo- 
rescent lighting, 94 percent of those 
who have it in their homes expressed 
satisfaction. The majority said they 
installed fluorescent because they like 
the quality of light it gives and find 
it easy on the eyes. Economy was the 
second consideration. Only 6 percent 
could find any fault at all with fluo- 
rescent and their chief complaint was 
that fixtures are not attractive enough. 

It was found that fluorescent sales 
are in direct relation to living stand- 
ards, with the top income group ac- 
counting for over 26 percent of the 
installations and sales decreasing as 
income decreases. 

Home ownership also appears to in- 
fluence the market, for over 13 per- 
cent of home owners have fluorescent 
lighting as compared with five percent 
of those who rent. This same trend is 
indicated in the number of rooms in 
the house, rent paid, value of the home 
and acreage of the farm. 


* No Bulb Shortage 


The theory that there has been a 
shortage of electric light bulbs as a 
result of war plant requirements re- 
eived a sharp jolt from survey find- 
ngs. Of the people interviewed 91.5 
percent reported no difficulty that they 

uld remember in buying either in- 

ndescent bulbs or fluorescent tubes 
during the war. 

\s with most household equipment, 
the housewife is the chief buyer of 
light bulbs and she prefers to buy 
them in the grocery store. In general, 
she buys them twice as often as her 
husband but, according to their own 
admissions, neither shops for bulbs 
very frequently. Twice a year is the 
most common rate of purchase, and 
from two to six bulbs are bought at a 
time. 

It’s a fifty-fifty chance that there 
isn’t a spare light bulb in the house, 
for only 43 percent of the people inter- 
viewed had any spare bulbs on hand 
and half of them had less than six 
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CIRCLINE FLUORESCENTS — Lamp En. 
gineers who developed the "circle of 
light", known as the circline fluorescent 
tube, topped off their achievement by 
“making both ends meet" with a 4pin 
plastic base. The new base is shown on 
the 12-in. ring, medium sized member 
of the three circlines which will soon be 
available. 





extras. The largest group reported 
two extra bulbs for emergencies. 


Incandescent Market 


Mr. Mansfield offered the predic 
tion that fluorescent lamp sales wil 
not eat into the incandescent market 
for a long time after the war and thi 
the sale of incandescent lamps wil 
keep pace with the expanding peace 
time market. “Based on the funds 
mental soundness of the formuk 
which has been used for the last te 
years,” he said, “Sylvania believes 
that the total industry sale of incan- 
descent lamps in the residential field 
will amount to 295,000,000 in 194 
and will reach 333,000,000 in 1949.” 


Kaiser To Build 
Houses On Mass Scale 


It was Henry J. Kaiser’s 63rd 
birthday recently, and the shipbuilder 
selected it to announce a new home 
construction corporation, Communi 
Homes Corporation. The new $y 
000,000 company, Mr. Kaiser said, wil 
begin immediately to construct two 
bedroom, medium-price houses on 
nationwide basis. 

The houses will cost between $4,00) 
and $5,000, and will include not only 
standard equipment but also stov 
refrigerators, hydraulic dishwashers 
garbage disposal units and air condi 
tioners. They will be financed througi 
FHA-insured bank loans, and buyet 
will have a choice of Georgian, Caf 
Cod, rancho, colonial or modern typé 
of architecture. The lots, to be 50 4 
60 ft. wide, will be included in # 
purchase price. 

Not a prefabrication housing pla 
the project will employ, Kaiser 8 
“auto assembly line  productid 
methods” in the home building fe 
The organization will design thd 
parts that can and should be standart 
ized—the mechanical and work! 
components and the various combi 
tions of structural materials. 


1945—ELECTRICAL MERCHAND'S! 


ECTRI: 












AY lia . 







COLONIAL MODEL 






mp En. 
cle of 
rescent 
ent by 


An 
» 4-pin 


ake Electric Masterpiece 


oon be 


in 
rted e 
$ Cast Aluminum 


predic. 
es wil 
market 
nd tht Helps make 


4 os housewives elec- 
} corn trically minded. 
formula 

last tes 

believes 

' inean 

al field Ts 

in 194 

1949,” . 


ale 


’s 63rd 
pbuilder 
w home 
nmunity 
ew $- 
aid, 
ct two 
>s On 















n $4,001 
not only 
» stove 
washers 
r condi 
throug! 
d buyet 
an, Caps 
‘ty? 
be 50 
1 in t 




















ing pla 

ser . 

roductid 

lie MANUFACTURING COMPANY 

ne KANSAS CITY 1, MISSOURI 

standart RIGINALISTS 

in 
KITCHENEERING 
Trade Mark 










DiS! 


Look to Sperti 
for more “sunlamp” firsts 


FACTORY 
REPRESENTATIVES 





Nate Hast, merchandise manager of 


nounced a number of new appoint- 
ments to the list of factory represen- 
tatives who will represent Lear home 
radios and wire recorder in various 
The following have been 
added to Mr. Hast’s organization: 


Ernie Camos, for St. Louis territory; 
Frank Russell for Baltimore, Washington 
and Philadelphia territory; William R. 
Connors for Denver, Colorado, to cover 
the Rocky Mountain district; and Allen 
Dunlap, for the state of Ohio. 





Conlon Corp. 


Announcing plans 
Corp., Chicago, for peacetime selling 
household washers, 
other products, I. N. Merritt, vice- 
president and general manager, re- 
vealed recently that the concern’s dis- 
tribution set-up has been perfected 
first for the South and the area from 
the Mississippi river to the Pacific 





Conlon has factory 
for the Pacific Coast, 


George H. Williams, Los Angeles, and 
Arthur C. Maryon, San Francisco, will 
represent the company in California, 


Nevada and Arizona. 


- APPLIANCES © ELECTRONICS © INSTRUMENTS DR 
L. A. Robinson, * DRUGS * COSMETICS © CERAMICS * FOODS 
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Seattle, will handle Oregon, Washington 
and Idaho; J. Leo Jolley, Miami, Okla., 
Oklahoma and most of Arkansas and L. A. 
Vandersloot, Kansas City, Mo., Kansas 
and the western half of Missouri. 


~ Sell a Practical 


HOME 
=~j DISHWASHER 


Going back into postwar production 
the Conlon Corporation will manu- 
facture washers, ironers, including a 





heating pads with improved tempera- 


laundry dryers and room coolers. 


General Television & Radio Moves 


Herman R. Rose, president of Gen- 
eral Television & Radio Corp. Chicago, 
has announced the purchase of the 
building formerly occupied by Press 
Wireless, at 2701-17 Lehmann Court, 








| NO TEDIOUS HAND TURNING WITH | 
ROTO-SHO P orn FN The MODERN MAID operates on a new principle ... over- 


comes all objections to old-style electric dishwashers 


@ Here at last is a completely practical 
electric dishwasher . . . priced so low that 
it should be one of your best post-war 


- - at the rate of 140 gallons per 





’. AC only. Adjustable heignt. a @ It operates either fully loaded . . . or 
with only a few dishes—washes dishes, 
greasy pots and pans... vegetables and 
. » thoroughly cleans itself 
-- is easy to operate... and 
does not break dishes. 


sellers. And price is only one of its com- 


. . Preserve Expensive Lines petitive advantages! 


. . . Dry Them On 
@ Modern Maid utilizes an entirely new 


principle of completely submerging dishes 
by forcing 4-5 gallons of hot water over 


ROTO-SNO Fisch line 


Eliminates annoyance 


DEALERS, write for the name of the 
nearest distributor today. A few areas 
are still open to qualified distributors. 


@®eeeeseeoceoeceaoe eee eeecee eee 
110 V. AC 50/60 
cycles only. $19.95 ea. com 
plete with two winding reels 
WHOLESALERS ... 
pre-war stocks still available. 





Please send me the name of the MODERN MAID dis- 
tributor in my area. 








































EM-7 





ture and resale discount. 
GENERAL DIE AND STAMPING COMPANY 





122 South Michigan Avenue 








New York 12, N. Y. 


Chicago 3, Illinois 





Zone__ State___ 
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to sell 


*We're 100% on war 
work now. The more 
wor bonds you buy, the 


sooner you'll again have 
fine merchandise for sale 
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Ata Glance 


. and sales at a glance —a smart new electric clock 
that’s as easy to read as it is to look at — and just as easy 


Models for home or office, with works that carry a life- 
time guarantee. For setting, a simple new patented gear 
release replaces the conventional clutch. 

Complete clocks and works for built-in applications will 


be available soon.* 


FROM THE Barr FAMILY OF 
x CZ, 
Sine DS 


Address Department EM 


MANUFACTURING CORPORATION 


WEEDSPORT,. NEW YORK 













UNIMETER 


This unit fulfills an extremely important 
need for general utility portable service 
equipment. It has wide range coverage for 
both a-c and d-c measurements of voltage, 
current measurements on d-c and the popu- 
lar ranges on resistance. 


The UM-3 is designed to clearly indicate all 
the functions which aid in the prevention 
of application of high voltages when prepar- 
ing for current or resistance measurements. 


Other G-E units for better 
servicing include: Tube 
Checker TC-3, Unimeter 
UM-4, and Oscilloscope 
CRO-3A. 


Write for information: 
Electronics Department 
Specialty Division, 
General Electric, 
Syracuse, N.Y. 


Electronic Measuring Instruments 


GENERAL @ ELECTRIC 


177-D2 





| 100,000TH AIRCRAFT PUMP—C. L. Har- 
| rison, president of Victor Electric Prod- 
| ucts, Inc., Cincinnati, accepts the 100,- 
| 000th aircraft feathering pump produced 
| in the plant for Pesco Products Co., 
| Cleveland, from William Maybury, assis- 
| tant business manager, Local B-1269, 
| IBW, who represented the Victor em- 
ployees. 





Chicago Edison Will 
Renew Financing Plan 


That Commonwealth Edison Co. in 
Chicago will renew its financing plan 
Regulation W_ permits, 
with the idea of assisting small dealers, 
revealed to the Dealer Branch 
of the Chicago Electrical Association 


as soon as 


was 


at its first meeting by E. M. Ball 
of Commonwealth Edison Co. 
The company will again pay in- 


stallation costs on ranges and water 
heaters in residential properties of 
three stories or less, he said. It 
will help in the display and sale of 
all-electric kitchens. Architects will 
be sent to customers’ kitchens to 
furnish plans in color, provide dis- 
play and sales training, demonstrate 
all electrical appliances in the homes 
through home service girls. It will 
provide cooperative advertising and 
just as many men as are needed. 
Mr. Ball, who is manager of the 
dealer cooperation , department, said 
that Commonwealth Edison will defi- 
nitely have ten electric shops to dis- 
| play and sell all electrical appliances. 

In the field, however, the utility will 

confine itself to those items which 
| need promotion, such as ranges, water 
| heaters and room coolers. 

Major A. A. Gray, secretary-man- 
ager of the association, said that the 
future held an advertising program 
for dealers, and that mechanical helps 
to selling, aid in store management 
and operation will be provided. 
| Other speakers were W. T. Reace, 
| vice-president in charge of sales, Com- 


monwealth Edison Co., and president 
of the association; George C. Heister- 
| man, manager, dealer sales promo- 


| 


tion, Public Service of Northern IIli- 
| nois; J. E. North, president, Electrical 

League of Cleveland; A. J. McGivern, 
| director, Chicago Electrical Whole- 
| salers Association; E. K. Ploner, vice- 
| president, Chicago Flexible Shaft Co., 
and J. S. Strecker, General Electric 
Co., had a few words for the dealers. 
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Aggressive 
Pacific Coast 
Selling Organization 


Appliance - Housewares 
and 
Hardware Specialties 


Now re-establishing our AP. 
PLIANCE DIVISION inter. 
rupted by the war. 

For many years successfully 
serving several leading 
EASTERN MANUFACTUR. 
ERS, maintaining the indi- 
viduality of each one. 
Experienced and dependable 
sales personnel, supervised 
by executives nationally rec- 
ognized for marketing and 
merchandising ability. 

We cover the 11 Western 
States and Hawaii— 
EQUIPPED TO DO AN OUT- 
STANDING JOB FOR AN 
ADDITIONAL COMPANY. 
One of our Executives is now 
in the East. 

Write us and we will ar- 
range contact. 


The GEO. H. EBERHARD 
COMPANY 


Selling Agents 


290 FIRST STREET 
San Francisco (5) 


Seattle Portland 


Salt Loke Les Angeles Denver 
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Cole Hot Blast Space Heaters 
have National Consumer Ac 
ceptance, Finest Construction 
and Special New Patented 
Features. 


Economically and attractively 
priced to compete favorably 
with all space heaters on the 
market today. Write now for 
new catalog illustrated in ful 
colors. 


Manufacturers of 


GAS—OIL—COAL—WOOD HEATERS 
GAS—OIL—FIRED FLOOR FURNACES 





WRITE FOR Ta Ba we sexe 
CATALOG | Mprprmrceg ExTice 


Cole Hot Blast 


Manufacturing Company 
var acs 
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ighting Equipment 

en Adopt New Program 
ring for intensive post-war 
nal and promotional activity 


residential lighting fixtures, the 
n Lighting Equipment Asso- 





meric 
ation recently adopted a 16-point 
st-war program of education and 


emotion designed to revitalize and 
kpand the market for overhead resi- 


ip. ential lighting. 
er. Incorporating a certification plan 
vat will include the I.E.S. Illumina- 
lly in Performance Recommendations 
ng i encourage design of fixtures that 
JR- i! contribute materially to the ele- 
idi- stion of home lighting standards, the 
ew program provides for close co- 
eration with all industry interests in 
ble 4 os 
d oader ing the market and bringing to 
7 e public the combined benefits of 
~ ited action. The program was de- 
= loped by George E. Glatthar, presi- 
nt of the Art Metal Co., Cleveland. 
em That the name of the organization 
bay more clearly identify its members 
UT- manufacturers of residential light- 
AN iy fixtures, it is being changed from 
A American Lighting Equipment Asso- 
ow ation” to “American Home Lighting 
stitute”. Its theme will be “Over- 
ar- ad Lighting for Better Living”. 


he basic policies and objectives of 
e A.L.E.A. will be preserved, it was 
nounced. 

Willard G. Sawyer, president of the 
Virden Co., Cleveland, was 
ected president of the organization, 
yeceeding Joseph Markel, president of 
arkel Electric Products, Buffalo, 
Yy. Mr. Markel urging adherence 
a policy of rotating executive offi 
hip, firmly opposed a move to 
raft him for re-election, but consented 
) continued service as a member of 
enew board of governors which in- 
nudes Mr. Sawyer; J. H. Blitzer, 
ightolier Co.; George E. Glatthar, 
nd. 0. E. Moe, president of Moe Bros. 
fg. Co., Fort Atkinson, Wis 


hn ( 
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Denver 


rosley Distributors 
0 Service Sealed Units 


The Crosley Corp. has authorized a 
umber of its larger distributors to 
fair, in their own service depart- 
tits, Crosley sealed-in unit refrig- 
ing systems in Crosley refriger- 
ors which had formerly been sent to 
osley headquarters in Cincinnati for 
lair, it was announced recently by 
old A. Newell, general service 
ger. 
By servicing these refrigeration 
ts in various local areas, both time 
d shipping expense are saved, to 





eaters 


er Ac iF definite advantage of the customer, 
action ‘Wel! pointed out. 
tented With the ultimate aim of permitting 
N% field repair of these sealed-in 
mit refrigerating systems, Newell said 
tively lat the _ Modern Distributing Co., 
bly osley distributors in the Cincinnati 
ora ta, was selected as the guinea-pig 
on the fa thorough field test of the plan! 
ow fot BRand-made parts and hand-made 
in full Muipment were installed by Crosley 





ttory service department employees 
hd turned over to the distributor for 
tation by his own service men. 
“After one month’s operation, the 
‘tributor’s enthusiasm exceeded ours 
he plan was completely successful,” 
fewell said. 

To extend the plan throughout the 
intry, Crosley regional service man- 
fs were given a complete course of 
fruction at the Cincinnati plant, 
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that each installation would be | 
uniform. In turn, the regional service- 
managers conducted training classes 


sO 


for distributor’s servicemen in the 
various distributors’ service depart- 
ments. 


It has been found possible to serv- 
ice approximately 85% of the Crosley 
sealed-in units in the field, Newell 
said. 


Cooper Heads 
Canadian Association 


A. B. Cooper of Ferranti Electric 
Ltd., was elected president of Canadian 
Electrical Manufacturers Association 
at a recent meeting. Vice-presidents 
are: J. S. Keenan, Canadian General 
Electric; A. S. McCordick, Maloney 
Electric Co. and N. P. Murphy, 
Amalgamated Electric Corp. 





Other members of the executive 
committee are: L. F. Fitzpatrick, C. 
W. Lawrence, W. H. Marsh, L. E. 
Messinger, treasurer, and Howard 
L. Wright, secretary. 


Noblitt-Sparks Industries, Inc. 


Appointment of A. D. Silva as di- 
rector of the new Arvin Electronic 
Research Laboratory and the promo- 
tion of Ben H. Irwin to chief engineer 
of the Arvin Radio Division has been 
announced by Q. G. Noblitt, president 
of Noblitt-Sparks Industries, Colum- 
bus, Ind. 





A. D. SYLVA 


Mr. Silva became associated with 
Noblitt-Sparks in 1936, as chief engi- 
neer of the Arvin Radio Division. He 
had previously had experience in 
radio engineering and manufacturing 
with various major radio producers, 
including the old Atwater-Kent Co. 





BEN H. IRWIN 


Mr. Irwin, who succeeds Mr. Silva 
as chief radio engineer, came with 
Noblitt-Sparks in 1933 and has served 
as assistant chief engineer of the Arvin 
Radio Division for 


several years. 
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THE COMPLETE LINE 


With Amana you are READY to cash in on a 
GREAT NEW APPLIANCE MARKET. The 
three modern AMANA FREEZERS fit the 
needs and pocketbooks of ALL USERS. GET 
FACTS on 


AMANA, It’s a good name to be 
associated with. Write or wire, 


Refrigeration Division 


AMANA SOCIETY 


AMANA, IOWA 


Model 50 

5 CU. PT. CABINET. 
Accessible .. conven- 
ient . . counter - bal- 
anced lid. No waste 
space. 


Model 90 

9 CU. FT. CABINET. 
Full view counter- 
balanced top. Con- 
tents easily acces- 
sible. 100% usability 
of storage space. 





Model 200 Freezer - Cooier 
A complete private Locker Plant. 
23 cu. ft. sharp freezing capacity. 


120 cu. ft. Cooler. 





ELECTRICITY 


For Any Job—Anywhere 


Reliable, economical electric service is yours 
anywhere, anytime with an Onan Electric 


PLANTS 


POWER AND LIGHT FOR EVERY NEED 





Generating Plant. From the 65 basic models, over 9 

the right plant for any job or application, , 250.00 

large or small, can be selected. servic® 
in 


Driven by Onan built, 4-cycle gasoline 
engines, these power plants are of single- 
unit, compact design and sturdy construc- 
tion. Suitable for all mobile, stationary or 
emergency service. 


Models range from 350 
to 35,000 watts. A.C. 
types from 115 to 660 
volts; 50, 60, 180 cycles, 
single or three-phase; 
400, 500, and 800 cy- 
cles, single phase; also 
special frequencies. 






Model shown is from W2C 
series 2 and 3-KW 60-cycle 
115 volt powered by woter 
co-led 2 cylinder Onan built 
engine. 


D.C. types range from’ 


6 to 4000 volts. Dual 
voltage types avail- 
able. 


Write 


for engineering 
assistance or 
detailed literature 


| D. W. ONAN 


3241 ROYALSTON AVENUWE 
MINNEAPOLIS 5, MINNESOTA 


and SONS 
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Sun-kraft 


COLD QUARTZ ULTRAVIOLET 
RAY THERAPY LAMP 


- 






























. GENUINE QUARTZ TUBE 
95°, ultraviolet output*—no heat 
2. BUILT-IN AUTOMATIC TIMER 


Controls duration of treatment 


3. 5-YEAR GUARANTEE ON 
QUARTZ TUBE 


Will not burn out, discolor or weaken in 
ultraviolet ray intensity 


4. FREELY FLEXIBLE 

Adjustable to treat any part of body 
5. COMPACT, PORTABLE 

Weighs only 20 pounds 
6. BRUSHED CHROME FINISH 

Will not stain or rust 


7. A.C. OR D.C. CURRENT 





= r Uses only 40 watts 
& ; ‘ 8. HANDSOME CARRYING CASE 
——- ee Each lamp comes with case and safety 
goggles 


as 


For Further 
Information 
Write to 

































nevan at © 490 
—> Sun-Kraft Inc. 


S66 U.S. Pat. OFF 


Sun-Krafd Bidg.,215 W SUPERIOR STREET 


CHICAGO 10 Ill. U S 
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WHEN OUR WAR JOB 
IS COMPLETED 


New PINCOR Products 


WILL GO TO WORK FOR YOU 


@ There will be a new line for the sales- 
minded dealer—PINCOR Products —the 


result of careful planning and research, POWER LAWN 


skillful designing and engineering, and a 
exhaustively tested to insure user satis- 
faction. 

Built with many exclusive construction 
and operating features, and backed by an 
aggressive sales and merchandising pro- 
gram, PINCOR Products will make a fast- 
selling, profitable line for the progressive 
dealer who has his eye on the future. 

Not ready now, because of war de- 
mands; but watch for the new, depend- 
able PINCOR Products and write for 


further information now. 


PINCOR Secs 


5841-49 DICKENS AVENUE 
CHICAGO 39, ILLINOIS 











WATER 
SYSTEMS 
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Yes, for more juice with 
less effort the housewife will 

» choose the new JUICE KING homie juicer. She'll 
be proud of its graceful modern design . . . 
pleased with the exclusive mechanical advan- 
tages found only in JUICE KING, Plan now 
te merchandise this finest of home juicers. 


NATIONAL DIE CASTING COMPANY 
 Tewhy Ave. at Lawndale Chicago 45, tl. 






hing 


FINEST HOME JUICER 





—a 
HARDER /%ccz 
HOME LOCKER 








COMPARE HARDERFREEZ with any other home or farm freezer, and 
ou’ll see why experts have picked it to be the biggest selling Home 
Secon Food Storage Unit in the world! 12 cubic-foot capacity. Tem- 
erature control. Foolproof hardware. Breaker strip avoids outside to 
inside contact. Outer shell joints hermetically sealed. 25% more insu- 
lation. One piece, OKAY Plate Coil. Attractive modern design. Some 
available this year — huge production after the war. Order now! 


se ee en ee a Ue ee Se he hh Ue UD UD UG UG UG UG GG 
ITE TYLER FIXTURE CORPORATION, Dept. &-7, Niles, Michigan 


Rush complete information on HARDERFreez. 
cone” Pate Alt ei Saas 


0S eS Te a es hae 
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UNDISPLAYED RATE 
Undisplayed Style: Not available for equipment 


advertising 
10 cents a Word, Minimum Share $2.00. 
POSITIONS WANTED (f or part time sal- 


aried employment only) te the above rates pay- 
able in advance 
BOX NUMBERS—Count as 10 words. 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions 

— 


SELLING : 
EMPLOYMENT : 





_______ 





SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 












DISPLAYED RATE 
INDIVIDUAL SPACES with border rules for 
Drominent display of advertisements. 

The advertising rate is $8.00 per inch for al! ag. 
vertising appearing on other than a contract basis, 
Contract rates quoted on request. 


: MERCHANDISE oe ceereege Tae cea 5: 











Wanted by large retail organization 
with offices in Chicago. Man chosen 
will be responsible for repair service 
instructions, customer educational ma- 
terial, investigating product complaints, 
and liaison with buying offices and 
sources on service matters. 





520 North Michigan 





Technical Assistant to General Service Manager 
on Combustion Appliances 


A practical knowledge of installation. 
adjustment and repair of cooking and 
heating equipment is required. 

When replying please give age. educa- 
tion, and full particulars of your work 
experience and salary expected. Ad- 
dress 


P-769, Electrical Merchandising 
Ave., Chicago 11, Ill. 





Ltt 


APPLIANCE LINE: 


Sales Executive WANTED f= 








WANTED 














t ca Mer 
to manage Specialty Sales Depart- By . Yor 8.2 
ment. Party must have ability to ip 
organize and control sales force, as v S. 5 4 Sales Co. —— L- -» 
well as buy lines to be sold. DENHAM BLDG. ral States, 
Apply in detail to General Manager. DENVER 2, COLORADO TsBU RGH 


en pre-war 

Representing the Manufacturer in nufacturer 
tched recor 

a district. & 
ntaining dis 
now regard 


STRATTON & TERSTEGGE CO. 


P. O. Box 1859 Louisville, Kentucky Rocky Mountain States for 15 years, 





POSITIONS VACANT 











EXC EPTIONAL POSTWAR o ppc ortunities for 
p-flight district sales managers, retail 
store designers, and architectural draftsmen, 
with nationally known manufacturer of store- 
fronts, entrance doors, and new post-war 
building materials sold through established 
distributor organization and backed by exten- 
sive national promotion program. Write in full 
confidence, giving details, education, business 
experience, etc. Address—Personne! Director, 
The Kawneer Company, Niles, Michigan 
WANTED: COMPETENT refrigerator and 
air-conditioning mechanics, Large estab- 
lished concern in Centra! Louisiana. Excel- 
lent future, and good salary. All applications 
held in strict confidence. P-776, Electrical 


Merchandising, 52' 
11, Tl. 
WANTED 


) N. Michigan Ave., Chicago 


SALES promotion manager with 


experience in home appliance merchandis- 
ing. Must be familiar with sales promotion 





planning and ivertising. Excellent position 
Large established concern in Central Louisi- 
ana All applications strictly confidential 
-777, Electrical Me rchandising, 520 N. Michi- 
gan Ave., Chicago 11, || 
SALESMAN WA WANTED 


SALESMAN TO r represent live wire washing 








machine parts company in Ohio, Virginia, 
West Virginia, Pennsylvania, Kentucky and 
New York Excellent proposition with good 
steady income Give full particulars as to 
experience; also references in first applica- 
tion. All inquiries will be held in confidence 
SW-778, Electrical 


Merchandising, 330 W 
42nd St. New York 18, N. Y. 


SALESMAN AV AVAILABLE 


DISTRIBUTORS SAL ESMAN 





and operation 


manager desires position Experience in- 
cludes |! ears with the largest manufac 
turer and distributor Aggressive, capable, 
responsible with pleasant personality Inter 
ested r either sales position or manager 
branch operation SA-779, Electrical Mer- 
chandising 520 N. Michigan Ave., Chicago 


11, Ill 





Connections for Executives 
$7,500.00 & Up 
OFFICE—TECHNICAL—SALES 


This organization offers a special service 
for those with qualified backgrounds for 
higher salaried p tiati 
through keyed letter contacts. Your 
name does not appear. No charge unless 
you are placed, in which case the pub- 
lished fee will prevail. 


Write for details. 
Castle, Barton & Associates 
Attention—A. T. Foster 
220 S. State St. Chicago 4, Ill. 











WANTED 


SALES EXECUTIVES 
AND SALESMEN 


for 
INDUSTRIAL, COMMERCIAL 
AND 
RESIDENTIAL DIVISIONS 


An excellent opportunity to join 
one of the larger light and power 
companies with a successful past 
and a good future. 

Age limit 25 to 40. In first letter 
please give complete information about 
training, experience, salary expected, 
and how soon available. 

All replies held in confidence. Our 





salesmen know about this advertise- 
ment. 

SW.-775, Electrical Merchandising 
120 North Michigan Ave., Chicago 1 Ii! 








RA-780, 











BUYER 
ELECTRICAL 
APPLIANCES 


Experienced man to buy com- 
plete line household appli- 
ances for one of nation’s 
largest distributors. Company 
owned outlets established. 
Will also be responsible for 
merchandising items pur- 
chased. This is a real job. 
Cover fully experience and 
record in first letter. 


dind St., Ne 














PROFITABLE HOUSEWARES 
CONNECTIONS 


Opportunity to obtain services of expert sales organ). 
zation with over thirty years experience in sell 
profitably to chain, department stores and jobben, 
Attractive showroom, complete cooperation. 



















Export Clients 
Wanted 


A well-known exporter, backed by } 

more than 15 years of experience 

the electronics and allied fields, is now to merchandising and national sales distribution, 

ready to tail, to manstesturees fm vo. li] | H's “icusasr. "Talos sbsel sour rebel 

gard to foreign markets. e offer . 

@ complete export service, including Reogeaeh Sant pe sate balers O: Se ine 

sales een yy in ———_ 

every country in the world. We ww 

the problems of different lands, the MALINA & ASSOCIATES 

buying habits and preferences, the 1140 Broadway, New York 1, N. Y. 

needs and potentialities. And we can Murrey Hill 3-1444 

show you how a tie-up between our 

organization and yours can be mu- 

tually profitable in the peaceful years 
1 


if you HAVE a product—we will help you m 
. from design, development and packagin, 


RA-781, 
20 North M 











h d. w tr 
ihe Gus ff for a consideration of LINES WANTED—FOR CANADA PPLI AN 
export sales. We'll be glad to present By an aggressive sales organizatio—ipiiadelphia 


our picture to you. Write, on your own 


letterhead, for complete details. backed by a fully equipped motor 


appliance repair shop. Write 
INDUSTRIAL SERVICES LimtTes 


cilities des: 
ind traffic 
al no 





RA-773, Electrical Merchandising 



































APPLIANCE 
SERVICE MANAGER 


to direct national service pro- 
gram of home appliance manu- 
facturer. Man must have ade- 
quate experience in similar 
work—know how to educate 
national dealer service organ- 
ization in proper methods. This 
Michigan firm offers good op- 
portunity for right man. Send 
details, experience, and all 
necessary personal informa- 
tion, including photo, to 


P-768, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Il 















P-774, Electrical Merchandising 230 West 42nd St.. New York 18. N. ¥ ization cc 
520 North Michigan Ave., Chicago 11, Ill ; ; 156 St. Vieteer West, why 
-770, 
330 W. 42 

JANTED 
WANTED ITEMS WA Hentic 


RUSSELL & COMPANY 


Manufacturer of ym electrical B ng ye 


Inacquiring additional items, Will act as sale wmenm and a 
n acquiring additional items. act as sales 4 

MANUFACTURERS REPRESENTATIVES odvertisine organization for other manufacturer fepresen 
worthwhile products. All information will be tre tilities, jobt 

in pm confidence. Write full particulars te years. 
RA-767, Electrical Merchandising RA-77 

520 North Michigan Ave., Chicago 11, Ill 

330 West 








New York Electrical Contractors promi- 
nent for over quarter century wish to 
represent manufacturer of major appii- 


VE Y 


ance, radio, sound or low-tension equip 
installation and/or 























SALES TRAINING DIRECTOR 
With Appliance Experience 


The Electric institute of Washington, a local trade 
association, is planning an industry-wide program 
to train > to do a real selling job a its 

s, and is in need a 





Sales Tratalas “Director. 


Here is an excellent opportunity for a man experi- 
enced in appliance merchandising, with ability to 
originate and develop sales manuals and to conduct 
training classes. This is a new position, permanent, 
with a starting salary in the middle four figures. 
Write giving educational background, experience 
and expected salary. All replies confidential. 


The Electric Institute of Washington 
Pepco Bidg., 10th & E Streets, N.W. 
Washington 4, D. C. 





WESTERN MERCHANDISE MART int «1 aie NG 
1355 Market St + San Francisco 3, Calif. RA-766, Electrical Merchandising 

330 West 42nd St., New York 18, N. ¥ w that th 

busines 

pact of hi 

sing cost 

sing in no 

WHOLESALE LINES WANTED [::: 

ry gas 0 

of a co 

By PHILADELPHIA DISTRIBUTOR 0 $750,001 

Established more than 18 years with wide following of appliance dealers in this area box 1015 


An aggressive sales force that has many years of personal contact with the trade L 
Can give A-1 financial reference 
Opened for the following lines: 


VACUUM CLEANERS © IRONS © WASHERS © TOASTERS © ELECTRIC CLOCKS 


Address all replies to Mr. FRANK ZIEGLER, Sales Manager 


WINDSOR ELECTRIC SUPPLY 
1231-33-35 Race St. 








a ry to 
of table 


Philadelphia 7, Pe. wee 














For Every Business Want 


Think “Searchlight” First! 








ee ~» — classified Advertising — 

“spc current Employment, Equipment 

anc a 3 usiness Opportunities—both offered 

and wanted—in the industry served by 
ectrical Merchandising 








hi 
ou 


Do you | 
aft? 


Prominent Georgia distributor with large warehouses 







and strong sales organization offers you an aggres 
sive, competent organization with top financial stand- 
ing, having a large dealer following. Please provide 
full particulars in first letter to 


BO-746, Electrical Merchandising 


330 West 42nd Street. New York 18, N. Y. mall cost 


te Search 
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or SEARCHLIGHT 
. SECTION 


er. {Continued from opposite page) 
a 


REPRESENTATIVES AVAILABLE 

URERS, How about the deep 
snufacturers representative wants 
o sell wholesalers or department 





NUFA 
ath 


are tailers in Louisiana, Mississippi, 
pbam rth Florida, South Georgia. Ex- 
ve! sentation on straight commission 
s | all details first letter. RA-742, 
Merchandising, 330 W. 42nd St:, 
8..N. Y. 


NT I IS Representative maintaining 
Moe sires top lines, radios, electrical 
0. plial small hardware, cutlery, covering 
ar wholesale trade, in this area and 

eral States. RA-764, Electrical Merchan- 

ng, 520 N. Michigan Ave., Chicago 11, Ill 

te] TSBURGH DISTRICT representative for 
en pre-war years with leading appliance 

° nufacturer wants quality line only. Un- 
in th sched record, experience, old customers 
Self-financing commission basis, 




















fr eu - 
ars, ntaining district office and display. Start- 
, regardless production delays if right 
RA-780, Electrical Merchandising, 330 
sind St., New York 18, N. Y. 
— 


INES WANTED 


Dne of Chicago’s prominent 
holesale jewelers is interested 
n obtaining top radio and ap- 
liance lines. Will consider na- 
onally known lines, as well as 
hose made in their own name. 
ide distribution and volume 
ssured. 


Ss organi. 
i Selling 
| jobber, 


Umar 
ackagin, 
ution, 


\utactur, 


s 
N.Y. 
RA-781, Electrical Merchandising 
North Michigan Ave., Chicago 11, Ill 











NADA 
nization 
tor and 








PPLIANCE LINES WANTED 


hiladelphia Wholesaler with excellent 
pcilities desires additional lines of major 
ind traffic h hold ppli and 
ical novelties. Competent sales or- 
ED nization covering Phila. and adjoining 
dontred. Mounties, also South Jersey and Delaware. 
RA-770, Electrical Merchandising 

330 W. 42nd St., New York 18 m® 



















tention Manufacturers 


mps and appliances wanted by New Eng- 
ind representative who has been covering 


inces wit! 
interes 
; sales and 








acturers 
be treaclities, jobbers and dealers for past eigh- 
ulars te m years. 
" 1 RA-771, Electrical Merchandising 
a 330 West 42nd St., New York 18, N. Y. 
; promi- 
. ' 
wish  MAVE YOU BEEN THINKING 
r appli. 
a equip OF 
and/ot y) 
_ BBLLING YOUR BUSINESS? 
ising 
. 2 


ow that the war in Europe is over, will 
ut business be able to withstand the 
mpact of high taxation, rising wages, in- 
teasing costs and keen competition? By 

shing in mow you can avail yourself of the 
) APITAL GAINS TAX. If you are inclined 

sell and own at least 50% of the capital 
xk of a company whose assets are not less 
un $750,000.00 write 


tox 1015, Grand Central Annex, 
New York, N. Y. 


is area 


| trade 








WANTED 


essary tools and dies for the manufac- 
te of table fans, motor laminations, motor 
ts and bell transformers. In your letter 
scribe fully what you have to offer and 
fice, 


LOCKS 






758, Electrical Merchandising 


Ww 
7, Pe. Bio west 42nd St. New York 18, Y. 








What is 
Your Problem 


you need competent men for your 
taf? Men to fill executive, sales or 
‘echnical positions? 

are you one of the readers of ELEC- 
RICAL MERCHANDISING seeking em- 
ployment in any of these capacities? 

* are you looking for—or offering—a 
Susiness opportunity of special interest to 
mn in the industry served by this pub- 
Nation? 

The solution of any of these problems 
“tn logically be found first among other 
"ders of ELECTRICAL MERCHANDIS- 
NG. You can get their attention—at 
™all cost—through an advertisement in 

















Searchlight Section. 
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PROFIT POWER 


Domestic and 
Industrial Stokers 


The Heatrex Divi- 
sion of Whiting 
Stoker Sales Com- 
pany announces the 
availabilityof Heatrex 
Boiler Cleaner for 
national distribution. 
This time-tested 
productisa purgative 

a complete physic 
for boilers. Used 
successfully for over 
20 years in New Jer- 
sey homes, schools, 
churches. 

Heatrex is easy to use; cleans with- 
out draining boiler, shutting off heat; 
corrects foaming, priming; dissolves 
oil, grease, rust, heat-resisting sub- 
stances; prevents scale formation, 
pitting, corrosion. Sold in %-lb. con- 
tainers on money back guarantee. 


1945 





/ 






With stoker sales past the million mark, 
our opportunity for profits in the stoker 
ea is here now and will continue. 
Stokers have been tested, accepted. 
The demand for this coal-saving, labor- 
saving, time-saving Convenience is soar- 
ing. 

Profits in refrigerators, washing 
machines, shot skyward when a general 
public acceptance was won. Stoker sales 
are now at that stage. 

It’s your opportunity to cash in on 
this big market with the complete line 
of Whiting Stokers—the Stoker built 
from the consumer view-point— greater 
Fire Power at less cost. Only Whiting 
has the exclusive Dual Draft Burner, 
Smoke and Gas Eliminator and 16 other 
features that mean consumer satisfac- 
tion—steadily increasing sales for you. 

W rite today for full details on the prof- 
itable dealer franchise Whiting offers. 


WHITING STOKER SALES CO. 


Affiliate of Lidgerwood Mfg. Co. (Est. 1873) 
1 11 So. La Salle St., Chicago 3, Illinois 


WHITING 


(FOR FIRE POWER) 


STOKERS 
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The Pace of Victory 
Permits Only A 
Congratulatory Handshake! 















American Industry well merits a decoration for its brilliant record in 
the Mighty 7th! But, as our newly decorated Pacific heroes quickly return to combat, so in- 
dustrial leaders aren’t resting on their laurels. Back into Bond action—they are now 


busy consolidating recent Payroll Savings Plan gains! 


First, many executives are now patriotically working to retain 
the substantial number of new names recently enrolled during the 7th War Loan. 


By selective resolicitation, they are urging all new subscribers to maintain Bond 


See5igg SS 


buying allotments. 


tm" 


Second, many are also employing selective resolicitation to 





urge every worker who increased his or her subscription in the 7th to continue ° ae 

° ° ° ° ode! goods 

on this wise, saving-more-for-the-future basis. ~~ 

‘ores buy— 

. Maye stocks 

Help to curb inflationary pressures and harvest peacetime prosperity by holding the number me pase 
Niolem Buile 
of Payroll Savings Plan subscribers—and amounts of individual subscriptions—to the mark 





set in the Mighty 7th! 





um Clean 
covers, wa 
tile Special: 


NEW 


ved by Ju 
subject to 


The Treasury Department acknowledges with appreciation the publication of this message by 











Electrical Merchandising 


THI. 


e This is an official U.S. Treasury advertisement prepared under the auspices of Treasury Department and War Advertising Council oe 
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UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum charge $4.00. (First line in small black face 
pe.) Fractions of a line count as line. Discount of 10% if full payment is made 
advance for 4 consecutive insertions of undisplayed ads. 


WHERE TO BUY 


Parts, Services & Accessories 





DISPLAYED RATE: 


Contract rate on request. 


(An advertising inch is 
There are 4 columns—48 inches to a page.) 


$12.50 per inch per insertion. 
measured vertically %” on one column. 

















CENTER POST WRENCH 


With this tool, you can remove and install center posts 
on 95% of all makes of washers. Hailed by service men 


as the greatest time-saving tool ever developed. 

thumb screws. Grips and holds the compere 152 
post for removing or assembling. 

PEARSOL APPLIANCE CORP. 


2122 EUCLID AVENUE + CLEVELAND 15, OHIO 
* Washing Machine and Vacuum Cleaner Parts * 


Adjustable to all sizes and styles of 
posts by simply adjusting twolarge ppjcg 








WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


"*30-MINUTE" 
HIGH POST CHANGE-OVER 
For 


EASY and G. E. WASHERS — 


Send for Descriptive Circular 


1251 DUEBER AVE $.W 





ELECTRICAL CORDAGE 


immediate Delivery from Stock 
No Priority Required 


A> waa 





14.75 1000 feet 





lots of 5000 feet.... 13.50 1000 feet 

13.50 1000 feet 

12.50 1000 feet 

1t2 Cotton covered appliance cord.................-ceeecees 22.50 1000 feet 
lots of 5000 feet.... 21.00 1000 feet 


909 Liberty Ave. 
Pittsburgh 22, Pa. 





Appliance Service Company 


CANTON 6, OHIO 
PRECISION 


RECONSTRUCTED A fe M AT U R E S 


FOR VACUUM CLEANERS, DRILLS, TOOLS, MIXERS, ETC. 


























Will Stand 
NET COST = 150% Overtoed 
$2.64 UP 70% Overspeed 
immediate delivery on an Exchange Basis of all popu- 
lar makes. Others rebuilt like new and guaranteed. 
Prompt service. Write for Armature Price List. 
PENN APPLIANCE DISTRIBUTORS [| semarvre 


Two coll testers 
made of electric 
steel—to test for 
shorts. 


126 S. 2nd Street ° Harrisburg, Penna. 


One of Pennsytvania’s largest vacuum cleaner supply houses. 




















ene 





burned Out or Broken Electric 


Repair your own 


NOW ELECTRICAL APPLIANCES 
with CHANITE at gy Bp 


HEATING 
instruct! 


ELEMENT flux amount, 
lons enclosed. $1.08 postpaid. 
CHANITE SALES COMPANY 
914 South Main Fort Worth 4, Texas 


SS 


FT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER 
1766 E. 55th STREET 


























buy knives, lighters, toys, games, hobby/ 
nodel fountain pens, novelties, 
lather goods, school supplies, other quick- 
klling goods where America’s top electrical 
fores buy—from RIOLEM COMPANY. 
large stocks, powerfully advertised, bring 
ed business to you. Write us today! 
RIOLEM COMPANY 
tiolem Building, New Rochelle, N, Y. 


i 





co. 
CLEVELAND, OHIO’ 














SPECIALTIES 


ical Mangle Roll Pads and Covers 
um Cleaner Bags, Ironing Board Pads 
covers, washing and ironer covers. Ohio 
¢ Specialty Co., W. 54th, Cleveland, O. 


ONE SOURCE OF SUPPLY 
1913 Washington Ave., Houston 10, Tex. 
Goodrich White Wringer Rolls for all makes 
WASHER & CLEANER PARTS 


Oi ig t2 


VACUUM & APPLIANCE co. 








NEW ADVERTISEMENTS 


ved by July 19 will appear in the August 
subject to space limitations. 














THIS 
WHERE TO BUY 
SECTION 


supplements other advertising in this issue with these 
additional announcements of products and services of 
special interest in the merchandising and sale of elec- 
trical appliances. 






References: Dun & Bradstreet 
Big Profits on W f 
Seal Parts ynar ty * 


Fiat Iron Repair Kit, terminal points insulators, $2.75 each, Doz. $2.25 each 
Switches—2 speed with Shank & Lock Nut, 25c. each, Doz. 20c. each 
Large Rubber Goose Neck Hose fits most washers, 80c 
each, Doz. 60c each. 

Agitators Re-Bushed for Easy—ABC Automatic Washers 


Guarantee Whiter Goodrich rolls. Jobber dealers advise us of your 
requirements and we will mail you our new low price list. 


Mail Orders Shipped 
Same Day Received 


Write us for quantity prices on any washer parts 


WYNAR 155 to 163 State St., Rochester, N. Y. 











Now.... s 











makes handled and discounts from all pu ps ype! 
. of 
Light wt. very i2 
106 E. 9th St. Chester, Pa. 
cializing permits a better truck, and more of 














FOR 
WASHERS and CLEANERS . . 
Immediate Delivery 
FROM ONE SOURCE * heel 
Shien ten Set tek ee hae Rubber Tired Wheels 
a ry Now! “Handee Andy” 95 
published list prices. 600 Ib.cap, Full size, 
rst quality, not a 
BROCKWELL ELECTRIC CO. frst quality, not Wl pots 
Genuine Parts Exclusively 
easy to handle. Ht. 11.95 
44” 14” wide at nose. Curved cross Lots 3, 4 
pieces. The only truck we sell. Spe- Single, $12. 
them! 1 only at present time. Fully guar- 
Our 132-page qnteed. £.0.B.1%10 Sees. Unrated firms cash 
with order. AA5 will assist immediate delivery 


Catalog of E REE 


Washing Machine & Vacuum Cleaner Parts. 


J , Clip this. 
Save money by ordering all your supplies The HANDEES CO., Dept Bloomington, tl. 
from one dable source. ~ 316? 


ity, Service, Low Parts ° 
MIDWEST 


APPLIANCE PARTS CO. * 
2720-22 W. Division St. Chicago 22, Ill. 
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A Dealer Discusses 
Post-War Appliance Prices 


The ving letter by W. C 
( ter f the W. ¢ Carter Co., 
ippl tailers in Scranton, Pa., 


1 to ( hester \ Bowles, 


OPA trator, and presents 
nt f the dealer on post- 

“ it tT 4 ne tT) lic 1eés °* 
Mr. Ci 1. Bowles, Administrator 
Office of Price Administration 
W ashingtor D te 

It has been intimated from a number 
of sources that your Bureau is plan- 
ning to maintain 1942 price ceilings on 
electrical appliances when they ar¢ 
again in production, and in the event 
manufacturing costs are higher, the in- 
creased cost will have to be absorbed 


in the dealer’s gross 


margin 
In addition to a hardware business 
I have operated a specialty-appliance 
store since 1926, promoting on an ex- 
tensive scale the sale of appliances 
through the efforts of outside 
and I now warn your office, 
gross margins are any lower 
than prior to Pearl Harbor you will 


mainly 
’ 
salesmen; 


if dealer 


“kill the goose that lays the golden 
ego” 
Distribution Costs 
Emanating from Washington are 


many fallacious arguments that distri- 


bution costs are too high—however, I 
state most emphatically, if we are to 

ide sixty million jobs in the post- 
war period, within two years after VE 
Day distribution costs will have to be 


increased rather than reduced. In other 
| in the distribution field will 


words, we 
have to do a more intensive selling job 


to provide full employment 

Mass production decreases manu- 
facturing costs—but we must not forget 
nass production is absolutely depend- 
ent upon mass selling, and while the 


roduction expert can estimate within 
a few minutes the exact amount of time 
build an electric washer, 
a machine has not yet been invented 
t, and all the experts in 
the world cannot estimate the number 
of man hours that may be required to 
induce Mrs. Homemaker to buy it. We 
know from experience in normal times 
it may months of effort to in- 
Mrs. Homemaker to buy another 
gadget for her home or to replace one 
that is not as efficient as the 


required to 


1 


that w 


equire 
duce 


newer 


Appliances Must Be Sold 
( al you y 
Homemaker buying a new dress, 
hat, a new 


sualise Mrs 


a new 
vasher or refrigerator, out 


your 


wite or 


of an automatic vending machine—if 
you think otherwise, ask her. On the 
average, she visits at least half a dozen 
stores, tries on a dozen hats or dresses, 
to know the selling features 
makes of refrigerators and 
washers, and may even want the appli- 
ance 


and want 
of many 
demonstrated in her home before 
she decides to buy. Many times in the 
seen as many as three dif- 
in a prospect’s kitchen 
or laundry on a trial basis, and, Mr 
Bowles, that eats into the dealer’s mar- 
gin and you 


past I have 


lerent washers 


just can’t do a thing about 
it. Cold analysis reveals that the effi- 


ling has shown only a 
Eve sold Adam a 


ciency ol 


ht ease since 


PAGE 200 


“bill of goods” in the Garden of Eden. 

It is a fallacy to assume that mass 
roduction has been entirely responsi 
ble for the high standard of living of 
the American homemaker 
selling methods, 


aggressive 
advertising, effective 
display, and home demonstration has 
been necessary to create DESIRE for 
electrical gadgets, automobiles, better 
homes, kitchens and bath rooms, the 
semi-luxuries, better clothes, and even 
a more diversified food diet. Factory 
wheels qyirn in direct proportion to the 
merchant’s ability to make 
tomers dissatisfied with what they now 
wn. 


his cus- 


Must Create Desire 


Food, clothing, and shelter, we all 
require, but the bare necessities of life 
do not make a prosperous nation. It is 
the semi-luxurious gadgets that keep 
factories running, and price alone does 
not create desire. We have to paint 
images in the minds of the people to 
make them want better things 

I know that some of the fair-haired 
boys in Washington (whose knowledge 
of economics was limited to the class- 
room) have noted the margin between 
manufacturing cost and consumer price 
and gasped, but they failed entirely to 
consider how much it will cost to cre 
ate a desire in the mind of the con- 
sumer for that particular product 

Government officials are pinning 
their hopes on the pent-up demand for 
automobiles, washers, radios, refriger- 
ators, cleaners, and other gadgets, to 
employment for millions of 
war workers and returned war veter- 
ans, after a war that has dislocated our 
economic scale unprece- 
dented in world history. In fact, we 
believe the demand for these products 
alone will prevent here the chaos the 
other countries are sure to face—a con- 
sumer demand that was non-existent 
after the last world war even in this 
country, and is non-existent now to a 
large extent in other countries. Per- 
haps our government should be grate- 
ful that in the period that elapsed be- 
tween the two wars, aggressive dealers 
and merchants in the specialty field 
have created wants and desires in the 
minds of American homemakers that 
may well be a Godsend in the post-war 
period from an economic standpoint. 


provide 


system on a 


Adequate Margins 


The only sound basis for establish- 
ing retail mark-ups on the semi-luxur- 
gadgets upon which continued 
high employment is so dependent, is 
to be sure there is adequate margin 
between manufacturing cost and con- 
sumer price to adequately provide for 
intensive selling and promotion, plus a 
fair return on a merchant’s investment. 

The foregoing comments are based 
on many years of experience in the 
specialty selling field, and I earnestly 
suggest the facts as stated be consid- 
ered before deciding on a price struc- 
ture in the appliance field that may 
result in decreased promotional effort, 
with resultant Jess consumption and 
less mass employment. 

W. C. Carrer 
W. C. Carter Co. 
Scranton, Penna. 


ious 
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OPA and the Dealers Money .... By L. E. Moffatt 


Use No Hooks!—And Watch Out for His! 
By T/5 Robert M. Marberry 


Thumbnail of the returned soldier; what he wants in a selling job— 
what to watch out for in him. 


The Packaged Mortgage 


National Life Insurance Co., Vermont, blazes new path in home mort- 
gage financing including major electrical appliances under the realty 


.......By Laurence Wray 


mortgage. 
No Allied Lines Here . . . This Store Is Selling Appli- 
ET oo +0.cdneids eae ceeees oo neee ees canal By Lansdell Anderson 


Willman's Inc., White Plains, N. Y., made their new building a com- 
bination appliance exchange trading center and service headquarters. 


This T.V.A. Community Boasts Electric House Heating 
By Warner Ogden 


Operating costs on the all-electric home development pioneered by 
Stuart Fonde, Knoxville contractor-builder. 


Scripps-Howard |3-City Appliance Survey 


Need Department Stores Sell Appliances at a Loss ... 


Servicing Emerson-Electric Fans 


Make-Your-Own Record Business... .. By Tom F. Blackburn 


Harry Roper, Alamo Distributing Co., San Antonio, plugs personal 
recording. 


Keeping Records Healthy and Whole............. 


Ways of sidestepping record calamities. 


Taking the "Blue-Sky" Out of an Appliance Priority 
| ER RE. MG ie pk ee 


Collins Electric, Springfield, Mass., get cash on the line in their “Mer- 
chandising Reservation Plan" 


Don't Sneeze at the Desert Air Cooler 


It has possibilities wherever the weather is dry. 


"Sidelines" Create Store Traffic.......................... 


Herrick Electric Co., Sanger, Calif., plan to maintain their $16,000 
inventory of paint, china and glass, farm tools and gifts even when 
‘ appliances are back. 


Modernizing School Equipment ......... By Clotilde Grunsky 


Obsolete appliances in the home-making classes of public schools 
prompted Southern California Edison to take the lead in designing 
standard units for post-war schools. 
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